Citrus Commission 
Buys 3 TV Shows 
for $1,456,000 


LAKELAND, F.a., Sept. 16—A 
package deal involving three tv 
shows, and worked out with 


Columbia Broadcasting System, 
was approved here today by the 
Florida Citrus Commission as the 
backbone of its 1958-59 advertis- 
ing program in behalf of the new 
orange and grapefruit crops. 

The commission, a 12-member 
state agency composed of industry 
leaders, acted on recommendation 
of its agency, Benton & Bowles, 
in approving expenditure of ap- 
proximately $1,456,000 for partial 
sponsorship of the “What’s My 
Line?” panel show, the Douglas 
Edwards news show, and the 
“Perry Mason” show. 

This week’s television buy re- 
presents nearly half the $3,000,000 
budget set up by the commission 
for the fiscal year which began 
July 1. Already committed from 
this amount is $350,000 for the 
July-October period, all in maga- 
zines and newspapers. 


@ The major phase of the pro- 
gram, budgeted at $2,650,000, will 
begin Nov. 1. It was this part of 
the program which was outlined 
here today by Benton & Bowles 
and approved by the commission. 

Since June, the agency has been 
actively seeking a suitable tv 

(Continued on Page 117) 
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Aspirin Is Patent 
Medicine; Grocers 
Can Sell It: Judge 


WASHINGTON, Sept. 
can sell aspirin, just as if it were 
only Bufferin. 

That’s the verdict accepted by 
the commissioners of the District 
of Columbia after a “friendly” 


legal contest with Safeway Stores, | | 


testing a 50-year-old local law 


which prevented grocers from sell-| @ 


ing aspirin. 


Under the District of Columbia| / 


pharmacy law, grocers can sell 
“patent medicines.” Safeway was 
allowed to sell Bufferin and simi- 
lar “combination” products; but 
officials contended that aspirin 
could not be regarded as a “patent 
medicine.” 

By pre-arrangement, a shipment 
of aspirin stocked by Safeway was 
seized by public officials, and the 
issue went to a municipal court 
judge, Harry I. Walker, for a ver- 
dict. 

In a nine-page decision he de- 
cided today that aspirin is a patent 
medicine. 

“Restricting aspirin sales to 
druggists affords no real protec- 
tion to the public,” Judge Walker 
commented. 


s “It is common knowledge that 
clerks in pharmacies sell aspirin 
tablets without any real or im- 
mediate supervision by a licensed 
pharmacist,” he added. “And it is 
also well known that compounds 
containing aspirin may already 
be sold by grocery stores here.” + 


Canadian Newspaper Ad Managers Meet... 


Chrysler's Todgham Hits Newspapers 


Criticism of North 


Says Canadian Auto Ads 
Compete with Editorial 
Praise of Foreign Cars 


MonrtTREAL, Sept. 18—The presi- 
dent of Chrysler Corp. of Canada 
today severely criticized Canadian 
newspapers for lambasting the 
North American automobile indus- 
try in their editorial columns when 
Moore Detends Car 
Styles, Advertising 
in CFAC Speech 


Cuicaco, Sept. 17—A defense of 
current automobile styles—and au- 
tomobile advertising—was made 
here tonight by W. D. Moore, di- 
rector of advertising and sales pro- 
motion, Dodge division, Chrysler 
Corp., in a talk before the Chicago 
Federated Advertising Club. 

“The experts on what’s wrong 
with the Detroit automobile are on 
us with quill and typewriter,” he 
told the group. “They are vocal 
and they are articulate. Never have 
so many heard so much from so 
few.” 

Mr. Moore said that present-day 
cars fill the need for roomier auto- 
mobiles to hold the larger families, 

(Continued on Page 117) 
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millions are being spent by the 
car makers in newspaper ads. 

Obviously smarting at the 
mounting publicity being given to 
small European models, Ron W. 
Todgham pulled no punches in his 
address to delegates at the 11th 
annual convention of the Newspa- 
per Advertising Managers Associa- 
tion of Eastern Canada who met 
here this week. 

“Frequently,” Mr. Todgham said, 
“T have observed that our adver- 
tisements and those of other do- 
mestic automotive advertisers were 
in direct competition with a con- 
siderable amount of editorial mat- 
ter printed free of charge extolling 
the supposed virtues of the for- 
eign-built product and deprecat- 
ing those which we manufacture.” 

Mr. Todgham quoted a few of 
these stories picked up from a 
Canadian newspaper which he did 
not identify and noted that these 
comments, “whether the editorial 
writer realizes it or not,” were cal- 
culated to deter a would-be pur- 
chaser from buying products of 
domestic manufacturers. 


s “How could car manufacturers as 
advertisers buy enough space to 
counteract such comments?” he 
asked. “Why should we—and I ask 
this as a rhetorical question—sub- 
sidize with our advertising dollars 
(Continued on Page 120) 
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CIGGIE BIGGIE—To boost the mascu- 
linity of cigar smoking, the Cigar 
Institute of America will launch a 
$350,000 campaign with this color 
page in Life, Oct. 20; smaller b&w 
ads will follow in Argosy and True. 
Doherty, Clifford, Steers & Shen- 
field, New York, is the agency. 


Jensen Committee 
Quizzes NIAA on 
Possible Revamp 


Questionnaire Pursues 
Issues Raised in ISIM 
Controversy in Spring 


New York, Sept. 18—Should 
the National Industrial Advertis- 
ers Assn. broaden its scope and 
become an industrial marketing 
organization? 

Such a_ proposal—killed last 
June by delegates at the NIAA’s 
annual convention in St. Louis 
after three months of controver- 
sy—has been raised again in a 
four-page questionnaire being 
mailed to all 4,475 members by 
the organization’s committee on 
organization development. 

The committee — following 
through on “Operation Follow- 
Through,” which was authorized 

(Continued on Page 120) 
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THE NATIONAL NEWSPAPER OF MARKETING 


§ Cost Still Deters Some 
R.O.P. Users: Bondy 


If Quality’s Okay, It 
Offsets Higher per-1,000 
Cost, Lever Exec Says 


New York, Sept. 16—A survey 
on r.o.p. color made by the Assn. 
of National Advertisers was pre- 
sented to the Newspaper R.O.P. 


National R.0.P. 
Color Sales Unit 
Shelved for Now 


Plan Aimed at Building 
Dailies’ Media Stature 
‘Isn’t Dead’: Benziger 


More r.o.p. color stories and 
charts, as well as a round-up of 
the newspaper year generally, ap- 
pear in a special section beginning 
on Page 47. Also see Pages 3, 73 
and 96. 


closed here today, the routine of 
the final sessions uninterrupted by 
any announcement of the forma- 
tion of a special r.o.p. color sell- 
(Continued on Page 117) 


Sinclair's Braeckel 
Tells How Company Cut 
Promotion Fat, Not Muscle 


New York, Sept. 19—Adver- 
tising today must “fight its way 
into the consciousness of consum- 
ers.” 

It is not enough any more for 


Last Minute News Flashes 


Wallach, 3 Associates Resign at H. K. Porter 


New York, Sept. 19—Philip C. 
lations director of H. K. Porter Co 


Wallach has resigned as public re- 
. because of the company’s decision 


to transfer the pr function from New York to Pittsburgh. Thomas Cox 
and Robert Feeney, assistant public relations and advertising managers 
in New York, have also resigned, as has William H. Parkinson, who was 
in charge of Porter’s advertising in the Philadelphia area. Mr. Feeney 
has joined G. M. Basford Co. Messrs. Wallach, Cox and Parkinson are 
considering the formation of a new pr company. Mr. Wallach joined 
Porter in 1954 as director of advertising and public relations. 


D’Arcy Adds Magic Chef Account 


CLEVELAND, TENN., Sept. 19—Dixie Products, which has acquired most 
of the assets of the Magic Chef division of Food Giant Markets, has 
named D’Arcy Advertising Co., Atlanta, to handle Magic Chef’s adver- 
tising and public relations. Noble-Dury & Associates, Nashville, has 
handled Magic Chef. D’Arcy is the agency for Dixie Products. 


Lambert & Feasley Gets DuBarry, Sportsman Lines 
New York, Sept. 19—The advertising accounts of DuBarry cosmetics 

and Sportsman men’s toiletries will move from Norman, Craig & Kum- 

mel to Lambert & Feasley, effective Jan. 1. Both the accounts and the 


newly named agency are properties of Warner-Lambert Pharmaceuti- on none . 


cal Co. 


(Additional News Flashes on Page 121) 
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Color Conference today by Anton 
Bondy, print media manager of 
Lever Bros. and chairman of the 
ANA newspaper committee. 

Mr. Bondy said 141 out of 400 
companies that got questionnaires 
participated in the study, and that 
the 141 companies last year spent 
a combined $251,389,000 for space 
in the nation’s dailies—one out of 
every three national advertising 
dollars invested in the medium. 

The study turned up the fact that 
r.o.p. color rates are satisfactory 
to a bit better than half the ad- 
vertisers. Mr. Bondy said “52% 
stated they were generally satisfied 
with r.o.p. color rates; 48% said 
no.” 


s Comments from dissatisfied us- 
ers included: “Favorable discounts 
for volume and continuity adver- 
tising are lacking” and “Cost per 
1,000 is not in line with other me- 
dia.” 

Advertisers who regard the rates 
as okay commented: “I’m satisfied 
as long as newspapers offer good 
printing and carefully check early 
editions to correct deficiencies and 
assure good reproduction in home- 


New York, Sept. 17—The third | delivered papers,” and “Although 
annual R.O.P. Color Conference | 


the cost is higher than we would 
like it, we feel that readership 
more than compensates.” 

Mr. Bondy said that where the 
ANPA’s Bureau of Advertising re- 


‘Precise Selection’ 
Marketing Concept, Ebel Tells NICB 


(Continued on Page 78) 


Displaces Mass 


an ad to bid for attention—“it has 
to fight like a champion defending 
this title.” 

And to fight this way, advertis- 
ing has to be more creative and 
imaginative. 

Edwin W. Ebel, vp-advertising, 
General Foods Corp., had this 
message today for business execu- 
tives attending the annual mar- 
keting conference of the National 
Industrial Conference Board. 

Mr. Ebel cited the increasing 
competition for consumer atten- 
tion as one of the main backdrops 
\of today’s advertising scene. He 
reported that a study made by 
General Foods showed that “the 
average family is exposed to 1,500 
advertisements every waking 
day.” 


® Discussing media selection, Mr. 
Ebel indicated dissatisfaction with 
the term “mass market.” He made 
three points: (1) Not everybody is 
a prospect for every product; (2) 
it is getting very expensive to 
reach everybody and (3) often 
advertising directed at a segment 
of the population “can be more 
productive than aiming at the 
complete mass.” 

Mr. Ebel added: “By attempting 
to appeal to everybody, advertis- 
ing can often end up doing a weak 
job on everybody and a strong job 
.. I predict that in many 
cases the phrase ‘precise selection’ 

(Continued on Page 120) 
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Old Gold Claims | 
Violate Court 
Decree, FTC Says 


RicHMoNpD, VA., Sept. 17—The 
Federal Trade Commission has 
asked the federal court of appeals 
to cite P. Lorillard Co. for crimi- | 
nal contempt of court, charging | 
that Lorillard violated a 1950 court | 
order restraining it from making | 
“certain false representations” in) 
its advertising of Old Gold cigarets. | 

The hearing on the FTC charges | 
has been scheduled for Oct.16 
here or in Baltimore. According to| 
the complaint, filed June 6, the ap-| 
pellate court has ordered Lorillard | 
to cease advertising that its Old) 
Gold cigarets contained less nico- | 
tine and tars and were less irritat- 
ing to the throat than any of the 
other six leading brands. 

FTC claims that since 1950 Loril- | 
lard has violated and disobeyed 
the court decree. It has recom- 
mended that the three-judge fed- | 
eral appellate court exercise its 
power to institute criminal con- 
tempt proceedings against the com- 
pany. 


i 


j 


® Lorillard has denied the alle- 
gations and in its answer, filed 
Aug. 2, said: 

“Fundamental, revolutionary 
changes in the character of cig- 
arets have rendered advertising of 
the sort prohibited in this court’s 
decree truthful; more particularly, 
basic changes in respondent’s Old 
Gold cigarets—now entirely new 
and different cigarets called Old 
Gold Straights and Old Gold fil- 
ters—have reduced their tar and 
nicotine content to a point where 
Old Gold straights are substan- 
tially lower in such content than 
any competing brand of non-filter 
cigarets and Old Gold filters are 
substantially lower than a majori- 
ty of filter brands.” 

Furthermore, Lorillard contends, 
the FTC allegations do not sup- 
port the charge that it wilfully and 
intentionally violated the 1950 
court decrees. + 


One THAT COOD ‘CHAP STICK FERLING.. MEILEIONS FO 


pouslep—Chap Stick Co. will run 

this b&w page in the Sept. 29 Life 

to open a campaign double the 
size of last year’s. 


Chap Stick Sets 
Doubled Drive for 


New Swivel Case 


LyncuBurG, Va., Sept. 17—Chap 
Stick Co. has doubled its budget 
to almost $500,000 for a magazine 
and radio campaign based on the 
theme: “Get that good Chap Stick 
feeling.” 

Reason for the intensified cam- 
paign, according to the company, 
is the completion of national dis- 
tribution of the new Chap Stick 
swivel case, which has replaced 
the old “push-up” model. Copy 
aims at spreading the habit of 

(Continued on Page 118) 


BEST-SEEN POSTERS—Ice cream, bread and beer won top awards for 
attracting viewers among 24-sheet posters measured by the Starch 
continuing study of outdoor advertising during the four-week 
period ended Aug. 6. Best seen was the Howard Johnson poster 
(69%); next was the Sunbeam bread poster (61%); and in fourth 
place (after Wonder bread—55%) was the Rheingold poster (51%). 


Howard Johnson Ice Cream Poster Tops All 
24-Sheets in Viewing, Says Starch Report 


New York, Sept. 17—The best- 
seen 24-sheet poster during the 
four-week period ending Aug. 6 
was one for Howard Johnson ice 
cream. It was remembered by 69% 
of people ten years old and older 
living in markets where the poster 
appeared. 

Next best-seen poster for the pe- 


|/Admen Shouldn't 


Try to Take Over 


Politics: Truman 


Ex-President Takes Poke 
at Smoking-Cancer Issue 
in N. Y. Adclub Speech 


New York, Sept. 17—Former 
President Harry S. Truman, a 
longtime critic of the ways of 
advertising and newspapers, 
thinks it would be a good thing 
‘if the advertising profession 
didn’t try to take over the profes- 
sion of politics—or maybe that’s 
just because not enough advertis- 
ing men belong to the right politi- 
cal faith.” 

Mr. Truman, who spoke before 
a New York Advertising Club 
luncheon honoring the University 
of Missouri’s school of journalism 
on its 50th anniversary, took oc- 
casion to remark that “by experi- 
ence and training I was quite as 
well qualified to tell the news- 
papers how to run their business 
as they were to tell me how to 
run the Presidency. Newspaper 
men, of course, don’t believe 
Ss 

He also brought gasps from the 
audience with a quick aside. His 
text called for him to say, “If 
you understand that the dollar 
spent by the government may be 

(Continued on Page 119) 


riod was for Sunbeam bread with 
a score of 61%. In third place was 
Wonder bread, with 55%. Scores 
for the remaining top ten were: 
Rheingold beer, 51%; Miller 
beer, 45%; Seven-Up, 45%; Coca- 


Cola, 44%; Morton salt, 44%; 
Schaefer beer, 44%; Wrigley’s 
gum, 43%. 


The figures are from the contin- 
uing study of outdoor advertising 
conducted by Daniel Starch & 
Staff, in which readership and rec- 
ognition of 24-sheet posters is 
studied on a national basis by per- 
sonal interviewing in 28 urban 
markets. Scores are standardized 
to a uniform No. 100 showing to 
facilitate comparisons. # 
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‘Mysterious Ululation’.. . 


Ben Hecht Blasts 


TV Commercials; 
Adds 3rd Sponsor 


In TV Debut He Tells of 
‘Viewer Catatonia,’ Nips 
Replies of Agency Exec 


New York, Sept. 17—Author 
Ben Hecht began his new nightly 
series on WABC-TV with a scath- 
ing attack on television commer- 
cials and an interview with an 
agency exec who was given little 
chance to say anything back. 

Obviously intent on making an 
immediate impression as a caustic, 
clever critic, Mr. Hecht said the 
tv commercial and the atom bomb 
“run neck and neck in unpopular- 
ity. 

“The mysterious thing about tv 
commercials is how they work—I 
mean, how they sell anything. As 
far as I can make out the only 
public reaction to tv commercials 
is, ‘I can’t stand them.’ 

“There was always an outcry 
against advertising even in the 
halcyon days when it wore only 
the modest mask of print. The 
more sensitive citizens used to 
bellow against the pollution of the 
landscape by vulgar billboards. 
Later the public had a chance to 
rage against the increased horrors 
of radio advertising. 

“But sensitivity is mever a 
match for progress. The arrival of 
tv made all the peddler hullabaloo 
of the past seem like the chirping 
of robins. 


s “Nearly all other human noises 
have been drowned out by the 
advertiser except, of course, the 
noise of the politicians. The Amer- 
ican citizen today is equally sur- 
rounded by threats of disaster and 
new hair rinses. 

“But to return to the mystery— 
I’ve not witnessed anything in my 
time as wildly unpopular as tv ad- 
vertising. I’ve seldom met any hu- 
man of any age group who didn’t 
groan at the word ‘commercials,’ 
who didn’t wince when a com- 
mercial whoop-dee-dood on the 
screen and who didn’t curse the 
sponsor for interrupting his di- 
version. 

“I’ve seen people jump up and 
snap off the tv set—and keep the 


(Continued on Page 118) 


‘Unblinking Way of Facing Facts’ Makes 
Women Useful in Advertising: Sherman 


Cuicaco, Sept. 17—Advertising 
today is a big business which lives, 
moves and has its being in ideas, 
Margot Sherman, vp and chairman 
of the creative plans board of Mc- 
Cann-Erickson, told Chicago ad- 
women last night. 

Speaking before the Women’s 
Advertising Club of Chicago, Miss 
Sherman said that ideas are what 
people buy, and therefore ideas 
are what sellers must sell. Miss 
Sherman is the Advertising Feder- 
ation of America’s Advertising 
Woman of the Year. 

She told the Chicago adwomen 
that as Ad Woman of the Year, 
she was given the honor of repre- 
senting all women in advertising 
—to point up the qualities women 
have to contribute that are being 
felt in a major way in American 
advertising. 


= These womanly qualities, Miss 
Sherman said, are (1) a personal 
sense about people, (2) emotional 
warmth, (3) an unblinking way of 
facing facts and (4) a desire to do 
something about them. 

Because advertising is “com- 
munication of ideas for the pur- 


pose of making sales,” Miss Sher- 
man said, “before you can 
communicate you must ideate.” 

And, because wherever advertis- 
ing appears competition in terms 
of time the public has to give to 
it has magnified, “it is a thrilling 
challenge to us as creative people, 
that our ideas first must compete 
before they can succeed.” © This, 
Miss Sherman feels, is the greatest 
of all assurances that in the end 
only humanly useful ideas and 
therefore progress will result. 

She set forth “a series of char- 
acteristics of a good advertising 
idea”: 


= It should be a believable idea, 
believably stated. This does not 
mean, she said, that it has to be 
a commonplace idea or an idea 
already known and accepted. 


e A good idea should be simple, 
strong and direct. “What you have 
to say should cut cleanly and 
crisply through the maze of un- 
concern—face up to what we at 
McCann call ‘the great American 
yawn’.” 
(Continued on Page 119) 
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A LI vir 
The Old Grand-Dad Distillery Company 


NATIONAL DISTILEDES PHOnLETS COMPUNY 


& 
National Distillers 
Readies Grand-Dad, 
Pre-Holiday Drives 


New York, Sept. 17—National 
Distillers Products Co. has 
launched a heavy print media 
drive trumpeting Old Grand-Dad 
86, latest addition to the company’s 
line of straight whiskies (AA, Aug. 
25). 

An ad in the Oct. 4 Saturday 
Evening Post will help kick off the 
drive, and will mark the first 
issue in which the Post has accept- 
ed liquor advertising (AA, Sept. 
1). The b&w ad was squeezed into 
the first available issue of the Post, 
and will share “first” honors with 
a Bacardi ad in the same issue. 

The Bacardi half-page ad is 
part of a campaign begun in news- 
papers and magazines last Novem- 


Af 4 100% ExpeeT 


ee 


ber. It was placed by Brooke, 
Smith, French & Dorrance. 

Page ads for Old Grand-Dad 
86 will also run in October issues 
of Life, Newsweek and U. S. News 
& World Report. In addition, ads 
are set for more than 100 news- 
papers in 83 markets, plus a four- 
page color insert in 27 trade pub- 
lications. 


= In the wake of the Grand-Dad 
86 push, National Disfillers will 
break its pre-holiday drive, which 
last year accounted for about $7,- 
000,000 of the company’s annual 
ad budget. While the company 
would not release its planned 1958 
ad expenditure, the added brand 
and a considerably expanded ad- 
vertising schedule in print and 
other media is expected to push 
the pre-Christmas outlay beyond 
1957’s $7,000,000 figure. 

National Distillers brands are 
handled by Doremus & Co.; Flet- 
cher D. Richards Inc.; Lawrence 
Fertig & Co. and Lennen & Newell. 
Kudner Agency will handle the 
Old Grand-Dad 86 campaign. 

Meanwhile, I. W. Harper-An- 
cient Age Distillers Co. also an- 
nounced a pre-Christmas ad 
campaign to include newspapers, 
consumer and trade publications, 
and an outdoor poster campaign. 


= The distiller will kick off the 
drive, featuring a new line of holi- 
day decanters, in October issues 
of Ebony, Esquire, Harper’s, Life, 
Newsweek, The New Yorker, 
Social Spectator, Sports Afield and 
Theater Arts. Also scheduled are 
ads in more than 400 daily news- 
papers, plus printed panels and 
24-sheet posters in an outdoor 
campaign in principal markets. 
Advertising is handled by Batten, 
Barton, Durstine & Osborn; Doyle 


Dane Bernbach and Kleppner Co. # 
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CBS to ‘Ax Any 
Quiz Proven to 
Be Gyp’: Cowan 


Net Exec Tells Admen 
Owners of Shows Must 
Be Given Fair Treatment 


PITTSBURGH, Sept. 16—Any quiz 
show that’s shown to be dishonest 
will get the ax from CBS Televi- 
sion, the president of this big net- 
work promised here today. 

Louis G. Cowan gave this pledge 
during a talk before the Pitts- 
burgh adclub. 

What’s more, he asserted, “it 
should be made abundantly clear 
that no program should be on the 
air—quiz or otherwise—that does 
not meet the standards of honesty 
and fairness.” 

CBS earlier this month scratched 
the “Dotto” tv quiz show. 

Mr. Cowan himself has as much 
right as anyone to be considered 
the kingpin of quiz shows. His 
“Quiz Kids” was a long-time suc- 
cess in radio, and, as an independ- 
ent producer, he fathered the cur- 
rent crop of the quizzers with “The 
$64,000 Question.” 

Making it clear that the network 
will take similar action only when 
there is “sufficient evidence’ to 
support accusations against other 
shows, Mr. Cowan declared: 

“No responsible person or or- 
ganization can or does act on accu- 
sation alone. In the instance of the 
quiz shows, these properties usual- 
ly are not owned by a network. 


= “Since these programs represent 
property values that may well be 
worth hundreds of thousands or 
millions of dollars to other peo- 
ple, we are obliged to act in utter 
fairness to their rights.” 
Mr. Cowan also took up the high 
cost of tv network shows. 
Revealing that he is conscious of 
the “concern” being expressed on 
this subject, Mr. Cowan said: 
“The complex of forces that 
brings about these costs is some- 
thing about which all of us know. 
It is clearly our joint responsibil- 
ity, however, to see to it that the 
(Continued on Page 122) 


Now Man Is Equal 
to Jackass, Asserts 
Otarion’s Ad Copy 


OssINING, N. Y., Sept. 16—Sci- 
ence has now made man “equal to 
the jackass.” That’s the good news 
reported in the forthcoming cam- 
paign for Otarion Listener Corp. 

Otarion, which three years ago 
pioneered the idea of secreting 
hearing aids in the side frames of 
eyeglasses, has now placed the 
hearing aid directly in the front of 
the frame. This gives man more 
efficient coordination of sight and 


hearing, “just like the jackass who | 
points his ears directly toward | 
what he wants to hear as he looks | 


at it, in order to hear it better,” 
according to the new campaign. 
The campaign opens in the Sept. 
19 issue of The Saturday Evening 
Post with a b&w page dominated 


by a handsome photo of a jackass, | 


ears tuned well forward. This will 
be followed by insertions in This 
Week Magazine and 26 additional 
newspaper supplements, News- 
week, Presbyterian Life, Reader’s 
Digest and Today’s Health between 
now and December. 


= The company also will run four- 
color inserts in four new Perry 
Mason mysteries, to be published 
this fall by Pocket Books, featuring 
an endorsement by the author, 
Erle Stanley Gardner. 

J. M. Mathes Inc. is the agency. 
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ZANY—Stan Freberg will star in new Contadina Foods radio and tv 


commercials in a fall 


Contadina (Still Stressing Radio) Now Asks, 
“Why Put 8 Tomatoes in Little Bitty Can?’ 


San Francisco, Sept. 17—A big 
spot radio campaign has just been 
bought by Contadina Foods in 12 
basic marketing areas including 27 
major cities. 

The eight-week campaign, re- 
portedly to cost in the neighbor- 
hood of $500,000, begins Sept. 29 
and will consist of more than 11,- 
000 commercials, with frequencies 
running as high as 180 per week 


Want Ad Composers 
Give Pros Lesson 
in Simplicity: Garter 
San FRANCISCO, Sept. 17—Classi- 
fied advertising is the “dramatic 
symbol of public acceptance of 
newspapers” in the opinion of El- 
dred R. Garter, of the Capital 
Times and State Journal, Madison, 
Wis., president of the Assn. of 
Newspaper Classified Advertising 
Managers. 


Mr. Garter addressed the annual 
convention of the Western Classi- 


fied Advertising Assn. at the Villa | 


Hotel, San Mateo, and told dele- 
gates that the newspaper classified 
section “is unique among adver- 
tising media in its simplicity and 
its direct contact. 

“In classifieds,’ Mr. Garter con- 
tinued, “you don’t have to worry 
about the folderol of compelling at- 
tention. People already are search- 
ing for what you have to sell, and 
burying a classified ad is impos- 
sible. 

“It’s too bad,” he added, “that 
our Madison Ave. boys can’t write 
ads more like the plain people who 
give a classified ad over the tele- 
phone—item, price, condition— 
when they have something to sell 
or there’s something they want to 
buy.” # 


f 
| 
| 


Science has now made man 
equal to the 


jackass! 


The NEW 


Qrartsn Listener 


19 Saturday Evening Post intro-| 


duces the new Otarion Listener 
hearing aid. 


: | then only those of an agricultural, 


promotion in 27 cities. 


in key cities including New York, 
Chicago, Philadelphia, Detroit, 
Cleveland, Pittsburgh, St. Louis, 
Los Angeles and San Francisco. 

A simultaneous spot tv campaign 
will be carried on in the New York 
market, with 360 one-minute an- 
nouncements scheduled during the 
eight weeks. 

The new Contadina commercials 
will feature the company’s tomato 


paste, but the famous line, “Who 
put eight great tomatoes in that | 
little bitty can?” has been changed 
to “Why put eight great tomatoes | 
in the little bitty can?” “To help| 
you become a better Italian cook” 
is the answer. 


(Continued on Page 119) 


Admen Must Learn How to Use R.0.P. 


Color Wisely, Bliss 


Color’s Extra Cost | 


May Cut Frequency Too | 
Much, Says Ludgin Head | 


NEw York, Sept. 16—Three| 
problems growing out of the de-| 
velopment of r.o.p. color were ex- | 
plored today by Vincent R. Bliss, 
president of Earle Ludgin & Co.,| 
Chicago, before the third annual 
Newspaper R.O.P. Color Con- 
ference here. 

The problems pivot on creativ- 
ity, availability and frequency. 

“The use of r.o.p. color may call 
for a fresh creative attack, not 
only in techniques, but in thought, 
too,” said Mr. Bliss, “unless the 
advertiser and the agency are 
both able and willing to handle 
r.o.p. color creative work as a job 
all by itself and not assume that 
a national magazine technique is 
either right or practical. Unless 
this happens, an adventure into 
r.o.p. color may prove less than 
happy and certainly will not get 
the full benefit of the new medi- 
um.” 

Mr. Bliss said that advertisers 
interested in using the medium 
often found something “squarely” 
in their way. “You may find there 
are too many important markets 
you have to pass up because r.o.p. 
color isn’t available in them. It 
may be lack of uniformity in the 
ways the papers handle r.o.p. col- 
or. 


s “It could be in matters of color 
pricing—especially where the 
newspapers have not come up with 


LINCOLN, NEB., Sept. 17—Robert 
W. Furnas, the settler who started 
the Nebraska Farmer back in 1859 
as the Nebraska territory’s first 
|farm paper, would be proud of the 
|stature of his paper in 1959, its 
100th anniversary. 

“We are determined,” he wrote 
in the Farmer’s first issue in Oc- 
tober, 1859, eight years before Ne- 
braska became a state, “to devote 
such energies . . . as shall place 
the Farmer in the front rank with 
other agricultural papers.” 

This is exactly where the paper 
is on its centennial—a top midwest 
farm publication (circulation 
about 118,000) and No. 3 in adver- 
tising volume among all U.S. farm 
publications. More than that, a 
thriving publishing business has 
grown up around the Farmer—| 
McKelvie Publishing Co., which 
also publishes Colorado Rancher & 
Farmer and some 40 other publi- 
cations under contract. 


s To boot, the Farmer has given 
Nebraska two of its governors. And 
| the first of these, the state’s sec- 
ond governor, was no other than 
Robert W. Furnas. 

Highlights of Nebraska Farmer’s 
first 100 years will be carried in 
a centennial issue Jan. 17, 1959, 
beginning of the centennial year. 
| Like most farm papers, Farmer 
| has ridden out some pretty severe 
| storms, not the least of which was 
'the drouth in ad volume and paid 
circulation in the early part of the 
| 20th century. 

This problem hadn't bothered 
|Mr. Furnas when the paper start- 
'ed out. “We will admit but a lim- 
ited number of advertisements, and 


|mechanical and educational char- 
acter,” he announced in the pa- 
per’s first number. Furthermore, 
he demanded that ads be “inter- 
esting to the farmers, mechanics 


100-Year-Old ‘Nebraska Farmer’ Is Where 
Its Founder Wanted It—in Front Rank 


iclub of ten subscribers. Make the 


and friends of education, almost 


as reading matter upon those sub- 
jects.” 


@ The same issue carried a sub- 
scription appeal that was down- 
right neighborly: “Now let ev- 
eryone take an interest in this 
enterprise and we have reason to 
hope much good will be the result. 
There is not a man scarcely in 
Nebraska but that can send us a 


effort, friends.” 

In 1905, the Farmer, then pub- 
lished in Omaha, was purchased 
by Frank O. Edgecombe, publisher 
of several Nebraska weeklies, who 
moved the operation to Lincoln 
and brought in as editor Sam R. 
McKelvie, the man whose name 
has been associated so closely with 
the Farmer ever since. Mr. McKel- 
vie became publisher in 1908. 

By 1914, a year when World War 


(Continued on Page 122) 


Tells Meeting 


frequency discounts on a basis 
that will satisfy modern demands 
of large scale operation. And it 
certainly can be and still is the 
plague of bad printing, which, un- 
fortunately, is by no means cured.” 

Mr. Bliss went on to say that 
“frequency and consistency of ad- 
vertising effort can’t be laid out 
by rigid rules or theory, and I 
never saw any measuring de- 
vices to make decisions. I don’t 
need any rules or devices to tell 
me there are limits below which 
we may not safely go in frequen- 
cy and consistency, and that any 
medium with the length of life 
that characterizes a daily newspa- 
per must be looked at even more 
closely as to frequency than a 
weekly or a monthly magazine. 

“So I present frequency as a 
problem in the use of r.o.p. color 
and say that we all must recognize 
that r.o.p. color may be wrong 
and harmful if it leads to the re- 
duction in frequency to the point 
that destroys effective continui- 
ty.” 


® According to Mr. Bliss, this 
could “easily happen, because of 
the higher costs of the r.o.p. color 
unit and its accompanying pro- 
duction burden.” 

He urged newspapers to start 
offering “no less than two, and 
preferably three, standard color 


(Continued on Page 56) 


Tappan Introduces 
Electric Range in 
‘Digest’ Split-Run Ad 


MANSFIELD, O., Sept. 17—Tappan 
Co. will introduce its new “400” 
electric range in seven western 
states via a split-run ad in the Oc- 
tober Reader’s Digest. Digest read- 
ers in other states will see an ad 
featuring Tappan gas ranges. 

The Digest’s October issue will 
feature its first “double split run.” 
Tappan will split the West and the 
East; Goodyear Tire & Rubber Co., 
in the same issue, will feature 
snow tires in the northern states 
and regular tire in some southern 
states. 

Ads for the “400” range, which 
can be hung on the wall or in- 
stalled as a built-in or free-stand- 
ing range, will then appear in full 
editions of Better Homes & Gar- 
dens and Sunset Magazine in Oc- 
tober and November. Page color 
ads are also scheduled this fall for 
American Home, Good Housekeep- 
ing, Ladies’ Home Journal, Parents’ 
Magazine, Progressive Farmer and 
Successful Farming. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is the Tappan agency. # 


TAPPAN DIGEST SPLIT—While the Reader’s Digest ad on the left intro- 

duces seven western states to the Tappan Co.’s “400” electric range 

in October, Digest copies in other states will carry the ad on the 

right featuring Tappan gas ranges. Other magazines will then in- 
troduce the “400” nationally. 
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New Minute Maid 
Orange Juice Bows 
in Three Markets 


(Picture on Page 96) 
OrLaAnpbo, Sept. 17—Minute Maid 


Corp. will soon start replacing its 


familiar frozen orange concentrate 
with “a revolutionary new orange 
juice.” 

The company, which last year 
moved from New York to Florida, 
plans to move the new product into 
Houston on Oct. 1, Cincinnati on 
Oct. 15 and Syracuse on Nov. 1. 

Howard G. Dick, director of ad- 
vertising and marketing, said that 
eight years of research and an in- 
vestment of $14,000,000 had re- 
sulted in “a concentrated orange 
juice containing all the properties 
of the freshly squeezed orange.” 
He said the new product would be 
in national distribution—replacing 
the traditional Minute Maid prod- 
uct—by 1960. 

“Previous methods of making 


j}concentrates involved removal of 
water by boiling the juice at low 
temperatures under high vacuum,” 
said Mr. Dick. “The new processes 
|start with a new system of juice 
'extraction, and include the remov- 
‘al of water by a newly developed, 
highly confidential method.” 


s Advertising support for the new 
product in Houston, Cincinnati and 
Syracuse includes 1,800 broadcast 
spots, 1,000-line b&w ads and 1,- 
750-line color ads in newspapers. 
| Minute Maid, one of the top na- 
tional labels in frozen concentrate, 
moved to Florida right after the 
formation of a group called Florida 
Marketers Inc., a cooperative. The 
cooperative was to supply Minute 
Maid with 35% of the oranges 
/needed for its concentrates (about 
14,000,000 cases a year). 

For the first nine months of 1958 
Minute Maid sales amounted to 
slightly more than $77,000,000. The 
same period in 1957 resulted in 
sales of $83,200,000. Citrus concen- 
trates accounted for about 50% of 


Minute Maid sales in 1956, when | 
the company’s total volume was 
$114,800,000. 


= In 1954 Minute Maid acquired a 
line of frozen fruits, vegetables, 
fish and poultry items by purchas- 
ing the Snow Crop division of Clin- 
ton Foods. This acquisition re- 
sulted in a government action and 
Minute Maid, by decree, agreed to 
sell its juice concentrating plant at 
Dunedin, Fla., and its plant at 
Frostproof, Fla. These sales came 
in 1956. 

Last fall Seabrook Farms Co., 
Bridgeton, N. J., agreed to process 
and sell part of Minute Maid’s line 
of Snow Crop foods. Minute Maid 
continued marketing the Snow 
Crop line in 11 western states. 

Ted Bates & Co., New York, is 
the Minute Maid agency. + 


Benton Joins Barron 

Harriet E. Benton, formerly with 
Mutual Broadcasting System, has 
joined Ray Barron Inc., Boston 
agency, as copy chief. 
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PRIMARY COVERAGE— __ 
752,580 TV VIEWERS IN 


Here’s How 
WSBT-TV DELIVERS 
the South Bend-Elkhart 

TV Audience 


TOP RATED 50 TV PROGRAMS IN 
SOUTH BEND—ELKHART MARKET 


WSBT-TV 
30 PROGRAMS 


STATION A 


. 
16 PROGRAMS e 
. 


STATION B 
4 PROGRAMS 


details or write to this station. 


*15 counties in Northern Indiana and 
Southern Michigan. UHF set count, 209,050 


—3.6 persons per family. 


A CBS BASIC OPTIONAL STATION 
ASK PAUL H. RAYMER COMPANY ¢ NATIONAL REPRESENTATIVE 


WSBT-TV CARRIES.... 
The Top 7 programs 

8 of the top 10 programs 
17 of the top 25 programs 
30 of the top 50 programs 


eit ARB Ratings—June 17-23 


No other station or combination of stations comes 
close to WSBT-TV in the number of top-rated shows 
carried. Further proof of this overwhelming viewer 
preference is the fact that WSBT-TV's 10 P.M. news 
broadcast is one of the highest-rated local or national 
newscasts in the Nation! . . . You're paying for audi- 
ence—get it with WSBT-TV. Ask your Raymer man for 


SOUTH BEND, INDIANA'S 
DOMINANT STATION 


SOUTH 
BEND, 
IND. 


CHANNEL 
22 
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Highlights of This Week's Issue 


Cest is one of the chief factors still hold- | 
ing back some advertisers from using 
r.o.p., Anton Bondy tells Newspaper | 
R.O.P. Color Conference 


Newspapers are lambasting North Amer- 
ican autos and praising foreign makes 
while Canadian auto makers spend mil- 
lions in ads in newspapers, Todgham, 
head of Chrysler of Canada, tells news- 
paper ad m s 


Florida Citrus Commission arranges pack- 
age deal with CBS-TV, will spend $1,- 
456,000 in tv this season ................Page 1 


Federal Trade Commission asks court to 
cite P. Lorillard for criminal contempt 
of court in violating a 1950 court order 
restraining it from making “certain 
false representations” in its advertising 
of Old Gold cigarets 


Ben Hecht bows on own tv show on 
WABC-TV, New York; uses occasion to 
blast tv commercials, interview Robert 
Foreman, BBDO exec vp 


Ideas are the environment in which ad- 
vertising moves, Margot Sherman, Mc- 
Cann-Erickson vp and ad woman of the 
year, tells Chicago ad women ....Page 2 


Advertising men shouldn't take over the 
role of politicians, President Harry S. 
Truman tells New York Advertising 
Club Page 2 


CBS Television's head, Louis G. Cowan, 
says the network will ax any quiz show 
that’s shown to be dishonest ........ Page 3 


Otarion puts hearing aid in front of eye- 
glasses, thereby making man equal to 
the jackass, which points its ears in 
the direction it looks 


Contadina launches $500,000 spot radio 
campaign in 27 major cities plus a spot | 
tv drive in New York, posing question, 
“Why put eight great tomatoes in the | 
II WI I seticncscnnscscnnscsnseleesecs Page 3| 


R.o.p. problems pivot on three preblems: 
creativity, availability and frequency, 
Vincent R. Bliss, Earle Ludgin & Co. 
president, tells the third annual News- 
paper R.O.P. Color Conference ....Page 3 


Page 1 


Tappan will use Reader’s Digest split run 
to introduce its electric ranges in seven 
western states and advertise its gas 
ranges in the other states 


Post Office says present rate increases 
don't cover expenses; hints future re- 
quest for increases 


Push-button program service is offered 
radio stations by Programmatic Broad- 
casting Service 


Alcoa will stress the use of aluminum in 
missiles and rockets during its 1959 ad 
promotion Page 37 


Alfred J. Silberstein-Bert Goldsmith, a 
small agency with big ideas emphasiz- 
ing elegance in ads, marks its 40th year 
as an agency dealing with fashion ac- 

t Page 44 


423 agency executives make ‘“‘Who'’s Who,” 
most of them in New York (where they 
work), none in Connecticut (where 
they live) Page 64 


TV spots are the best deal for a bank 
advertiser, Geoge Watts of Republic 
National Bank of Dallas tells New 
Orleans ad Page 76 


Rambler got top recognition in test to 
see which cars consumers could identify 
among U. S. and foreign cars ....Page 95 


Simple research techniques help test ad- 
vertising in farm market, Donald R. 
Murphy, director, editorial research, 
Wallaces’ Farmer, demonstrates Page 103 


REGULAR FEATURES 
Advertising Market Place 
Along the Media Path 
Coming Conventi 
Consumer Magazine Linage ..................... 
Creative Man’s Corner 
Department Store Sales 
Drawthinks 
Editorials 
Employe C 
Getting Personal 
Information for Advertisers 
Looking at Radio and TV .... 
Looking at the Retail Ads ... 
Mail Order and Direct Mail 
Obituaries 
On the Merchandising Front 
Photographic Review 
Production Tips 
Rough Proofs 
Salesense in Advertising 
This Week in Washington ... 
Voice of the Advertiser ........... 
What They're Saying 


“This is the size 


we use in the 


Growing Greensboro Market!" 


SREENGBOR? 


AL 


Take a look at the figures and you'll know that the only thing 


going to the dogs in the growing 


Greensboro market is dog food. 


There are more than 1,000,000 people within a 50 mile radius of 


Greensboro. 


It's one of the top distributing centers in the South, 


and the center of the greatest manufacturing area in the South. 


Greensboro Metropolitan Market 
in total income, 23rd in number 


is 15th in total retail sales, 20th 
of families, in the South. Sales 


come easier when you use the Greensboro News and Record con- 


sistently. Over 100,000 circulation 


daily; over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro 


News and Record 


e GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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A CURTIS MAGAZINE 


HOLIDAY 


Some people have a flair for livi 


It’s in the way they look and act. And it’s in the way they feel — about enjoying good company, 
good fun and all the good things that make their lives more pleasurable. 


These spirited people look to the pages of Holiday for new interests, new ideas, new enthusiasms. 
And as no other magazine does, Holiday rewards them with a fascinating look 


at today’s exciting world. 


These Holiday readers are your prime prospects. With incomes nearly triple the national 
average, they’re in a better position to buy. Little wonder so many advertisers are reaching this 
rewarding market in Holiday. Are you? 


There’ a rewarding new world for you in HOLIDAY 
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This Week in Washington ... 


It's Not Official, but P. 0. Hints 
It's Likely to Ask New Postal Hikes 


By Stanley E. Cohen cess of revenues, he finds. “To be 
Washington Editor | constotens, we may have to request 
WasHINGTON, Sept. 18—Horace | additional rate increases,” he said. 
H. Nahm is right. Mailers can’t} Postmaster General Arthur Sum- 
assume the 1958 rate bill ends the | merfield is still officially on the 
battle over postage rates. The Post | fence. Even after writing off $171,- 
Office books are far from balanced, | 000,000 as “public service,” he esti- 
and there are people in the govern-|mates his department will lose 
ment’s top command who are ready | $351,000,000 in the 12 months end- 
to renew the fight any time they ing next June 30. “If a 5¢ letter 
get Presidential clearance. was justified this year,” he says, 
While Mr. Nahm was circulat-|“it is more than justified next 
ing his warning at the Direct Mail | year.” But he hastily adds: “There 
Advertising Assn. meeting in St.|is no official decision yet” on a 
Louis last week (AA, Sept. 15),| 1959 rate bill. 
the government’s budget chief,|; Mr. Summerfield makes no se- 
Maurice Stans, put out his first|cret about his disappointment with 
trial balloon. Even with the 1958/|the 1958 rate schedules, but he 
rate increases, the Post Office ex-|hasn’t been brooding over them. 
penditures are still greatly in ex-' With the rate fight out of the way 


lately in an elaborate plan to shake 
some of the cobwebs out of mail 
service in the nation’s big metro- 
politan centers. He has come over 
to the idea that higher postal rates 
will be more acceptable if there 
is evidence that the Post Office 
Department 
about service. 


Maurice Stans, in 
Stans Wants to case_ the 
Blot Red Ink has a 

sound, is the for- 
mer Deputy Postmaster General, 
who moved up last winter to be- 
come the President’s top adviser 


fice, he was a persistent champion 
of higher rates and balanced budg- 
ets. At the Bureau of the Budgets, 
he has emerged as a militant lead- 
er in the fight to avert an incip- 
ient deficit of $12.2 billion in the 
current federal fiscal year. 

In several speeches since taking 
office, he has made no secret of 
his concern over the great upsurge 


he has become deeply engrossed | 


is doing something | 


name | 
familiar | 


on fiscal matters. In the Post Of-| 


Advertising Age, September 22, 1958 


in federal spending plans 
year. He estimates that existing 
tax rates can support an $80 bil- 
lion budget under prosperous con- 
ditions. If the budget goes beyond 
$80 billion—and it is slated to 
amount to $79.2 billion this year— 
he warns that it can never be bal- 
anced without upward revisions 
in tax rates. 

His pet peeve is the “let Uncle 
Sam do it” spirit. Inevitably, he 
tells the story of a community 
which was debating the cost of a 
new bridge. The town says the 
county should pay for it; the coun- 
ty wants the town to pay. Finally 
a solution is proposed; “Let’s let 
the federal government build the 
bridge,” says one citizen. “Then 
nobody has to pay for it.” 


Editors of im- 
Labor Press portant labor un- 
ion papers are 


to Be Adless? 
complaining that 


there is such a thing as carrying 
labor’s “housecleaning” too far. In 
particular, they are upset by a 


ARE YOU COVERED IN TODAY’S AND TOMORROW'S 


CHANGING MARKETS? 


READ FOR ONE PURPOSE ONLY... 


by 70,271 product selectors in the 40,092 largest, most active 
plants in all 452 manufacturing industries ... insuring saturation 
of your known markets... PLUS opportunities to fish for 

"NEW markets rapidly developing NOW. 


PRODUCT NEWS AND INFORMATION... 


the subject consistently proven to be of top interest to all who 
engineer, operate, and maintain industry's leading plants and . 
who design and develop the products they manufacture. 


WHAT BETTER PLACE?... 


than where 70,271 specifier and buyer readers are LOOKING for 
current product needs ...as indicated by reader verification 

showing that IEN is checked regularly by 86.0%, and occasionally 
by 13.6%, for product information. 


WHAT BETTER TIMING?... 


than when industry's top specifiers and buyers are LOOKING 
for current product needs . . . as indicated by reader 
verification showing that 97.5% use IEN for buying reference. 


FOR YOUR PRODUCT ADVERTISING?... 


and at a cost of less than $200 per month because you need 
no display . . . just a brief, factual description of your product! 


DETAILS?... 


Write for “THE IEN PLAN" and NEW Media Data File. 


Industrial Equipment News 461 Eighth Avenue, New York 1, N. Y. eae GD 


Thomas Publishing Company 


Affiliated with Thomas Register 


this | 


proposal by AFL-CIO’s president, 


|George Meany, that labor papers 


stop carrying advertising. 

Mr. Meany spoke up after con- 
gressional investigators turned up 
instances of “labor papers” which 
used high pressure methods to sell 
ads. He questioned whether unions 
actually make money on the ads, 
and he argued, “Apart from the 
ethics involved, as a matter of 
pride, the labor movement ought 
to pay its own way and not ask 
business men to pay it for us.” 

If he sticks to this position, there 
will certainly be some fireworks 
when the International Labor 
Press holds its annual convention 
here in November. Papers belong- 
ing to this group have strict rules 
against “bucket shop” solicitations. 
They regard labor papers as a 
good advertising value, and they 
welcome advertising revenue as 
legitimate income which enables 
them to publish better papers. 

Mr. Meany may also have trou- 
ble with other top labor leaders. 
For example, Al Hays, president 
of the machinists, is for expansion 
rather than retrenchment. To get 
labor’s view before the public, he 
visualizes a transition from labor 
papers of limited appeal to labor- 
sponsored community papers of 
broad appeal. “Somewhere,” he 
says, “we must find the funds that 
will permit the labor press to ex- 
pand its staff, to enlarge its pages 
and pictorial coverage, to develop 
comics and to include all the other 
features that make a family eager 
for the arrival of the paper boy.” 


The _ technical 
Channels Still staff of the Fed- 
Plague FCC eral Communica- 

tions Commission 
is back to the grindstone, working 
up some fresh ideas on the num- 
ber of tv channels necessary to 
provide competitive tv service to 
the nation’s top markets. Supposed- 
ly the commission is still hopeful 
a new plan can be devised which 
will enable more stations to oper- 
ate profitably on the ultra high 
frequency channels. 

As alternatives it wants to know 
how many _ additional _ stations 
could be squeezed into the 12 suc- 
cessful vhf channels. 

Through the use of directional 
antennas and other technical con- 
trols, more tv stations might be 
brought into underserved areas. 
But “squeeze in” would result in 
a reduction in the coverage of 
many existing stations. Mindful of 
their difficulties with radio’s clear 
channel case, this is an approach 
which FCC members cannot con- 
template with joy. + 


Ralston Schedules Dogs 
Licking Chops on ABC-TV 

Purina Dog Chow will be pro- 
moted by Ralston Purina Co., St. 
Louis, on two network tv shows 
starting Sept. 30. The company 
has scheduled one-third sponsor- 
ship of ABC-TV’s “The Rifleman” 
and “Leave It To Beaver.” Ral- 
ston says it is using dogs in the 
ads because nothing so effectively 
demonstrates its Chow as showing 
pups going for the product with 
combined action and sound. “Ri- 
fleman” commercials will be seen 
on 150 stations and “Beaver” on 
85. The two-show technique gives 
Ralston a 33% increase in tv ad- 
vertising over last year. 

The Dog Chow promotion also 
will use spot tv and some radio 
in markets not covered by the 
network shows. Print advertising 
will show the dogs eager to get 
the food or in working poses, with 
pages in Farm Journal, Farm & 
Ranch and Progressive Farmer. 
Half pages are scheduled in Field 
& Stream, Household Magazine, 
Outdoor Life and Sports Afield. 
Additional two-color page adver- 
tising in six dog publications and 
two-color spreads in five grocery 
publications have been set. Gard- 
ner Advertising Co. is the agency. 
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The ink is scarcely dry on new records when newer and greater gains come in 
to wipe them out. A mighty force is on the move. The Saturday Evening Post 
is pulsing with power. 

Latest October figures show the Post is a robust $1,300,000 ahead of last 
October’s advertising revenue and a whopping 10 per cent ahead in pages. 

Latest circulation is at an all-time high— and heading upward. In the last 
two years alone, the Post has added 5,000,000 more readers—a gain 1,000,000 
greater than that of the other large weekly. 

Latest count on new advertisers totals 59 just since July. 


The Post is the only magazine in its field to increase its share of market 
this year. 38 per cent of all ad pages run in mass-weekly magazines during the 
first six months of 1958 went into the Post. 

The reason may be shiningly simple: Smart advertisers go where the cus- 
tomers go. 

That’s why advertisers are going — in ever-growing numbers — to the Post. 
oe Here you can get a greater variety of split runs (first developed by the Post) 
plus dynamic advertising spectaculars, and greater flexibility of space units 
than offered by any other magazine. Here you can be sure your ad page 
makes more than 29 million proved contacts with Post-Influentials. 

Your opportunity is clear. The time is now. 


The Saturday Fvening 


Proved! More than E. Po ’ —-. T 
29 million reader exposures 1 
for your ad page in... 5 - s**t 


— Sell the POST-INFLUENTIALS 
...... +they tell the others! 


- ‘. me ve vidi ch 7 ‘ ee Ma fea Si 5 
4 o> “4 oy ee 3s er ee eae es F Soares eo ena. | a ; a ogee BAe toad ea ra : iy ie ae | 
Seas we aR Reem se : ee ior ce ita : - Coa span ie eG ; ee a3 eo. pest Serer pn Whaat eae i : a: 
re Kee -_ Se ¥ vicliens JA eee pe ee wie te | ei Ree ae we é : F al ae eos =) i ee ie. 
me 
a fe r] 
se, ee ee eer Te i 1h Pi s :' i <4 hee past # * : BE ae , ; es a. ee a 
“Bag ie See - > ; ott lS \., + ney , aa ra : 
at »! . © gia = 8 a : P AB er an ¥ seis - ; 
ke A Fo oN a ~ “ a , eg Ne ‘ DL. oy + te. 4 7 46 < : 
ae, ) a aa aa es ow + “eucs ayy? A ¢ ee i ae 
“sey ap ‘hee ae, Ck Nn Oy . re ke « K Sieg : { 
& ee a ane Lee = ay oe ews 
es _ * «6 6m De ig, Se . , es — i 7 : ‘ 
¥ See noe ols > , 27, Fehe ‘ beh oe x by St & vy: ; 
i Bes eae OTE Tea “et : 
i % r, be nia a age a ae 7 BP Ben ; f 
Es : eg oy. 8 7. ~ ae by os t ee i be es. Gi, # - 2 wo ae ia. 
tie 7 | Per rate, a P Jt yh SEY ¢ : cae ae " i : ‘" 
ee 3 ee Se oc — a. i 
P . ONS timp woe . ] f 3 stg a? ro ae rite 
ee! ee oS 4 aie pa ohm — : Parca 
4 bic ee. —tlC( CO hg “ft : ae ae : cae ete a See . tte. site 
= es Load & BS A aey we Pe ges ¥ St ae be, sae Spat is na. pen i coe, : Si eee ; 
a : “7 mm © ‘ hin Sad ; ej MS Po ay, Pamanyren: «9 Bee nema ree Pe et a oc ie - 
oo ee lee opus fx. ae” ee a PS. ere ae bataee ee 
“4 ee oe OU ee di tir ae hi ee eG . 
2 oo OER es snag D> . ees amines! “Term “te 5: S.-i et FM os ee ae ph : Pee A pgp Poe : 
Be ie ae. a bea ree eS ey et Souifiers <tr etc ca” et ee rs re i eee ee ; Shae Gute: EA nd Rs 
F ne ut Wis. & + gies we os 34g pues ; * See Sh aloe gia a ei aaa oe isi Signe a Bac 
ie ji Oe ° aS ee eee . >. tReet Po! > Geng Pot eee Oe ee Ct ee ere ame Se 4s 
é RR ee Ot ai eo I a 5 ae st 
oy oes es " ain * ay Fein etsy = a Ls i. fe 2: (one ae? ae Be rs en PG a ng ot Se We Wee oS 0 tp. i ae * Pe = Se hasan aay 
rh: Saal ~~ TE ¥ me wi a es iy 4 pee 5 My of : 3 ae a ‘eae. a eee Me: Ae ad a apes es =o me BPs ae sae: a Bh 
2 aul aaa o . fee” ‘s * om “¢ ; RE ee res oe: Se ee eae ieee SAS hh ee ks. re ott F DA ee Wes 
i RE SS. a pa — ee ee Sisal hn My a 2s 
ae — he ae SF a " a a Sot Garage. ’ “~ rage ° BP ile ES ee pes =~ ee tae pees: PREM i ie Ca aca ae tome dete ae he 2 ot ee 8 ae 
3 4 : : v he ¥ (i Pe am Y ie : ; ey d & ‘ Sal : 
a. a mR ~ = + ’ Piast: gees Sa ' hit wane ay Sy" Eo Bale A, Bis ‘ee Seton Se EN area . SL Ct. a e a: Ra esttpes ees pies 
ee 3 oes - is ae Boe 5 : $ Vee m Pe ah dents hy a a BOW tS ee pea, “hI Re” ee Se ei ei ps Pag age? ot ey 
aie oak, : f8 : de he t. ia im Ay " pu Pa ee eee. * a me mee Se Cs 7 pe eae es ae a ; ae = hone ante ani 
ion oe eee S Sia ae : pS a + atk m4 P os Wing ; in See “ae oe ae) 4 ee ae , Serer ee eo: cn Se. eos. <Sgaen, a: 
a. be Sa Sy ae ‘aT. Pg tr ae yy 2 a tye E -". ag ye a ee Pier re ‘oe. ie Be ete ds peat aes i Ree a. og 
na he Oe Fah a ee ’ - , ee ie ’ t ne ® * os = ic aa ae i eee oh ae 4 we SS age an ent + ee oe % eon ae es eS: ae aie an ee Et = 
_ 9 9 iis ; OU © gas —- Rees cea * ! es i Mi eS uae a oo ta a 
: Me ae Sot er Stet -. At & - eee ke “ata ee are \Pauemier ery ewer |. joe oe oa a a oe ae a Pee. . hee ke 
> ; ee ee reget Rigas a i Ae est > ee . peters ps ae ie x ae 5 On 6 ep aA soa ib Brin Sc Seman ey See 3 Ps 
ee + SR iam cea tet ero OH ees % ad, —- ty, 9 ae iar eles 9 Saag WC: ee i eee: ay nem 0 oak ee ie a Bs. ies 
: Erg ees ee is io. Sa ur ‘ ; Oe, | ees > Miyata lines, ane aie PS, hy. Oe Ai ey eens Me a 7 meen Pea ao ae — ee yet. 
me: ee eet 2. Sect een, at aS eae! i . o eee ers ia oe re aes ae eae iq ety ae a on i 7 a henien a e ay 
ae LAS = hee oc aa oe Mig oman? ee Mee, . ; ae a Pe ee eae OS eee. aie tee as Var aenty? Pe ae tN ea Pees <a Pape mea! cone 
1 pam Ne ee. ck eh, a cae ” eae ale ii AMM osc ae Ree lh AEE TL! a Re oc eas, Pew | eae eee ee rs 
ee Fer is Lag ie ea at erg gt yee $ Ewen ne ee SE eee la ay Age mera a ale nn yah enema al ae Patios mo" = | ae Laas 
e's Pee ea. RAR Ge pe Apa Cagis. cclenpees 9 cpg ian ge ee lane ieee tae) Tea aa ts Res Oe ‘a oe i eR ee cic od Papa Sh LRA > Fe toile eae Pa ees = 
a. a ag Se ice oe Legs Wate ae ‘asia PHF es a am cc aaa Meat an.2 aa i Bea cerita ° Sea eu BPR IS Bae oe apes ws ie age gale eae NS daereah ais Bee me: ie. a ait di 1 
ee. Ty o> ie. Sree eee ae ae ae a aie cin aries vec 2 Ai ae ae vacate o'er oie eee ee dene tee tea ea Bei cic; (oe ge lige ke Oa — 
a cae Mee sue eo eal i ae ss, ee ee. Se 0 Kae Pe gen ‘ ~ ween NY aes es the, (a a A es MS fc 
a oe yO eee wet pa ses et a” 4 Ae ae. ee eer : t < : ape ars i ee ot “Ae Die ee Rep ptm Peeper ies os Rit ad a 
ag ; eae j Soe OM a, : Dre gen ie Oe” aa ea ae ae ie Ned eee Metaty Steen} “Pee! sath ies a hog AE eg Se et eS rs 
ee Me om Sea a 4 re CO eS eae ees ee a ED SEAS peo > ee say 
; ae 2. Re Bex ee * _ ti eae i ie A es a =e a CE cae eee i are poe a ieee ae f eres 
rae Be ais ae ies pre aiid ‘ : cae es ak : eee et a he eee = ba SEM OR Reet 4 anes 
ee ees Leaman Ke = ‘ ‘ , “ es Pe i rt dinate eae a Be ab ae ah, * TRE a ee ee IPA MEER ar ht din recente qos 
v7 anti a + ™ ie at he a oe: ee a” eae 2 ey rae Eee we es a 4 oe ‘ te a8 a 4g he Sahm Mt ioSSo ee Se le ee oe ae ‘oa 
ah re en mane ae of hale : Fete 4 a cme. face) amet Me: BF Ee eae all ele ae RENE cg ge a 
ot . See ee st * ' ie gest a no a oe So eee” ie pate wy: 2 2 aie ee a ea Beene aaetg a ELS te Mike: rin eigen ee 
ef —————— t cor a ; or cae Bi yah on a ge ele Re al ae | aa ob Mes — 
i —— ‘ a 0 ee ee ee peaiis  e is 
by, | eee ay ‘ ot b* B piece 4 - Poe eet. ee aang : ae ee ee 3 See eRe es ee ee ee eS ae ” 
q RI i Fe ee - 
ie an. * Vie Slt” ; . * as rf ; he i. Saale 30 323 eae ee Diente: Se ere Pes f xia eh Be age Ra ook a ae fe: . 
eh ———— Pe ECE ae — a MRE er 4 a ke ee asi 
a a 0 SSRI peed! if Ate ae, ae aces ee SS ee ie, eS ae Baie co ga ete 2 ans 
sup gp MRT a ; - r Ge so fo et ¥ nah ae «pe CaP en sc aa ye eS a ee te Des cae ioe i 
eed ee So ee ee os oo fo Pa ‘ 2 % ms , . aul i Me ia ee : i ES Oo vege See iag Sper Cine eM eg ae 
: bs: ike oe vi ne noe 3 ee th ¢ 5 “ “ Ae ie tei 42 = ee = Hig ope sc ee : tn bs i = tas. ae, be hb a Bish, a ee ne " ae ee, om ie 
Db; ey Saye lay 4 R “ i bee Bl A — ea os ae ee wa awe, ap gay . ee ay le. sittin ae i etna. aa ee 
Fara, Sale eee it ae ag ° ; mia x = wee ee Pee al almstee r F ie sane MS Ee, >: aia edie ei tie eee x ar ne - 
aie i ee a a eee é. 13 SVP BPP Ie Oe Se? te Sy me ee _ Le i aes aint ict Se Tecan pace ag 
ane sab ar ee ea aie . + ¢ » a, a Rad , ie ae ES ee ee ens Ns ck As at ala, ye. 
a Oe hates ate Eee Oe esis ie Cat Ba mons : Sah... ae +. x BES, Sy Stee, ela) ee co! Oe te ae : ae be ha 
Suiedil a <; eee attr - eee . eB a; * eee S etre ~ § a . a Bia ad gn ec ch US 4 Sr Leas om ‘ ke 
Be 2 chiara en aes en  : Aa Lea ea eh, Se Ee A oe Pe, y OE xe na is i ne da SSPE ao Sth 
er 3 pe ae 3. 2 ‘ is acer Bone sere eee , oa he a a a 5 ; PN ie ae 
a oo: whe ag ame Ree Be sty, Pronk tee ~~ Sg < ary ee oh ye! a he ae ett, eS — * oe a oe. 
aia Ce ee. oy Pd ba Pw ea, ee. 2 ems, yr ee ae ERIS ae oo ae nn s Ff : . eee aie 
a pia ea PE tS CN oi. ans ae ow =6=6LC is 
oe 2 ag” a Sb aa aes ule era — >>, Sie ae es : es COL ies et " . . : Sa ei % _ foo ie 
— pm FT ah cS ede) ae ellen ta Ee EE: | | =z * ; Pas “ 4 , rye 1 yee Ls : ‘ . e wae 
i RU Si ots heer ae he Gi faba of, Blas ee el <a Ee | RRS hae (are Bow. sas sy ae 
a as oo eee ee Sal ate yy Bs t iu = ~ pe Ne RR ‘ b Seale ig An ae A ee 4 es wi Bee 
a Hie os ewes foes Steet : Te a, “4 a Vinee ee ye <a s we fe by ee x ts anak ay ae 3 ei AD — a b eA eh 
te et Ae a cg . +r ee lati Cee ae ss a aie Se, : a yan , es? 4 He ae By! Bis oti : iA gr 
Re oad iecres, —- “* . ie Tee 7 me * , il a pe tS ~ mn #6. - mike a es ie ee cailiad 
ie ee 4 x ¥ Pay On 3 eee Uh S ee Ae, do's eo ee eRe : oe : ete: Sie 4% avs 
a , PAR ascii ao a a el at wi AtSy Ss Rae * OS aa mt j hee 
Nags ' Meee Sep oss gee wis? ban! ee Pacts ee oe Seer ee mes Prt : Pe s » Thee Pow) nn ; oe aie. Y , af Bane 
yi ey ee ro ee gar ex, — er oe Ag” . 7 = <i! gD Re gs > a 7 — ue eo. —. 
Lp aes : fee 3 0. Fe io ak > So el gr Se Aa te . . as ie ig d “ni ee ee gee 
if ' ae Se as ape ; sane, Yo" a Re See ey te ae i cae See ee oe 
i ye Lena. ieee - 4 - “Ga » eo 4, Bnet a = ey ang ~. . et ~ <3 es: sete ae Sah Rc Sr ‘ ‘ ‘ : ae ; Fj 
ae Me eeu Sone ee % a. 2 : . oo ke rs ee Pe BE Saas ee Re ah ae ; 
“ Se orem: ®t crn «th [ie +» 4 7“ ail 
on, 4D TEN a file. oe , we oa ey a er — OM He: ” re Se 
; wie ego tael * i bs al a. aa ae Ze ® bcc iney Lm ty eo. “Sylag elie ys ee hy , ay . ' ae 
\ ‘ : § <3 : Bet a . ; eS, Pare mi ? , =oe 
c be E ’ ‘ - * oS + - 2 sn 4 at 1m, Bi 4, ‘ sg 
c es Se Sey N 6 24 Oe OS OO RS BO gcd: spe LAr . ae 
' eee ey eee ns ee aR pgs)» Omi EE. yey . © 
“ es) :e 4 ae 23 “4 ~ ad + mw a Ag Dy to tips SIRES ‘ BS SPR LS j i 27 are ey ‘ a: 
4 a a ae *- Ve 42 Ai Ta a . — ese > 2S Sel ~ : sai ‘ : + : ¥ ~ ok ae a ae 
; > opal yuk a yal eee 4 ~ ee fe -, a Se: a ie * < Se: a iS 2 : = ee ‘ i i ote, os =" en " eel - isidy 
# 4 = . oo 2 . : - ey ms Me : ass , 4 x! ue * * wars F Sk Se Nec, - 3% ‘ bart v2. wes ve “ $+ sh erag ° ot 
ed - *f 2 . peat “s Ye a The oe a > a - tg ty Ee L? : ube . rh 3 re be f Pi Wits, Oe 7 Pa 
ar WR Sk atte Seen, i Re aa OPO _ i Rate OES tne She Saas he cos ge | Rev, * - 
APA . fee lee) al ‘ ha a es ay — aL > ‘ Pi, Vtg hom Yea Enis » ve iy 3 e- ? ; : , ore 
is « = 2s f ‘ 2 a bi , + & . > x «eg wa 2 4 7 — Am .d* . woe ™ i > - . ’ -s ae 4 se 
Bt ~ Sher 4) io, “Fee. a ee Se) o> Sh =. aT a ~t 3 By Fy Pa Kea Ss ks o ” y Be a 
i. ‘ aa \ de : i . . . , x = : >» ‘ —< >> i. . ~ . i ; one 
ais bar. te PST Sr Veet. Sh cb PES a 2 tee ft efeey to “fh “te: See RS VES Bey OS . SD ae 74 fale ; 
peg aug +" . pp " a Sh 2 ~ “3 re et aRreay eas . z ‘ Fig ne * ‘ ~ a - 
wet ‘ae . —— on cog .~ pat or < . 39 _ ee & ta Rs ¢ . “58 ,A vr soe Se “Sass oJ) $2u © ARS , : a ot 
: eer *% : pans ty, ag Sg”, +e ee . y “2 wy 
a : » of i? a ‘ / f > ; 
ca be onlin See Ft 8 Te» FF 6 ae TH Boat “a a yee a re Ee 
Ne Le : = a. eal ‘ EP ¥ pn, Lee tes a ees Mt » Fee = + aw wae “4 i 
Me a ws “ 5 ‘ a4 Vv ? Live out he A jy 3 i meng es e ; %-. ‘nl pp - : et 
sig , ss ‘ ; "ge a ee ne : eee : Sah) : | eae : pee 
. + re - - “3 fe * Sst ee ee . °2 SPS HR ae 
as 7 . . a rw | re be iieie:, Mec g ae, AME cc he Thee all eae ~"* " ” i a 
PG ¢ ‘ . eet ett hye oe ips URE i ee one Sie ME an ay, Tah Ava. 
* %¢ : SB ce Des " at " ill ¥s ae. 4} Fes * A ne ane a met eyaey Gy ies ae es ae) : a 7, ’ : 
ei. ~ 3 See h ool } A “ 4 ae ¢ ¢ ~ 444 fe to Pit Pe ook Nee alate epee =a 
oF Fo ae oe sy VF . ee ee. ae / Nati e boil PE eee i a Bg hos Ue a apn e 7) or 
si ae ee * \ wea ‘ Mi ea a 4) 4 ie > tha re fae > eat bas eee 1 OS ge ht ee a oe bea rica Cie We hs 2 , . a Pt: 
iat Sn Pe : wy V: > be Tue 2) “hs * sy ca oR . vowe As re leer eee PS abies ee Me ‘ in? Serene ae OS #34 eds, 2 i 
ah ae cee i &£ , i —% s . ‘ Sy : ae wh Z r bag ee " : ne) 2 > Ke is oF A eases B; R So eee Be i : 4 th ee . 
ae 4K we oi'y at i. ers ‘et } Nien XK eS felis : P. hers a2. 1 ees e: > Mg tS eee ; 
* we hat A he. es YS Pe J PED cn NY ot F : 
yy San dt. , ‘ ; Be ‘ Teagan arf 1 
; Pea A "ae : ’ * ody Ee ited f Ee 
Mw A) 4? e f ‘ wd ie ca 
ss bo See Od Fo Me be iad 
: eee 
¥ beet 
of eet: 
* ee 
Pe a Se 
a ane bee 
r & 4 
oe a8 
sp Ae 5 
1p 
i abo 
rake i 
4 "” 
by vs 
si tees chi 
"ha 
Ae Pye Ta 
ita ie 
a 
ae -'- 
% t 
2 : i 
a a 
: ms 
44 
\ ‘ : 
Bae 
<— 
Bit : : 
7 Ps, 
Bite 
7 2" 
* 
| 
= i 
fa 
a S J fez 
. . = ak a a : a. : : : terete? Cole 
' ’ - : ag! Be ao al a onl NPs Da ae ee ae fe 7 me. We 7 u7 7 a i See 
é , : a 7 a - Se ee The se ae ee a ae 
a5 - 
ree og 


enn oe ie 


Non-Use of Net TV Stunts Western 
Food Marketers, NBC’s Durgin Says 


‘Print Orientation’ Is 
Due to Agencies’ Fear of 
Eastern Shops, He Says 


Los’ ANGELEs, Sept. 16—West- 
ern advertisers are “under-repre- 
sented” in the most effective sales 
medium—tv—available to nation- 
al advertisers, Don Durgin, vp and 
national sales manager of NBC- 
TV, told members of the Advertis- 
ing Club of Los Angeles today. 

Addressing food manufacturers 
specifically, he asserted: “There 
are so many examples of food 


tremendous advantage that I be- 
lieve the failure of West Coast 
national food accounts to use 
‘network television as importantly 
‘cannot help but restrict their 
growth or the speed with which 
they realize their potential.” 


| Supporting this statement, Mr. | =" 
figures | =. 
which show that the 22 top West| "- 


|Durgin cited current 
Coast advertisers use only 24% of 
their five-media budgets for net- 
|'work and national spot television, 
jas compared to the allocation of 
50% or more in tv by the nation’s 
|50 top advertisers. 


advertisers using network tv to) 


Corp. Buys TPA 
for $11,350,000 


GLENDALE, CAL., Sept. 18—Inde- 
pendent TV Corp. has purchased 
Television Programs of America 
for $11,350,000. 

Announcement of the sale was 
made by Jack Wrather, chairman 
of Independent TV, and Milton 
Gordon, president of Television 
Programs. The combination of the 
two companies will represent a 
total investment of $25,000,000, ac- 
cording to Mr. Wrather. 

Tv properties owned by TPA 
and included in the sale are 
“Fury,” “Ramar of the Jungle,” 
“Private Secretary,” “Last of the 
Mohicans,” “Charlie Chan,” “Tug- 
boat Annie,” “Jeff’s Collie,” 
“Count of Monte Cristo,” “Ellery 
Queen,” “Halls of Ivy,” “Stage 7” 
and 2 new series—‘“Cannonball” 
and “New York Confidential.” 


s ITC was formed last July by the 
merger of Jack Wrather Organiza- 
tion and Associated TV Ltd. of 
London. Properties owned by the 
two included “Lassie,” “Lone Ran- 
ger,” “Sgt. Preston” and “Tom 
Swift” by Wrather and “Robin 
Hood,” “William Tell” and “The 
Invisible Man” by the English 
company. 

When ITC was formed it was an- 
nounced both Wrather Productions 
and Associated would each provide 
at least 4 new series each year in 
addition to the acquisition of es- 
tablished programs. President of 
ITC is Walter Kingsley, formerly 
of Ziv TV. Today, Hal James was 
named director of national sales. 
He was formerly vp of tv and radio 
for Doherty, Clifford, Steers & 
Shenfield and also vp of Ellington 
& Co. 

Headquarters of ITC will be in 
New York, with temporary offices 
now in the Roosevelt Hotel. 


NTA AGAIN DIVERSIFIES;: 
ACQUIRES TELESTUDIOS 

NEw York, Sept. 18—National 
Telefilm Associates, which has 
branched out into many diversi- 
fied areas during the past two 
years, reached a tentacle into tv- 
tape this week and came up with 
Telestudios, an independent stu- 
dio producing tape commercials 
and programs. NTA acquired all 
of Telestudios’ preferred stock 
and more than two-thirds of its 
common stock. 

With its latest acquisition, NTA 
will have a toehold on the pro- 
duction of commercials as _ well 
as a tailor-made operation for the 
taping of its syndicated shows 
for distribution throughout the 
country. Telestudios will continue 
to operate independently under 
its current president, George 
Gould, # 


|@ Taking the 798 U.S. companies 
spending at least $250,000 in one 
of five media—network television, 
national spot television, newspa- 
per supplements, magazines and 
|newspapers—he gave this break- 
down of total expenditures by 
location of advertisers: Eastern, 
63%; Central, 19%; Detroit, 13%; 
Pacific, 5%. 

He compared this with billings 
in network tv for the first half of 
|1958, giving these figures: Eastern 
69%; Central 15%; Detroit, 12%; 
Pacific 4%. 

From these figures Mr. Durgin 
concluded western accounts are 
more print-biased or print-ori- 
ented than accounts in the East. 
He attributed this to two possible 
causes: one, that western agencies 
fear if they get into network tv 
they will lay their accounts open 
to solicitation by eastern agencies 
which supposedly would capitalize 
on the westerners’ alleged lack of 


brass. 


= He termed this silly, pointing 
out that of 14 western accounts 
with budgets of $1,000,000 or 
more, all but two have large 
agencies with staffs both on the 
West Coast and in New York. 
Moreover, West Coast network 
offices are in daily contact with 
New York headquarters, he said. 

The second reason he cited was 
that West Coast audiences are 
“different” and do not have the 
same preferences the rest of the 
nation has. Mr. Durgin admitted 
there are differences of this kind, 
but he said that by and large the 
top shows nationally are also the 
favorites on the West Coast. 

He concluded by saying that the 
relatively smaller use of tv by 
western advertisers is the result 
of poor communication or poor 
selling on the part of the networks 
and agencies. + 


Bihler Didn't Read 
RAB Mailing Piece, 


Sweeney Charges 


New York, Sept. 18—Kevin B. 
Sweeney, president of the Radio 
Advertising Bureau, this week is- 
sued a statement in reply to re- 
marks made about the bureau in 
a speech last week by T. V. Bihler, 
chairman of the Direct Mail Ad- 
vertising Assn. (AA, Sept. 15). 

Mr. Bihler, who is business man- 
ager of the Journal of Commerce, 
charged RAB with having taken 
an “absurd” approach in a promo- 
tion piece which called attention 
to the rising cost of direct mail 
advertising. 

Coming out swinging, Mr. Swee- 
ney accused Mr. Bihler of not hav- 
ing read the RAB promotion piece 
he criticized. Said Mr. Sweeney: 

“Mr. Bihler made the one fun- 
damental error that someone whose 
livelihood depends on reading 
should never make—he didn’t read 
what was said about direct mail 
in the RAB promotion piece which 
he attacked.” # 


savvy in working with network} 
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ACCEPTABILI-‘T’—Reshaped to rectan- 
gularity, the Tintex ad ran. 


Tintex ‘T’ Copy 
Turns Out to Be 
No One's Favorite 


SYRACUSE, Sept. 18—It turns out 
that the Tintex T-shaped newspa- 
per ad which ADVERTISING AGE re- 
ported last week was accepted by 
only one newspaper out of 27, was 
not accepted by any newspaper. 

C. S. Hurley, advertising direc- 
tor of the Syracuse Herald-Jour- 
nal, the one paper which was re- 
ported to have accepted the copy, 
made that clear this week. 

What happened was that the 
Syracuse Herald-Journal told Tin- 
tex that the T-shaped copy was un- 
acceptable, and offered a couple of 
counter-proposals, as did other pa- 
pers. Somehow, Tintex got the er- 
roneous idea that the ad was ac- 


NOW . S EASY TO BE CCLOR CREATIVE! 


NAUGH-’T’—This T-shaped ad was 
universally rejected (AA, Sept. 
15). 


ceptable to the Herald-Journal and 
sent mat and layout on Sept. 13 for 
use in the Sept. 15 issue of the 
newspaper. 


@ The newspaper again advised 
Tintex that this was unacceptable 
as a 129-line ad, but could be run 
only by paying for 3 columns by 
77 lines, or a total of 231 lines. The 
ad finally appeared today in the 
newspaper, in 231-line space, with 
the two sides of the “T”’ filled with 
editorial-type Tintex copy—an un- 
usual but perfectly acceptable 3- 
column ad, 77 lines deep. # 


‘Fund Raiser’ Bows 

Jenning Murphy Publishing Co., 
6507 Third Ave., Detroit, has pub- 
lished the first issue, the fall-win- 
ter issue, of a new quarterly mag- 
azine, The Fund Raiser. The new 
publication will be circulated to 
more than 100,000 churches, 
schools, clubs and other non-profit 
volunteer organizations, the pub- 
lisher said. The magazine’s content 
deals with running fund raising 
events. 


Ad Institute Plans Newsletter 
Advertising Essentials Newslet- 
ter, a monthly published by Adver- 
tising Trades Institute Inc., will 
begin publication Oct. 15. Adver- 
tising will be based on $33 for a 
minimum ad unit, with an initial 
controlled circulation of 6,500. 


Advertising Age, September 22, 1958 


GE to Push California ‘Right to Work’ 


SAN FRANCISCO, Sept. 18—Gener- 
al Electric Co. is about to enter 
the political arena in California, 
with paid institutional advertising 
promoting the hotly contested 
“right to work” proposition on the 
November ballot. 

Cc. C. Walker, regional vp of 
General Electric, said ads will be 
placed in key newspapers “to ad- 
vise Californians of the reason for 
GE’s stand behind voluntary as 
opposed to compulsory union 
membership.” 

The “right to work” measure is 
being actively fought by organized 
labor and has become a major is- 
sue in the governorship campaign 
between Sen. William Knowland 
and Edmund G. Brown, state at- 
torney general. 

“Statewide meetings of company 
managers led to the decision to 
support this legislation,” Mr. 
Walker explained. 


s “Compulsory unionism is moral- 
ly wrong and has the practical ef- 
fect of giving union bosses a cap- 
tive membership in which they 
become masters of their members 
rather than servants,” he said. 
The largest union with which 
General Electric deals, Mr. Walker 
said, is the International Electrical 
Workers, which has no union shop 
agreements in representing 70,000 


Philco to Sponsor 
Mutual's Service 
Football Broadcasts 


PHILADELPHIA, Sept. 16—Three 
divisions of Philco Corp. have 
signed to sponsor radio broadcasts 
of the service academies’ 1958 Sat- 
urday football schedule beginning 
Sept. 27 and running through Dec. 
27 over more than 250 stations of 
the Mutual Broadcasting System. 

Included in the 11-week national 
radio roster are three non-service 
games—the Notre Dame-Iowa 
clash Nov. 22, the Orange Bowl 
and the North-South annual on 
Dec. 27, plus the traditional Army- 
Navy game Nov. 29. 

This marks Philco’s return to 
the radio networks after two years’ 
absence from the Don McNeill 
“Breakfast Club.” Philco was a 
sponsor on that ABC show for 11 
years. The company used some 
spots on the show earlier this year, 
but not on a consistent schedule. 


s The Army, Navy and Air Force 
academy games will be an integral 
part of the company’s fall mer- 
chandising programs, Henry 
Bowes, Philco vp of marketing, 
stated. 

The three major divisions co- 
sponsoring the broadcasts will be 
consumer products, Tech Rep and 
government and industrial. Batten, 
Barton, Durstine & Osborn will 
handle the consumer products 
commercials, and Maxwell Asso- 
ciates, Philadelphia, is the agency 
for the other divisions. 

Philco divisional sponsorship 
will account for half of each game. 
The remainder will be made avail- 
able for local sponsorship by 
Philco’s distributors and dealers, 
Max Enelow, Philco’s director of 
advertising and sales promotion, 
told ADVERTISING AGE. + 


N.Y. Publishers Elect Robb 
Gene Robb, publisher of the Al- 
bany Times-Union, has been elec- 
ted president of the New York 
State Publishers Assn. Fritz S. Up- 
dike, general manager of the Rome 
Sentinel, was elected vp, and Frank 
Baker, general manager of the 
Yonkers Herald Statesman, was 
named secretary-treasurer. 
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Law with $20,000 in Institutional Ads 


employes. 

“General Electric, with 25,000 
share owners, 7,000 employes, 2,000 
suppliers and 26,000 dealers, has a 
| big stake in California,” Mr. Walk- 
|er declared, “because we have 
plant, laboratory and office invest- 
ments in 30 California cities, with 
a payroll of $46,000,000. 

“We feel that in issues affecting 
the ability of business to serve 
both the public and its employes, 
we must speak up. This we intend 
to do in urging understanding and 
public support for this legislation.” 


s A budget of approximately $20,- 
000 has been allocated by General] 
|Electric for the advertising cam- 
|paign, and Hoefer, Dieterich & 
|Brown, San Francisco, has been 
|named to prepare and place the 
ads. 

Spokesmen for the agency, 
|which has not hitherto done any 
work for General Electric, indi- 
cated that acceptance of the ac- 
count was “in large measure due 
to our own moral conviction here 
at the agency that Proposition 18 
should be supported and that we 
should actually do something to 
put these moral convictions to 
work.” 

Mr. Walker indicated the com- 
pany had “very carefully” sought 
complete legal and tax counsel be- 
fore making the decision to launch 
an institutional advertising effort 
on a political measure. 

“This action,” he explained, “is 
being taken only by the General 
Electric operations in California 
and is the first time we have ever 
gotten into such a political cam- 
paign. 


s “Every penny we spend on the 
campaign will be carefully record- 
ed and reported to the California 
secretary of state, in accord with 
state law, and we have acted with 
advice of legal counsel to be sure 
that we do not unwittingly violate 
any federal law or regulation.” + 


Nabisco Sets 
3-Media Push 


for Saltines 


NEw YorK, Sept. 18—Nabisco 
Biscuit Co., eyeing the fall soup- 
eating season, has set an October 
advertising push in magazines, 
supplements and television for its 
Premium Saltine cracker. The 
company termed the drive the 
“biggest promotion for a single 
cracker product in history.” 

Nabisco will kick off the drive 
with color spreads in October is- 
sues of Life, Look and The Satur- 
day Evening Post, and in color 
pages in October issues of Every- 
woman’s Family Circle, Seventeen, 
Sunset Magazine, Woman’s Day 
and Western Family. Junior 
spreads will be used in newspaper 
supplements, including Family 
Weekly, Parade and This Week 
Magazine. 

Nabisco’s television schedule in- 
cludes co-sponsorship of “Wagon 
Train,” starting Oct. 1 via NBC- 
TV, and co-sponsorship of “Con- 
centration,” “Today Is Ours,” and 
“Country Fair” daytime shows 
over the same network. 

While the company would not 
release costs of the promotion, Na- 
tional Advertising Investments 
placed 1957 spending for Saltine 
crackers at $432,276 in print me- 
dia. No television figures are avail- 
able. 

McCann-Erickson is the agen- 
cy. # 
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- questions 
7 the Pros 
always ask 

when buying | 


appliance 


| trade space... 


seek Teese = : 
Ea ee 
VEL ens, Td uF 2 ye 
ee = 
Ty = 
Rts. ae 
ue Pe 
Bhd =e 
aa et 
ee ant 
4 es ae 
dara vs ieh 
oe aks corn oY 
ae eta be: 
as ; cc a - — ee 
* i wen - ‘ oe camcnay eri 
a: B ‘ ts 
ie : _ ot a 
: al i 
Z. es 
ae , ~ : 7 Sof 
z _ M4 ian y ene 
- | * *, Sth 
a us — 2 a 
a ee io , 
cs ~— (een) a fy 
“ ~ be. -" mee} a 
i —S " = — a Sion 3 
nN > be ie 
te pee 
a ce 
set = 
a® he 
ae 
a vay 
qe BS 
ina Pee 
i aie. 
Cee : 
a dis. 
oo. 
“Ls ai i: 
ia ee -. 
Se 
4G ae “2 
aa 
gee 
ae 
hea 
ac 
oh 
ge! 
7-4 
ree 
, 9 fa 
Wee ny ae 
th Le a sos, 
Sow! S J 
ae 
£ ; 
eee. aes 
cee a 
ae r 
= i 
a we 
“4 
a4 
' \ 
= ay 
nin = 
7 % 
ie 
hs j 
. - * \ 
Bes : : Sti ‘ : ; Ma 
~ eS cee eee te” Ye SU eas See We aero, LEG POET, TRS ON le ee oe eR ere ee Py We, Fe, ean ra eas Mer £ ee 4 pera " . . seta 
Pa ahh, SPREE ode ee eg dain ay OR neem ge, Ee Ge Rane ete any ce eR SS IMO ONG «am ee ey me aes ee eee ca 
et gia Oa ines = se <7" Re Rr ro aN OTe Neen ee wt Rage ; Ata LS eeacee ie se eh east G = th ea Te | IS 
ays Sep lee at are Pint aye A re nee et) ee oe : 2 ORNS Sma 
Satie Wee oe Shs ~~ 4 ce % eRe Te eT ee eae 


Am I reaching all 


the appliance people 
I need? 


(A handful, even of the best, won’t do a job 
this big — and mere numbers won’t either 
... I need to talk to the real merchants, all 
of them... .) 


ELECTRICAL MERCHANDISING delivers 


the maximum concentration of top quality appli- 
ance-T'V-housewares outlets, with no waste cover- 
age... has far greater paid dealer circulation than 
any other publication . . . blankets the distribution 
level as well. 


What proof is there 
my product story will 
really get through? =| 


’ 


7 
\ 
4 
4 


(I need on-target coverage, but even more, | . 
I need proven readership ... which book ‘| 
delivers the live-est audience... and what ‘| 
proof is there?) } 


- * e 
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ELECTRICAL MERCHANDISING is the 


publication the Pros start with, stay with... it 
affords trade dominance on realistic budgets... 
colorful, powerful, packaged promotions within 
budget-reach of even smaller advertisers. 
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Am I doing my big 
job big enough? 


(Scattering my shot won’t do it... right 
through the year I’ll need a powerful trade 
core for my program ...am I using the best 
book, enough?) 


ee 


a 


ELECTRICAL MERCHANDISING doesn’t 
just run your ad, it delivers your message... toa 
huge, interested audience . . . who chose it over 
other major publications combined in giant Erdos 
and Morgan study of editorial, advertising use- 
fulness. 


Now... ask yourself 
one final question... 


If I could use only one 
appliance publication, 
which one would it be? 


Choose on the basis of complete, con- 
centrated coverage of the big, important 
part of the appliance business — and 
you choose Electrical Merchandising. 


Choose on the basis of perfectly pro- 
portioned circulation: distributors and 
dealers; large and small; city, suburban 
and rural. Choose on the basis of 
demonstrated dealer responsiveness .. . 
or sales-supporting editorial values... 
or ad appearance .. . or collateral 
services available. Choose as you would 
if you were a dealer, looking to one 
publication for guidance in 

running your business. 


Choose the publication in which you'll 
build the dominant, continuing core 

of your trade program with 
tough-minded, proof-demanding 
thoroughness . . . choose it as if you 
could use only one publication. 


And when you do, you'll build 
your program around — 


bins Electrical lee 
Ta Merchandising 


Magazine of the appliance Pros 


A McGRAW-HILL PUBLICATION ABC-ABP 
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The Editorial Viewpoint... 


Subliminal Is Disappearing 


We were delighted to see subliminal advertising disappearing—we 
hope for the third and final time—beneath the surface of everyone’s 
consciousness at the meeting of the American Psychological Assn. in 
Washington a week or so ago. 

We've always had the feeling that subliminal advertising was a kind 
of hoax perpetrated on a too-trustful advertising field by a research 
practitioner with a good deal of his tongue securely nested in his 
cheek. But the concept was launched at a time when the general pub- 
lic was already concerned about the deep magic which advertisers 
were allegedly practicing on them, and it gave rise to a considerable 
amount of unfavorable publicity for the advertising business. 

So when the professional psychologists emphasized that a sublimi- 
nal message is “so much subject to distortion that the advertiser is 
never quite sure of what he’s advertising,” and that the best way of 
getting a message across to the public is by the “simplest, most direct, 
most repetitive, least ambiguous means possible” they did a service 
to advertising as well as to society. 

We have long urged that the advertising business disavow any in- 
terest in subliminal advertising as a reassurance to the public. Maybe 
now we can mark the whole subject, “File and forget.” 


Extra! Read About Yourself 


There can no longer be any doubt about it. We are in the midst of a 
veritable deluge of books about advertising, public relations, Madison 
Ave. and other persons and subjects close to the adman’s heart and 
occupation. 

Not a week goes by but that one or more books in which the char- 
acters are real or caricatured versions of advertising people, presum- 
ably engrossed in thinking the thoughts and doing the things that ad- 
vertising people think and do, appears in the book stores. Advertising 
has forged to the front of the literary parade. 

Undoubtedly we shall live through it, although it is true that the 
general mine run of advertising man is somewhat less interesting, and 
somewhat less sensational, than his fictional counterpart. 

Perhaps advertising people ought to be grateful for the fictional 
popularity which is being cast upon them and their doings. Advertis- 
ing can certainly claim now to have been accepted as a permanent part 
of the American scene, and one which apparently has become of ab- 
sorbing interest to every member of the general public. We’re a little 
sorry, though, to see all this public interest in the gears that make ad- 
vertising mesh. ‘ 

Advertising men are really ghost writers for American industry, 
and to some extent there is a danger that they—and the people they 
work for—may be harmed by too much public attention to the me- 
chanics of their trade. 


Upgrading the Advertising Manager 


Perhaps issuance of the latest Assn. of National Advertisers report 
on “Advertising Personnel Management” is as good an occasion as 
any to comment on the changing situation of advertising managers, 


Advertising Age 


Trade Mark Registered ° THE NATIONAL NEWSPAPER OF MARKETING 


Issued every Monday by Advertising Publications, Inc. G. D. CRAIN JBR., 
president and publisher. 8. R. BERNSTEIN, O. L. BRUNS, J. *s. GAFFORD, 
G. D. LEWIS, vice-presidents. C. B. GROOMES, treasurer. 


Published at 200 E. Illinois St., Chicago 11 (DE 7-5200). Offices at 480 Lexington 
Ave., New York 17 (YUkon 6-5050); National Press Bldg., Washington 4, D. C. 
(RE 17-7659); 1709 W. 8th St., Los Angeles 17 (HU 3-0561); 703 Market St., San 
Francisco 3 (DO 2-4994); 520 S. W. Sixth Ave., Portland 4, Ore. (CA 6-2561). 
Member Audit Bureau of Circulations, Associated Business Publications, Mag- 
azine Publishers Association, National Business Publications. 


EDITORIAL 
8. R. Bernstein, editorial director. John Crichton, editor. Jarilath J. Graham, 
managing editor. Don Morris, orient managing editor. 
Senior Editors: Washingt St E. Cohen. New York—James V. O'Gara (in 
charge), Maurine Christopher nh ty Milton Moskowitz (international). 
Chicago—Emily C. Hall (features), Murray B. Crain, Merie Kingman. 
Associates: New York—Charles Downes, Lawrence Bernard, Phyllis Johnson. 
Chi Albert Stephanides, Shirley Uliman, Emmett Curme, John 8. Lynch, 
Betty Cochran, Lawrence E. Doherty. 


F. J. Fanning, editorial production. Elizabeth G. Carlson, librarian. Corre- 
spondents in all principal cities. 


ADVERTISING 

Jack C. Gafford, advertising director. Gorden D. Lewis, manager sales and 
service; William Hanus, assistant manager; R. W. Kraft, production manager. 
New York: Harry Hoole, eastern advertising manager; John P. Candia, David 
J. Cleary Jr., Louis DeMarco, Daniel J. Long, Alfred 8. Reed, Alfred Malecki, 
B. Richard Weston. Chicago: E. 8. Mansfield, Arthur E. Mertz, Rod H. Minchin, 
David J. Bailey, Jack Barnett. Los Angeles: (Simpson-Reilly Ltd.) Walter 8. 
Reilly, James March, Roy Margrave. San Francisco: (Simpson-Reilly Ltd.) 
Wayne Stoops. Portland: (frank J. McHugh Co.) Frank J. McHugh Jr. Seattle: 
(Frank J. McHugh Co.) Thomas A. Knowles. 


25 cents a copy, $3 a year, $6 two years, $6 three years in U. S., Canada and 
Pan America. Elsewhere $4 a year extra. Four weeks’ notice required for 
change of address. Myron A. Hartenfeld, circulation director. 


| 


Advertising Age, September 22, 1958 


Gladys the beautiful receptionist 


—Tom Leitch, The Rumrill Co., Rochester, 


N.Y. 


“The trouble with Friday is that it’s so much closer to Monday than 
yesterday.” 


and to voice the fervent hope that the present direction of change 


continues and accelerates. 


Although relatively little has been said on the subject in recent 


years, the post-World War II years have marked a striking and much 
to be desired change in the status of Mr. Average Advertising Man- 
ager. He has attained a position in his organization—and a compar- 
able position on the organization’s payroll—which many oldtime ad- 
men believed could never be achieved. 

The average advertising man still has a long way to go in terms of 
company stature and status, but he is definitely on the way, march- 
ing in the proper direction. The increasing importance of advertising 
to most companies, and the recognition that marketing and selling are 
the principal problem areas of most businesses, have contributed 
mightily to this advance in adman standing. 

Even among advertising men themselves, the immensity of the 
change which has already taken place in the stature of advertising 
men, and the clearly emerging picture of still more responsibility and 
still more stature for admen, are not completely recognized. But there 
has been change, and there will be more; and we think it is all to the 


good. 


# 


What They're Saying... 


No Pretending on TV 

The tv eye is merciless. You can- 
not pretend something is there 
which is not there. But, if you 
have something to say, and you 
have someone to say it, tv can fur- 
nish you with an _ unequalled 
forum. 

More people will see you. More 
people will hear what you have 
to say. This is the best service 
Madison Ave. can offer. In a 
sense, it is the only service. We 
are not magicians in grey flannel 
suits. Sometimes, we wish we 
were. But we are not. We are only 
effective when we have a candi- 
date and effective issues. The hard 
sell may peddle soap but it cannot 
peddle people. 


—Lloyd G. Whitebrook, exec vp of 
Kastor, Hilton, Chesley & Clifford, at 
meeting of American Political Science 
Assn. 


Share the Wealth 
Lightfingered employes are get- 


ting more active. One hard-bitten 
detective says most employe thefts 
boil down to one or more of the 
three “Rs”: rum, the races or red- 
heads. Now there is a fourth—re- 
cession. 

The dollar take can be sizable 
too. For example, until-a few weeks 
ago there were seven cash regis- 
ters busily ringing up sales in a 
midwestern branch supermarket. 
Every night the register stubs 
checked out, usually to the penny. 
There was only one thing wrong: 
The store was equipped with only 
six registers! The seventh was the 
idea and personal property of the 
manager and his assistant, who had 
set up their own private checkout 
counter! 

This share-the-wealth scheme 
defied detection for 27 months. 
Meanwhile, more than $70,000 jin- 
gled through the extra register in- 
to the conspirators’ pockets. 


—Nargus Reports to Retailers, in 
NARGUS Bulletin, September issue. 


Rough Proofs 


Aviation Week says it is the most 
authoritative source on space tech- 
nology, and a lot of media sales- 
men think they’re pretty good au- 
thorities in the space field, too. 

e 

A New York tv station cut off 
the ending of “Johnny Guitar” to 
make room for a Rheingold beer 
commercial. 

The customers didn’t like it. 

— 

With ABC month coming up, a 
lot of publications which never 
mention it at any other time are 
going to let advertisers know that 
their circulation statements carry 
the imprint of that famous organi- 
zation. 

. 

Machine Design says its editors 
find articles on personal problems 
of engineers, such as how to get 
promoted, among the best read. 

Even engineers have to pay for 
the groceries. 


Dr. A. V. Purinton talks about 
the public relations problems of 
dentists and the importance of “the 
oral cavity.” 

That way of describing the den- 
tist’s workshop has very little pr 
appeal. 

. 


When a show business personal- 
ity, appearing on a sponsored tv 
program, proves conclusively that 
he’s a heel, how much does his 
price tag get marked down? 


» 
Abbott Laboratories won the 
Gold Mailbox trophy for the best- 
in-show at the direct mail conven- 
tion, but that’s hardly news any 
more. 
« 


Automotive News points out that 
the reception to be accorded the 
1959 cars is the $1 billion ques- 
tion, and it might have added that 
the answer will be important to a 
lot of people besides the car build- 
ers and dealers. 

° 

Ed Bozorth says one of the ques- 
tions an agency should ask a pro- 
spective client is whether its ad- 
vertising manager is a three, four, 
five or six-martini lunch man. 

And whether the agency is ex- 
pected always to pick up the 
check? 

. 


There are so many terrible con- 
coctions which masquerade in so 
many places as coffee that the in- 
dustry has finally decided to put 
the a,b,cs of coffee brewing right 
on the package. 

7 

The only people who seem to be 
able to make good coffee without 
fail are the cowboys in those tv 
westerns, who get good results 
with just an open fire and a tin 
can. 

. 


“Consult your advertising agen- 
cy,” suggests Institutions Maga- 
zine, and it’s good advice unless 
your agency is one of those which 
is always getting caught in a re- 
volving door. 

* 

The good burghers of Milwaukee 
and Wisconsin are going to start 
thinking that a World Series is the 
normal reward of a baseball team 
that holds the contracts of fellows 
like Eddie Matthews and Lew Bur- 
dette. 

Copy Cus. 
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What is womanpower ? 


fie know what it Is... 


Womanpower is when you come upon an array of sandwich 
fixings in the refrigerator at midnight. 


It's what nudges a teenage B-minus in Latin III up to B-plus with a little 
coaching—and coaxing. 


It’s why cars come without clutch pedals...why washers come with driers... 
why you arrive with a carnation in your buttonhole. 


It’s what keeps her knowing “just where everything is” 
in the fascinating jumble of her purse. 


— Re ee, a a a ae 


It’s knowing how to make a cheese souffle, run up a hem, track down 
a candidate for the School Board...how to take a splinter from a big toe. 


It’s the mysterious force that makes her simply adore trying on new shoes. 
It’s also the power to do things she hates (e.g. ironing). 


It’s the power to size things up at a glance— 
situations, motives, other women. or, 


It’s when, after a day of dishes, dust and diapers, a siren in a 
cocktail dress meets you at the door. 


It’s the power to make you think you're the powerful one 


It’s what gets supper on the table, books on best-seller lists, 
darns on socks. It may not be the power that gets 
the sun up in the morning, but it can get you up. 


It’s the power that has made Ladies’ Home Journal what it is: first in the 
plans of America’s women...first in the hearts of America’s advertisers-to-women. 


We call it womanpower. 


Never underestimate the power of a woman! 


JOURNAL 


A CURTIS PUBLICATION 


No. 1 magazine for women 
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Oscar Harris, formerly vp 
jcharge of advertising and sales 
|promotion of Fleetwood Securities 
|Corp., has joined Delehanty, 
|/Kurnit & Geller, New York, as an 
account executive and member of 


| the plans board. 


| Coghlan Offers Clip Service 

| Reginald Vance Coghlan, New 

| York marketing consultant, has or- 

}ganized a special department to 
handle agency request for copies of 
product ads and articles published 

| during the past 30 years. 


| Harris to Delehanty 


ATERIAL HA 
Engineering — 


AN INDUSTRIAL PUBLISHING CORPORATION 
812 HURON ROAD ® CLEVELAND 15, OHIO 


: 


ONE IN A SERIES OF PIPEDREAMS AT 
GUILD, BASCOM ano BoNnFIGLI - ADVERTISING. 
SAN FIRANCISCO - 10S ANGELES - SEATYLE - NEW YORK 


IMPULSE 
PURCHASE 


'’W TESTING OUR NEW LABEL FOR mS 
PFIPHER’S PICKLED FICKLES OVER AT | HOPE 
STOP 'N BUY TODAY.-- Hypos PFIPHER 


PFIPHERS FiCKLES 
SURE HAVEN’T 
MOVED THIS 


JINKIES // EVERYBODYS 
TAKING HOME A CAN 
OF PFIPHER'S FickLEs.// 


WELL... 
1°VE A HUNCH 
IT MAY NOT BE 
THE DESIGN S0 MUCH--, 


ITS AMAZING WHAT 
A SLIGHT DESIGN 
CHANGE WILL DO.. 


.AS THE FLYPAPER 
ITS PRINTED ON. 


G.B. ano B’s ACCOUNTS COME FROM 
NEAR AND FAR. TAKE A LOOK.> 


1- RIVAL DOG FOOD 6- INSTANT RALSTON 

2- SKIPPy PEANUT BUTTER 7-MOTHER'S COOKIES 

3- NUCOA MARGARINE 8-HARRY so DaviD’S 

#-RICE CHEX xo FRUIT -OF -THE -MONTH 
WHEAT CHEX 9- FARMER JOUN’S 

5- RY-KRISP HAM 0 BACON 


lo- MARY ELLEN’S 
JAMS ano JELLIES 


- HEIDELBERG BEER 
12- BREAST- O* CHicKen 
TUNA 


Advertising Age,.September 22, 1958 


New York, Sept. 16—Program- 
matic Broadcasting Service un- 
veiled a push-button program sys- 
tem here last week which might 
| easily be mistaken by a Madison 
| Ave. time buyer after a two-mar- 
tini lunch for a one-man radio 
station robot. 

The 6'8" dark metallic grey 
playback system with four roles 
of tape reels, looking like an eerie 
electronic pair of eyes and a 
mouth, has not been designed to 
make time buyers, station vps and 
disc jockeys take to the woods, 
but to aid in eliminating rock- 
and-roll from the airwaves, ac- 
cording to its managers. It is said 
to be radio’s first integrated pro- 
gramming system and can play 
up to eight hours of music pro- 
grams and four hours of locally- 
recorded commercials, announce- 
ments and programs. 


® The Muzak Corp. has formed 
Programmatic Broadcasting as an 
associate corporation to present 
the new automatic radio program 
service to be made available early 
next year. The machine will be 
introduced at regional meetings of 
the National Assn. of Broadcasters 
in Oklahoma City, San Francisco, 
Milwaukee, Boston and Washing- 
ton this fall. 

Programmatic offers an electron- 
ically-controlled time-synchron- 
ized tape playback device and sup- 
ply of tapes delivered regularly to 
subscribing broadcasters. The 
machine sells for $3,000. The 18 
eight-hour tape reels, which are 
to be used and returned within 
a 36-day period, are rented for 
prices ranging from $250 to $400, 
depending on the size of the sta- 
tion. No two programs will be sent 
to the same area. 


@ The subscribing station can in- 
sert locally-recorded spot an- 
nouncements, special programs, 
etc., into the eight hours by means 
of an electronic brain in the unit 
which switches from Programmat- 
ic’s recorded music to the locally- 
recorded material and back again 
through subsonic tones  pre-re- 
corded on tapes. 

Edward Hochhauser Jr., adver- 
tising and sales promotion man- 
ager for Muzak, said that the serv- 


present automation techniques: 


e Sharper time synchronization. 


e An electronic brain that can in- 
sert news bulletins without throw- 
ing off the rest of the tape. 


Programmatic Broadcasting Unveils 
New Integrated Programming System 


|e The same electronic brain that 
can locate a commercial anywhere 
in the tape so that deletions or 
substitutions can be made. 

When asked by ADVERTISING 
AcE if the new system didn’t, in 
effect, mean that some stations 
using the Programmatic service 
could operate with a staff of one 
person to insert local announce- 
ments and regulate the machine, 
a spokesman said that such a 
robot operation would endanger 
the station’s license. 


|# Suddenly a Muzak executive 
|rapped on a cocktail glass to si- 
jlence the throng and an engineer 
pressed a button for the glower- 
ing machine to warm up while 
reporters waited—glasses in hand, 
hair on end. 

All four of the giant music- 
maker’s tapes started to roll and 
the subdued tones of vaguely 
Glenn Miller-type of selections 
filled the room. With the gentle 
interpretations of such program- 
‘matic artists as Alfredo Antonini 
jand Richard Hayman still echoing 
'from the tapes like ageless mur- 
|murs from a seashell, the reporter 
left the conference. Riding up- 
|town in a cab, he was assaulted 
|by such spirited sounds as the 
|taxi radio blaring the mambo 
jversion of “Tea for Two” and a 
| real live station announcer’s corny 
jokes. + 


|P&G Names Parrette 

Procter & Gamble has set up a 
new trade relations division and 
appointed Paul R. Parrette man- 
ager. Mr. Parrette, who joined the 
company in 1926 as a salesman 
on the West Coast, has been in 
charge of setting up Procter & 
Gamble Belge, the company arm 
servicing Belgium, Holland and 
Luxembourg. The new trade rela- 
tions division “will devote its 
|principal efforts toward working 
|with the company’s sales organi- 
|zations to develop ways in which 
|Procter & Gamble can be of great- 
|er service to the trade.” 


|Alarm Clocks in Cans 

Canned alarm clocks, manufac- 
tured by the General Gilbert Corp., 
Winsted, Conn., have gone on sale 


ice offers these advantages over|for the first time in Grand Union 


supermarkets in Connecticut, New 
York and New Jersey. Packed in 
hermetically-sealed tins resem- 
|bling pound coffee containers, the 
{clocks retail at $2.98 and carry a 
| one-year guarantee (AA, May 26). 


SOME ads sell despite poor 
typography, but why 


take a chance? 


“Where typesetting 
is still an art’’ 


SERVICE typographers, inc. 


723 S. Wells St. * Chicago 7, Ill. - HArrison 7-8560 
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SOME OF THE 
UNITS AVAILABLE 


DUTCH DOOR UNIT 
Centerspread with four, eight or 
twelve cut horizontal half pages 
positioned at top or bottom 


SINGLE RIGHT-HAND OR 
LEFT-HAND FULL-PAGE 
GATEFOLDS 


SINGLE RIGHT-HAND OR 
LEFT-HAND !5 PAGE 
GATEFOLD 


DOUBLE FULL-PAGE 
GATEFOLD 


RIGHT-HAND & LEFT-HAND 
FOLD-OUTS 


RIGHT-HAND & LEFT-HAND 
ACCORDION FOLDS 


TWIN FOLD-OUTS 
TWIN ACCORDION FOLDS 


CENTERSPREAD UNIT 
With french-folded 
horizontal half-pages 


CENTERSPREAD UNIT 


With french-folded pages 
(this advertisement 
illustrates this unit) 


. PRODUCT ATTACHMENT 
UNIT 


Featuring actual samples 
of merchandise 
in newsstand copies 


POST CARD UNITS 
Positioned between 
two facing pages 


PRE-BOUND, MULTI-PAGED 
“BOOKLET” UNITS 
Positioned over 

the centerspread 


CUT JUNIOR UNITS 
(approximately 7” x 10’’) 
Positioned over 

the centerspread 


SIX-PAGE SEQUENCE 
With four center pages 
trimmed 

one inch to two inches 
narrower 


FOUR PAGE UNIT 
With two center pages 
trimmed 

one inch to two inches 
narrower 


A en ; 7 : é ee 3 ag) a - ex ie . 5 ee ~ ae e i ates = ee = alias ea: pt 
fee f > he e Pel te oS ; ec aa Gaers Gara : A. ee og ee ee * ern. ea ean Re : 
Es : : c : ‘ae es iar a a ‘ Gat ian ; ae Ae Aas i : 2 base 4) ag — = eae ¥ 2 R : wr 
= “ ' - on 7 A “ 1 eee ees 
‘° es ; eS 
jeeee. 
sane ~" es a cs ; 
° - sated 
. « ‘ g . a 
- Wee as 
tapes =k ‘se 8 P Pee, < ae” ah. 
. >. Orne 2 P nate. fos," 
— . ,. es . 
OS My A Sag 
7 , 9.57.8 see ia 
+m ? . an h 
* 2 Bae ge Pes - ° 
T a ae ¥ 
. es AteS ~ % : 
aA 3 
, » » P 
in ee Se a a 
JHy — : ei 
nee reli 
4 > ees ’ Se Hats. 
se : > ae 
: 8 “~ ¥) Fs the 
ror ty hay #) a 
{ 5 ft Nie pe Ss 
} Bee 
tte ea eat 2 iy 
3 _ ; gen 
* ° a ai 
a Fe. i ’ ih 
¢ 7 aN e ee 
i eR LT Se ase se ’ ia 
te “<3 < TreAS saemrr Vii hy é ior Liga 
. . be | . 78 a 7 oe 3% Seine 
iy? xd : ‘ aa > “ _ 7 
ee 
= 
ao 
Hi 
tc Y, 
Me 4 
Ca a 
hese. 
ea 
ee 
eke 
et 
ef s ‘Gael 
- 
we 
2 
oa 
eae 
Be 
oa 
ae 
BB sk. 
3h oe 
Bis 
a: 
Pega 
ee 
Se 
oe 
Ga 
he 
pate 
= 
Deiat 
ae 
- ae 
p Bes Se 
See ge 
i Se 
tag 
Pe Bea 
Si ee 
. es - 
nee 
SEG 
Po aa 
ee 
a a 
"eee 
east! ee 
a 
. ‘ 
q inet aie, : 
AS; rort's, 6 ee 
ex ho oie 
‘ -— ie aa 
re i. eee ag 
4 5. Ne iam 
yO a 
: ao 
Ges ae 
“Biwee 7 
. aR, 
‘4. 2 
a . 4 
i 6 a e re f 
‘ f ens 
a ake 
try 7 is 
. Rs 
Bt, ae Noes 
2% ry * a i. es 
‘ , ae ‘ : we 
ees aS 
% +e, 3 Pe 
of ae ae a 
‘ in ee 
‘ vt 3 = at 
a $ ) ae 
P ; * oe 
i hye ’ ma 
Pua 3 . , 
7 " © ead F ’ 
4° isn a 
eo ae ‘ oul 
¥ «Vas . > is b-! : 
pe Sie, PR "4 = 
. tS ee ‘F< ma, 
etna ‘eihe’ «= a ae 
_ COA Be alee . ae a 
ae aes. a “a ee 
eo 
So Guaet I ue a 
ee ee Ue eee saa ym eG ORO ge EO ear eae eae te ATES ESS, oA I EG Sea ae eS nt WR aeRO ee: Ss. aaa eR 1 ME. SS Sa da aie ia INI <M ils ieee? 5a ie via ces Hep 
a ge ar ie SS EPO Re wari. eer enc. Oo a eee” ee re cea eer eae ee 
Te i we eee oe SAS egies" ee 1 Ne SERRESS teeta core ete ta. CERES OUEST © MRM S99. SR 
Bere tr Rar ati fy a ae p AES "Pe Btehenct are 0) A EE eA AEE an XG Rats cia fag i aa «Sa a 
rien Pra a RAT ae MEE pee aL : | eas. eae 
a at aes eg esi te Lanett Sw ae 
or aa 
rat ea 
a - 
‘ne eam + 
i a 
MT aR ea bs ae 
SS ae 
Po oe We oe, 2 eee. 
WEF Fe eetstadbed Sis nei Vly toate ety eh an aati 4 Shai re 
ele ae , eet oT IN er eee rO rane Fae ease pit re Sh Pelee aca a " i Oe 
Pee rons valcke: et leg er Sty See, Cea gtihes Ala’ tee sa eae Ee epee re ae TNS ieee. ‘Soe 
TREY a eee A ptipee P= fan OR pte oe = ie SO as 8 Sc aie ee a oe Rar ae ae seth Ae oat See: yaa, 
ion nae uae ee ae ht Sates ee Same Iyeeer ye yee 2 Set eet ee Nee oes eee aro 
SE ie Se Oe ah PE co eS gs er ene rhe eee ree seein, time. > a 
fi ask na aif eae ee. pao y ii Mee a aS vise a 
ee nape hou” 
es. a 
Sireeraahen wep 
a3 LES Soop etait Eh maa + 
ee eA 8 ugh thin eee ge h ieueeer 
fee gee tee ae cs ER it ec ee ee sage Sey beg ho ies, : BD feat aa bot! ea Nace in Mine ee SUMMA: Bs.” 
reece gue Rectan aagih de a ies es ae oe ih ae i hace Veatne, igen, Na alles Ae oe a lee icke ahs. RO lgede, == wae ee ee Wie aR Peete mt hee Mi engee ener nn no DC aLN. abe >: |S Rae 
SS eGR Tsk TAO Ny GE SOheE he Pg Yee Nt a EAA 0 yy NT A, Meares SO 1 nae Pee en One see 2 en ert pene PR an pei: oe Rie, taut gona ey ¥ oe SY iss cialis” Don ct Demet totes dee AL Acari) settee ae Bahco ot onde tiie Macc Rates a - pin it 2 aries Bait Sun 
ee a ER ad Gear ah ees, Sh AU IE SASL OM <a Many Briers een at a Negne Ee ctl gi Qe orci ee ae ee ewe eC RRR tee reer. ae ame ee Sor ise “alias atten AS ick ns ie pe pe Ss e Fie «Pree Bi a Re ME Naar ie eit a etc ein eM acca aa 4 * PN 
Be CO ame ree tae MR oe Cosa Nae were TE rite 2 ee eye Gh Cans Saoeg eee Sond en, Pee eee Are eRe or ee ae ae Ee pala TRG tte Seep ec An a a ae er Near. 1 ce in ae a eR Ogre Aya eae et ee 5) gee 
Fee yee te re ES yy MARGE eat en Me tah Be A MRT Oe ted EY en RED, a LT ee OW ate Tee A We oI dt AN a ig IN GORRy RM Teg eres ONL A acer et hi ka ont SaA IMRAN Orit Vac ete ean tee et Be Berar AA SIN 1 date) Dement ahaa ao atid Sm as ya Go MLE baie TRI 32" ee 
Yo SOLE = ee nc die sey Uneedetae ae ating. fae et on Ie Se Teme yu nmee Cell a pit ree oe cot Ue gn ae tee here enTy See he MET Ie os CNW er een SI gr ogg a 16 ea ee ea ie ie Ae Nee Ca mI teen ae Beh ee TO ae Desa 
i Se Glee peste: FMT Rage Ne ECE N ale ie ag A hs «Vy as OS, La, ter Me Via Sahin 2 par ns etty 2 RAEN emt aps A ee Se en 3 ie teatime SRN pers FRE ety eee pate eos SAS Ai i AE ee CEO Gr Bie Rarely Co rad ee ep Ra ae rg re iS os ther a EO rans ey olin ah 
Nes OE INE SA ee et re Ory Sa Ne ene cts oF re eet na LE RONG Sei mee Meee tee? op ake ee EN TO yet orn genet Me eer eg inant Lot hin Ras Seite ea Ores Rie ane UNE NS « on sie al (ee gee ny Sis 
: Se ae a a aS Agee aoe Reamer yates ai eaey, r= ON a Fee al set nee a en el oe aCe aT haa ps aN Ga ae af ie . 
Pr TO ae Seas ha oy ee eae Sos ene Bs phe hae adel a ee ae Tora ep eliepece me  ¥ 2 
Dato Boe Seebsover ae ty tate) es pals Mul inate me ON eae geet oo, Ie 
Sas tires tes eee © tT. Oh ee po SS Re Z 
AORTA a ay SB Orr cn eB) Be Fi : 
aed alk Ee a ce as a 
_ fs a ard 4 


How can you crack today’s tough market? Most top 
advertisers agree—be dynamic, spectacular, unique. 
To help you, the Post makes available the most 
exciting assortment of new space units ever offered 
by any giant consumer magazine. These units are 
designed to give advertisers—within the framework 
of their regular schedules in the Post—almost un- 
limited scope for creative selling. 

Talk about flexibility—there are hundreds of 
variations available to Post advertisers. Listed here 
are some of the more unusual units. 

Got anything unusual in mind? Like to bet the 
Post can probably do it? Try us! (As a matter of 
fact, the very ad you’re reading now is the actual 
size of a unit available in the Post. How’s this for 
big selling?) 
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one inch to two inches 
narrower 


TWO VERTICAL CUT 
HALF-PAGES 
Positioned 

between a spread 


FOUR VERTICAL CUT 
HALF-PAGES 

Positioned between the 
centerspread 
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Advertisers go for 
BIG Selling 


with posT-ACULARS: 


ICED COFFEE PROMOTION — double-gatefold. Betty Crocker and Carnation tie 


in with Pan-American Coffee Bureau. 

JOHNSON & JOHNSON —3 pages with actual BAND-AID tipped in all newsstand 
copies. 

LET'S EAT OUTDOORS ~— 30 pages including 28-miniature page pullout guide. 9 


big-name cooperating advertisers. 


GIVE BETTER ELECTRICALLY AD-VERTACULAR -— 8 page, “dutch door” 


section. 


BIG RESULTS -— Trendex reports 95.3% of Post women readers saw and remembered 
“Let’s Eat Outdoors” spectacular within 72 hours after receiving their Posts. 


Make a big impression on POST-INFLUENTIALS 
— the top prospects who talk about, recommend things 
they read in the Post. Their influence works fastest 
because it moves sideways on every spending level. 

Alfred Politz’ new media measure — Ad Page Ex- 
posure — proves that your advertising page in an 
average issue of the Post makes more than 29,000,000 
selling contacts with Post readers. 


AD PAGE 
EXPOSURE 
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Advertising Age, September 22, 1958 


Convenient Food Perrottet Heads NBP Group 


| Louis J. Perrottet, president, 


Marts Is Drive-in \Gage Publishing Co., New York, 


}and a vice-chairman of National 


Grocery Franchiser |Business Publications, has been 


|/named chairman of the associa- 

CuicaGo, Sept. 16—A newly |tion’s committee on advertising 
organized grocery chain service,| and public relations. He succeeds 
Convenient Food Marts Inc., Edward B. Bradford Jr., vp, Vari- 
broke ground for its first drive-| ety Store Merchandiser Publica- 
in food store in Chicago last|tions, New York, who remains *A\® 
week and announced plans to| with the committee as vice-chair- “Sepliey # aS Cs VY 


have more than 1,000 drive-in| man. THE CHAMPAGNE OF nee ae, 


25 


Dictaphone Names Anderson 
Joseph F. Anderson, assistant 
advertising manager of Dicta- 
phone Corp., New York manufac- 
turer of dictating and recording 
equipment, has been promoted to 
advertising manager, a post 
which has been vacant for many 
years. He will continue to report 
to A. Donald Brice, vp in charge 
of advertising and pr. 


stores spotted throughout the 


country within the next few! Fine Joins Reach. McClinton LETTERS with that FOLKSY Touch 


Homey, human down-to-earth letters 


years. William H. Fine, formerly with Py anit at . taik the readers’ language, and SELL! 
Convenient Food Marts,| Good Housekeeping, has joined One series 30 years old. Write for circular. 
which will act as supplier to| Reach, McClinton & Co., New York,| PROBLEM SOLVED—To keep its signs from collapsing in Okinawa ty- —— t = /f #2, = 
the stores, is offering franchises| as yp and director of market de-| Phoons, Miller Brewing Co., Milwaukee, is using concrete construc- - ellow Dott 9 
for $19,000. The company said | velopment. tion throughout. iso P. Gott, W., 06 E. Seshenn, Chleage 


it will put 1% of gross sales 
into national advertising. It has 
named an agency, H. M. Wex- 
berg Advertising, Chicago, but 
will not begin advertising until 
the number of units in opera- 
tion makes it feasible. 


s William Bresler, of Bresler 
Ice Cream Co., is president of 
the Convenient organization. 
Frank C. Doyle is vp in charge 
of advertising, sales and promo- 
tion. 

Other food suppliers with an 
interest in Convenient, besides 
Bresler, are Meadowmoor Dair- 
ies and H. §S. Davies Inc., 


Anybody who is anybody 
wholesale grocer, both of Chi- : in ANY field who buys ee 
cago. ie ae 

‘ a. i 
CABELL’S TO OPEN | a anything industr ial, uses | 
omenekt THOMAS REGISTER 
of a modern drive-in store ee sii? = aa locate : 
“butterfly wing” roof. 
the new design will be employed 


Inc., a pioneer drive-in grocery 
here which will feature parking ; : ; 
sources of supply, and 
J. A. De Pasqual, vp in charge 
in other stores if the Dallas shop eae * ; 
proves to have customer appeal 70,000 Times a Day! 


‘Want More Sales? 


ee 


supplier, has begun construction 
aprons on three sides and a 
; ' ; a aa: 
of Cabell’s Minit Markets, said aeons they use it more than 
and merchandising advantages. 


PIB Gets New Contract 
Publishers Information Bu- ; Se aee a . 
reau Inc., New York, has re- i Prove it yourself—Call any number of purchasing 
newed a contract with Leading ee a ‘as A 
National Advertisers Inc. to | agents—4 out 5 will tell you they buy and use 
supply the analyses and the zs ; ; P 
publication of reports on adver- 
tising furnished by Leading Na- 
tional Advertisers to publishers, ty pee 

advertisers and advertising Soe oleae 


agencies. _ i ee oe - ees, 
| 23,486 ABC Paid Circulation 
Myers Co. Names Gapstur . ‘ 
> 6 ies & Bee. Co. of (12,252 National Advertisers 
Ashland, O., and Kitchener, ae 
45,000 Paid Advertisements | 


Ont., has named Gapstur Ad- 

vertising Inc., Ashland, O., to oe 

handle advertising for its line of ght yell e 
pumps and water conditioning 
equipment. Meldrum & Few- 
smith, Cleveland, previously 
handled the account. 


Vaset 


Rawlplug Names Gravenson 

Rawlplug Co., New Rochelle, 
N.Y., has appointed Ted Grav- 
enson Inc., New York, to han- 
dle advertising and publicity for 
its line of masonry drills and 
accessories for hand and power 
drilling. Felt Advertising Inc. 
previously handled the account. 


fe 


Y&R Names Aitlass VP 
Young & Rubicam Inc., New 
York, has named Hadley P. At- 
lass vp and associate director 
of the agency’s merchandising 
department. Mr. Atlass has been 
with the agency as a merchan- 
dising executive since 1944. 


Alabama Daily Will Move 

The News, Tuscaloosa, Ala., 
will move to a new location at 
6th St. and 20th Ave., after Jan. 
1. The new location will more 
than double the space available 
to the newspaper. 
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Do you recognize him? 


Photo by Stephen Colhoun 


This fabulous 
figure 
is a key to 
advertisers’ 
| SUCCESS 


a. Dr. Faust 
b. Sol Hurok 


c. Beau Brummell 


Though most of them may not have met him in person, 
readers of Town & Country will quickly recognize Impres- 
sario Sol Hurok, whose colorful career is featured in the 
| October issue on “New York by Night”. 


It is no accident that Hurok—and others who contribute 

brilliantly to the arts in America—should regularly speak 

K to the readers of Town & Country—a Hearst special interest 

. Magazine designed uniquely for readers intimate with 
4 Brahms, Braque, and Brancusi. 


rn Ome ree wwe 


OoOod 


Because it does its job thoroughly and well, Town & Country 
is a distinguished guide to elegance, to “what’s new” in 
shops and bistros, in fashion and fun. For here is a magazine 
tailor-made for that privileged inner circle with the means 
and leisure to enjoy the more elegant things of life. 


Reaching pre-sold prospects in the mood to buy 


What is true of Town & Country is characteristic of all ten 
Hearst special interest Magazines. 


house [reenlifal 
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Each is a leader in its field—each dedicated to a particular 
group of readers, and edited with a consummate knowledge 
of the interests of that group, an interest shared by both 
reader and advertiser. 


As a result, Hearst Magazines pin-point prospects, not just 
“suspects”. They reach a pre-sold audience in the mood to 
buy. Editorial authority combines with reader interest to 
provide a tailwind for advertised products that produces 
greater sales, more profits for the advertisers. 
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Six Ways Hearst Magazines Help Advertisers: 


¢ Advertising reaches readers in the mood to buy 


¢ Advertising is focused where interest is keenest 


¢ Editorial and advertising content work in tandem 


¢ Editorial integrity lends prestige to advertising 
¢ Each magazine is the authority in its field 


¢ Hearst readers are sold—only need to be told! 


HEARST 
MAGAZINES 


10 keys to the special interests of 10 groups of people 
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Along the Media Path 


The New York Journal-Ameri- 
can inaugurated a special New 


e Look’s second fall food promo- | 
tion, “Let’s Have a Party,” will | 


Jersey section Sept. 7. The section break Oct. 30 and continue through | 


will be distributed in New Jersey 
every week as an addition to the 
regular Sunday newspaper. The 
first edition consisted of 12 pages. 


e CBS Television was host to 49 
women, one from each state, in 
New York, Sept. 13-20. The wom- 
en, selected by local tv stations 
and cooperating newspapers, were 
“special New York correspondents” 
for their newspapers during the 
week. 


e A new Blair-TV_ promotion, 
“Let’s Play ‘Dress Up’!,” is being 
mailed out to time buyers and oth- 
er agency personnel. The “make- 
it-yourself” booklet has a paper 


doll on the cover, appropriate cut- | 


out costumes on following pages; 
all to demonstrate a housewife’s 
daytime activities in addition to, 
of course, watching tv. 


e The Chicago Sun-Times will in- 
clude a new weekly lift-out food 
section beginning Oct. 2. Entitled 
“Good Food and Creative Cook- 
ing,” the section will emphasize 
ways of combining standard pro- 
cessed foods to produce new dishes. 
The section will be published on 
Thursdays and contain r.o.p. color. 


e WTVT, Tampa, reports that it 
was swamped with “thousands” of 
requests for a 16-page handbook, 
“Hurricanes,” which the station 
offered to its viewers. The booklet 
gives a description of hurricanes 
and the warnings system and telis 
about safety precautions. 


e The 
tising Institute has published a 
new case history showing how 
Westinghouse increased sales of 
Melmac dinnerware by use of self- 
selection floor stands in supermar- 
kets. 


e The Chicago American will pub- 
lish its first annual “Hunter’s 
Guide” Sept. 28. The supplement 
will carry advice for sportsmen, 
including midwestern hunting reg- 
ulations, game limits, license re- 
quirements, legal fowl and game 


haunts and shooting preserve lim- 
its. 


All-Around 
Jseful... 


Fills The 
Bill For A 


Low-Cost PREMIUM! 


CLICK!—It’s A Razor-Blade Knife— 
CLICK!—Safe for Pocket or Purse! 
The ideal tool for opening cartons, and all 
types o/ trimming and clipping jobs around the 
office, shop, home. Ample space for name or 
trademark imprint. Finished in anodized colors. 
Free Sample 
—and quantity price list upon request 


KENWORTH MANUFACTURING CO. 
12315 W. Lisbon Ave., Milwaukee 10, Wis. 


GUARD 
Prevents 
Blade Slipping 


| gives prices. 


Point-of-Purchase Adver-| 


the fall party season. The promo- | 
tion includes a “Party Time Plans | 
Book,” designed to help retailers 
organize local trade and in-store 
activity. 


e American City has put out a new 
four-page folder on “How to Mer- 
chandise Your Advertising in 
American City.” The folder in- 
cludes suggestions on how to pro-| 
mote with direct mail, reprints, | 
extra copies of the magazine and 


e Motor Guide, New York, says it 
will carry in its December issue | 
what it believes is the largest single | 


| advertisement to appear in a con- 
sumer magazine. The ad consists of | 30. 


Advertising Age, September 22, 


AT HOME—Designed by Los Angeles architect Welton Becket & As- 

sociates, the new studio and office building at Oakland for KTVU 

is colorful with off-white stucco and gold colored duraply panels 
below the windows, set between charcoal batten covered posts. 


32 pages comprising a major por-|e A special issue on Oct. 2 in the 
tion of the Newhouse Automotive | Chicago Daily News will salute the 
Industries catalog. | American dairy industry. The fea- 
ture is timed to precede the Inter- 
e For the fifth consecutive year, national Dairy Show, Oct. 6-11. 
Ladies’ Home Journal and the Na- | 
tional Appliance & Radio-TV Deal-|e National Broadcasting Co. says 
ers Assn. will co-sponsor a contest its mew brochure promoting 
to select the “Creative Salesman of | “Nightline” is part of its ““Memo- 
the Year.” The contest closes Nov. | 
contains six pieces of abstract art 


ry-Vision” campaign. The brochure | 


designed, NBC says, “to match the 
|copy terms used in describing the 
program: Tuneful, thoughtful, hu- 
morous, informal, vital and per- 
sonal.” 


e Department of New Laurels: 
WLW-A, Atlanta, was named 
top tv winner in the Georgia Assn. 
of Broadcasters competition for 
the outlet which best promoted the 
“Deathless Weekend” safety cam- 
paign in Atlanta last “May. 
Sunset Magazine reports that its 
October linage is 5% ahead of Oc- 
tober of 1957. The 1958 figure is 
59,137, up from 56,477 the year 
before. Sunset also reports that its 
circulation reached a new high for 
the first half of 1958, according to 
the June 30 publisher’s statement. 
The average circulation was 624,- 
838 for the first six months com- 
pared to 608,542 average net paid 
circulation for the first half of 1957. 
Electronic Technician reports 
that its September issue is the larg- 
est since the magazine was founded 
}in 1953. The issue has a total of 


CARS 


61% of P. A.G 
buy new cars. 


( Wikisadors: 50%) 


CIGARETTES 


7O% smoke one oF more 
packs of cigarettes per 


day. 


readers 


TOILETRIES 


88% purchase their own 
shampoo. 


(Non-readers : 40% ) 
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152 pages, 


Advertising Age, September 22, 1958 


including 67 pages of} WOR Radio only. He takes over 


advertising. At the end of the third|the duties formerly handled by 


quarter, the magazine says its ad 
volume is 11% ahead of the first 
nine months of 1957. 

The Saturday Evening Post has 
reported that ad revenue in Octo- 
ber, 1958, was up $1,300,000 over 
the same period in 1957, when rev- 
enue was $7,300,382, according to 
PIB. 

NBC-TV reports that daytime 
business amounting to about $64,- 
000,000 in gross advertising reve- 
nue has already been placed with 
the network for the 1958-59 tv 
season—making it the greatest vol- 
ume of daytime business NBC-TV 
has ever recorded. # 


WOR Stations Promote Two 


Herb Saltzman has been named 
to the new position of merchan- 


dising manager of the WOR divi- | 


sion of RKO Teleradio, New York, 


the WOR Radio and WOR-TV op- | 
eration. Mr. Saltzman previously | 
was merchandising manager of | 


Art Dawson, who resigned. Mar- 
vin Camp, formerly acting super- 
visor of the press department for 
both stations, has been appointed 
manager of press and public re- 
lations. 


Aetna to Sponsor Symphony 

Aetna Life Insurance Affiliated 
Companies, Hartford, Conn., will 
sponsor its first live tv program 
with a series of one-hour con- 
certs featuring Fritz Mahler con- 
ducting the Hartford Symphony 
Orchestra on WHCT, Hartford, 
starting Jan. 11. The telecasts will 
originate from the Aetna home 
office and will feature Connecti- 
cut high school soloists selected 
from state-wide auditions. 


| Gannett Papers Shift Execs 
Herman E. Moecker, formerly 
manager of general advertising of 
the Albany Knickerbocker News, 
has been named business manager 


of the Niagara Falls Gazette, effec- 
tive Oct. 1. Succeeding him at the 
Knickerbocker News is Edward J. 
Leahy, formerly with J. P. McKin- 
ney & Son, Syracuse, newspaper 
representative for the two Gannett 
newspapers. 


Dr. Pepper Tests Carrier 
Dr. Pepper Co., Dallas, is con- 
ducting tests on a new, light- 


weight, plastic bottle carrier in 
two southwestern consumer mar- 
kets. In a four-week controlled 


test in Tulsa, the plastic carriers | 


are receiving some favorable re- 
sponse from dealers and consum- 
ers, Dr. Pepper says. 


Bristol Labs Names Two 

Richard A. Anderson has been 
named assistant to the president 
of Bristol Laboratories, Syracuse, 
and Roland H. Noel has 
named director of sales promo- 
tion. Mr. Anderson has been di- 
rector of marketing and Mr. Noel 
has been director of sales coordi- 
nation. 


been | - - 


Photography in 
Ads Gradually Is 


Improving: Downes 


New York, Sept. 16—Bruce 
Downes, editor of Popular Photog- 
raphy and longtime critic of ad 
photography, delivers a few gen- 
tle pats on advertising’s back in 
the latest edition of “Photography 
Annual,” while at the same time 
vigorously tweaking the industry’s 
photographic nose. 

“Advertising photography to- 
day,” says Mr. Downes—who once 
blasted the medium as “trite and 
corny” (AA, May 14, ’56)—“shows 
sporadic signs of breaking out of its 
straitjacket of mediocrity, thanks 
to the younger men who are re- 
placing the old guard art directors 
. most of whom still approach the 
camera as if photography had nev- 
er been invented.” 

Mr. Downes said that the pho- 
tographic medium in advertising is 


\“quite capable of standing on its 


soFT DRINKS 


53% consume 4-15 soft 


we 
oNon readers: 30%) 


CLOTHES 


94% buy suits by bran 
name. Dress chivte bom, 


Belts—ssa% 
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Petersen Publishing Co. 


5959 Hollywood Bivd., Los Angeles 28, Calif. ¢ Hollywood 2-3261 


DETROIT 


524 Book Building 
Detroit 26, Michigan 
WOodward 3-8669 PLaza 


NEW YORK 
17 East 48th Street 
New York 17, New York 


1-6690 


FRan 


CHICAGO 
360 North Michigan Avenue 
Chicago 1, Hlinois 
in 2-6067 
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|own feet when photographers are 
| hired by men who have respect for 
| them as well as for the medium. 

“But for too many years photog- 
raphers have been hamstrung by 
art directors’ layouts and back-seat 
driving. Small wonder that orig- 
inality has been at a premium for 
so long.” 

While Mr. Downes has some un- 
kind things to say about advertis- 
ing’s past photographic perform- 
ance, he has some hope for a 
brighter future... 

“The worm is turning,” he said. 
“Here and there agencies and cli- 
ents are awakening to the fact that 
ad illustrations are being over- 
shadowed by more dynamic edito- 
rial pictures appearing in maga- 
zines edited by men who respect 
photographers. 

“As a result, things are happen- 
ing. Just a few years ago color 
transparencies were verboten, and 
blurred, grainy pictures were con- 
sidered blasphemous on a Madison 
Ave. dedicated to meticulously 
stilted studio illustrations. 

“Today there are agencies will- 
ing to experiment and art directors 
courageous enough to hire photog- 
raphers free of bits and check 
reins. The ad world is changing... 
and [creative] photographers are 
slowly but surely coming into their 
own on Madison Ave.” # 


Lima Joins MacManus, John 

Robert F. Lima, formerly tech- 
nical editor of The American 
Automobile and El Automovil 
Americano, has joined the inter- 
national department of MacMan- 
us, John & Adams, New York, as 
copy supervisor. 


Borwick Joins Mr. Boston 
Samuel S. Borwick, formerly 
with Grey Advertising Agency, 
New York, has joined Mr. Boston 
Distiller Inc., Boston, as assistant 
national advertising manager. 


NATIONAL 
LIVE STOCK 
PRODUCER 
MAKES SALES 


in America’s 
| “Money Belt” 
farm market 


| The $10 BILLION 
DOLLAR 

LIVE STOCK 
MARKET! 


The National Live Stock 
Producer influences *' 


ing action” 


buy- 

among Amer- 
ica’s live stock producers 

because: 

| 

@ they have an average 

income of $19,256 from 

the sale of live stock. 


they market 95 hogs 
perfarm... 


they market 89 beef 
cattle per farm... 


| they have an average 
$110,685.68 invested 
in land, live stock and 
equipment. 


You're on the ‘'sales tar- 
get’ when you advertise in 


NATIONAL 
LIVE STOCK 
PRODUCER 
129 N. Clark Street 


Chicago 2, Illinois 
Phone: CEntral 6-2068 
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Taste in Type Will Tell! 
inal & atili 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Like a mobile . . . the missile market is made up of 


separate parts and different elements. Many industries and 
thousands of companies compose the mobile missile market. 
Aircraft companies build missile frames and prime systems. 


Automobile companies manufacture missile systems... a 
cereal company builds missile subsystems. 


And like a mobile . . . there is constant movement and 
change in the missile market. New developments happen 


fast. That’s why missile men in management, engineering, 


production and procurement need an undiluted missile 
book to be posted constantly and accurately. Throughout 
the complex market missile men look to MISSILES AND 
ROCKETS as the number one missile book. 


| Guild Adds Subsidiary 

An audio-video tape subsidiary 
called Synditape Inc., which will 
offer a complete tape operation 
from production to syndication, 
has been set up by Guild-Films 
|Co., New York, vidfilm producer- 
| distributor. The new company be- 
gins operation with a lineup of 
13 tape shows and production 
contracts with several tape pro- 
ducing stations. “Guild plans to 
offer tape programs for 60% less 
than comparable film programs,” 
John Gole, Guild president, said, 
adding that he thought the cost- 


saving should bring thousands of 


Advertising Age, September 22, 1958 


marginal advertisers into tv who 
presently can’t afford it. Guild 
recently made its first audio- 
video tape sale of a Family Films 
crime series, “Time and Place,” 
to ABC, which is offering it for 
sponsorship. 


Towle Promotes Mulligan 

Edward W. Mulligan, manager 
of holloware development and in- 
dustrial and export sales for 
Towle Mfg. Co., Newburyport, 
Mass., silversmith, has been ap- 
pointed sales maMmager, a _ post 
which has been vacant since Jan- 
uary. 


WORLD'S LARGEST AVIATION PUBLISHERS 


{search organization. 


‘Beer Retailers 
‘Prefer Box-Style 
Pack, Study Reveals 


New York, Sept. 16—Beer deal- 
ers in New York prefer box-style 
cartons, a survey just completed 
by the Gardner division of Dia- 
mond Gardner Corp. indicates. The 
survey was made to determine 
dealer attitudes, rather than cus- 
tomer acceptance. 

In 213 representative interviews, 
it was found that 42% of the deal- 
ers favor the box carton over the 
open-end and the wrap-around 
|cartons; 34% favor the open-end 
and 7% the wrap-around. The re- 
| maining 17% had no preference. 

The study of dealer reaction to 
alternative six-pack cartons was 
made for Diamond Gardner by 
Market Facts Inc., Chicago re- 
New York 
City was selected because each of 
the three cartons is widely distrib- 
uted here. 

Dealers, it was found, generally 
prefer whichever carton’ gives 
them “less trouble.” About one- 
third of the dealers reported 
|“*trouble” with the open-end; 13% 
|reported “trouble” with the wrap- 
around and 11% with the box-type. 


# The Gardner organization, Mid- 
\dletown, O., manufacturer of pa- 
perboard and folding cartons, said 
'that it wanted to test dealer ac- 
| ceptance of its own box-type car- 
| ton. 

Researchers showed dealers the 
| three cartons simultaneously. Each 
carried the same brand of beer in 
the cans and on the carton labels. + 


Beaumont & Hohman Adds One 

Beaumont & Hohman, San 
Francisco, has been appointed to 
|direct advertising, sales promo- 
tion and publicity for Totem 
Boats, San Francisco, producer of 
a new Totem folding boat. The 
boat requires no trailer in trans- 
portation; folded flat, it rides on 
| the top of an automobile and can 
|be opened and launched in a few 
minutes. Distribution will be na- 
tionwide. 


NTA Names James L. Fly Jr. 

James Lawrence Fly Jr., for- 
/merly with CBS Radio, has joined 
ithe sales staff of the National 
| Telefilm Associates stations, New 
York. Mr. Fly will represent 
WNTA and WNTA-TV, Newark, 
|N.J., and KMSP-TV, Minneapolis. 
} 


| In the leadership spotlight 


ENERGINE 


Cleaning Fluid 


Top-drawer advertisers 
| are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
| dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


| CHICAGO, ILLINOIS 
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Newsweek's accuracy attracts and holds 


the newsweekly audience that's 
income and position! 


top-drawer in 


Sensationalism? Never in 
Newsweek! Our readers prefer 
accuracy ...no shifty half-truths, 
no pat answers, no padding, no 
pandering to prejudice. 


Unnatural Growth? Again, not for 
Newsweek! Growth, yes—but 
the solid, unhurried kind that re- 


Newsweek— The Magazine for Communicative People 


flects the growth of that group of 
top-drawer business, government 
and professional leaders who re- 
quire Newsweek’s accuracy. 


That’s why Newsweek readers 
make more money and hold better 
positions than the readers of any 
other newsweekly.* 


*1958 Starch Consumer Magazine Report. 


‘Newsweek 
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FIRST, 
WITH MORE READERS! 


More electronic and radio engineers want “Pro- 
ceedings of the IRE"’ than want any other engineer- 
ing paper because it offers more .. . Yes, 52,285 
engineer IRE members, plus 4,453 individual, 
group and bulk subscriptions, and from the unpaid 
side of the ABC Statement, another 13,038 engi- 
neering college student members (at $5. each) 
brings IRE's circulation to 69,776 average for the 
six months ending June 30, 1958—For more for 
your advertising dollars in radio-electronics—in- 
vest in: 


Proceedings of the IRE 


THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept. 72 W. 45th St., New York 36, N. Y. @ MU 2-6606 
Chicago @ Cleveland @ tos Angeles @ San Francisco 


The daring young 
maid in the tempting 
trapeze...she knows that KOIN-TV 
is just her style. In Portland and 30 
surrounding Oregon and Washington 
counties she means sacks full of sales 
when you say it on her station. The 
gentiemen from CBS-TV Spot 
Sales will be only too happy to 
discuss with you the last 
word on KOIN-TV's stylish 
coverage and ratings. 


i 


| 
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Getting Personal 


Samm S. Baker, of Donahue & Coe’s executive staff and author 
of several mystery books, will be a lecturer in the evening mystery 
writing course at New York University, starting Sept. 25, in cooper- 
ation with the Mystery Writers of America. . . 

Dick McLean, account exec in the San Francisco office of Lennen 
& Newell, and son of Kathryn Forbes, author of “I Remember Ma- 
ma,” was married Sept. 6 in Carmel to United Air Lines stewardess 
Dorothy Faulk. The two are now in Ensenada on a honeymoon. . . 

Richard Bates of the Chicago office of O’Mara & Ormsbee, news- 
paper representative, was married Sept. 5 to Berness Monsen ... An 
October wedding is planned by Jack D. Rehm of Batten, Barton, 
Durstine & Osborn, New York, and Cynthia Ann Fenning of Fair- 
field, Conn... 

Southern California Variety Club Tent 25 has accepted some Los 
Angeles admen—all vps—into full membership. They are Robert 
Ballin, of Sullivan, Stauffer, Colwell & Bayles; Edmund Cashman, 
Foote, Cone & Belding; and Joe Rines, of N. W. Ayer & Son. A 
membership application has been accepted from Sam Bernes, West 
Coast head of Quigley Publications. . . 

Prolific adman-author James Kelly, vp of Ellington & Co., has 
a new novel, “The Insider,” due to be published Oct. 20 by Henry 
Holt & Co. Advertising and suburbia provide the background, but 
the theme is based upon “character conflicts and emotions that exist 
in all areas of life.” A frequent reviewer in the New York Times 
Book Review and the Saturday Review, he is also a contributor to 
the New York Times Magazine... 


“WE'VE DONE IT AGAIN’ —For the second consecutive year the softball 
team of Needham, Louis & Brorby won the Chicago Advertising 
Agency Softball League championship. The champions shown here 
are (front row, left to right) Manager Joe Neylon, Pete Ruhl, Coach 
Hal Fuess, Larry Pauly, Joe Munsch, Gordon Gredell and Don Zabel. 
In the second row are Dick Johnson, Bob Powell, Bob Dion, Dick 
Needham, Maurice H. Needham, Bob Bertolotti, John Vogrin, Bud 
Bond, Frank .Grasett and Pete Nelson. 


T. Gordon Hutchinson Jr., public and employe relations assist- 
ant of the Connecticut Light & Power Co., has been named chair- 
man of the Commercial “B” Division of the Waterbury 1959 United 
Fund-Red Cross campaign... 

Frances Jane Kane, advertising manager of The Shore Line Times, 
Guilford, Conn., was married to John B. Landry of Hartford on 
Sept. 11. She is leaving the newspaper to accompany her husband 
to Austin, Tex., where he is presently a pre-med student at the 
University of Texas. . . 

Frances Anderson, account exec at Galbraith-Hoffman Advertis- 
ing, New York, is back at her desk with a fractured arm, a lingering 
momento of her European vacation; she skidded across a wet mar- 
ble terrazzo in “the most beautiful hotel I’ve ever seen” in Venice... 

A company romance at Lever Bros. has blossomed into a Sept. 20 
wedding for Elaine Brown, Lever brand publicity manager and one- 
time D-F-S pr director, and Edward Bluemel, in Lever’s research 
development center—he invents the things she promotes. The couple 
will island-hop in the Caribbean on their wedding trip... 

The four horsemen riding across the Montauk dunes on the Sep- 
tember Holiday cover are McCann president Marion Harper Jr., Mrs. 
Harper, and the Jack Dickensons who manage Deep Hollow, the 
Harper ranch located on the tip of Long Island. There rancher Harp- 
er runs beef cattle, raises quarter horses and accommodates guests 
on what Holiday says is “perhaps the oldest ranch site in the coun- 
ee 

William R. Baker Jr., board chairman of Benton & Bowles, is serv- 
ing as chairman of the advertising and public relations division’s 
current fund-raising drive for the Travelers Aid Society of New 
York. Members of the committee are Thomas F. Vietor Jr., of Sulli- 
van, Stauffer, Colwell & Bayles, and Edward G. Wilson of J. Walter 
Thompson Co... 

Malcolm S. Forbes, editor and publisher of Forbes Magazine and 
titular leader of the Republican party in New Jersey, has announced 
his voluntary retirement from the New Jersey Senate due to the 
“pressure of business.” He has been a state senator since 1952, and 
his present term would have expired in 1960... 

Edward A. (Bud) Schirmer, senior vp of Campbell-Ewald, is 
back at his Detroit desk after a brief stay in the hospital. As he 
rode in a railroad coach, a rock crashed through a window, hitting 
him in the eye and cutting a half-inch gash in the eyeball, which 
required 16 stitches. . . 

Mexican American Review, official organ of the American Cham- 
ber of Commerce of Mexico, honored Robert S. Benjamin in August 
as its “Man of the Month.” Mr. Benjamin, one-time manager of the 
Chilean office of J. Walter Thompson Co. and a bureau chief for 
both Time Inc. and Vision Inc., now heads his own public relations 
company in Mexico City... 
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Here’s what C. R. WALGREEN, JR., President, Walgreen Drug Stores, 
says in a recent letter: 


a4 You pose an interesting question when you ask what type of consumer 
advertising is consistently effective for the volume-minded drug chain. To an- 
swer it, I think we must first point out that the drug business is individual— 
is different. 


emer There are many reasons why this is so, but one of the most important is__, 
the fact that, traditionally, the druggist has close ties in the community which 
he serves. And I believe he is, therefore, most impressed by the kind of national- 
local advertising which supports him with intensive coverage of his own trading 
area ... street by street, house by house. 


Here at Walgreen’s we know from experience that 


when it comes to building drug store 
traffic and volume, This Week Magazine 


does the job! THIS WEEK Magazine releases a commun- 


ity floodtide of advertising on the families which shop regularly in 
Walgreen Drug Stores. 99 


C. R. WALGREEN, JR. 
President, Walgreen Drug Stores 


Your advertising is read by more people in THIS WEEK MAGAZINE than 
in any other publication. 12,514,795 families read THIS WEEK Magazine every 
week. Your advertising in THIS WEEK Magazine gets heavy newspaper coverage 
combined with high magazine readership . . . at a very low cost per thousand. 
THIS WEEK Magazine is today’s most powerful selling force in print. 


The most widely read national magazine in America, sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun + The Birmingham News * Boston Sunday Herald » Buffalo Evening News » The Charlotte Observer » Chicago Daily News * The Cincinnati Enquirer * Cleveland 
Plain Dealer * The Dallas Morning News * The Denver Post » Des Moines Sunday Register + The Detroit News + The Houston Post + The Indianapolis Star + The Jacksonville Florida 
Times-Union + Los Angeles Times » The Memphis Commercial Appeal + The Miami News + The Milwaukee Journal + Mi polis Sunday Tribune * New Orleans Times-Picayune- States 
+ New York Herald Tribune » Norfolk Virginian-Pilot and Portsmouth Star * Omaha World Herald* » The Philadelphia Sunday Bulletin +» The Phoenix Arizona Republic + The Pittsburgh 
Press + Portland Oregon Sunday Journal + Providence Sunday Journal * Richmond Times-Dispatch » Rochester Democrat and Chronicle + St. Louis Globe-Democrat + The Salt Lake 
Tribune + San Antonio Express and Sunday News + San Francisco Chronicle + The Spok Spokesman-Review + The Syracuse Post-Standard * The Washington Sunday Star + The 
Wichita Sunday Eagle *Effective October 26, 1958 
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L. C. Cole Adds Transocean (Suit Asks Yellow Page Control 


on each of the 50 top markets, 


GOOD NEWS 


for every sponsor or producer of 
films, TY commercials and pro- 
grams, trade shows . . . the Inter- 
national Screen Production Hand- 
book that tells who’s who, where's 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 


| travel 
| and the Orient. 


y €¢, Cole Ca, 
has been appointed to handle ad- 
vertising for Transocean Airlines. 
The company operates a schedule 
of flights from the Mainland to 
Hawaii and the Far East as well 
as charter flights to Europe. Cam- 
paign plans will include use of 
consumer and trade media in the 
field in the U.S., Hawaii 


effective with the October 1966 iss. 


San Francisco, 


'page classified telephone 


court 
yellow 
directo- 
ry advertising under the control 
of the Public Utility Commission. 
David H. H. Felix, a Philadelphia 
attorney, filed his complaint with 
the PUC when the Bell Telephone 
Co. raised its classified page 
rates in August, 1957. Mr. Felix 


Pennsylvania superior 
has been asked to place 


said the commission now regu- | 


lates the charges for additional 


|listings in the alphabetical direc- 
| tory. 


Big City Folk 
Are Top Liquor 
Users, ‘Time’ Says 


New York, Sept. 16—Time today 
released a study of case sales of 
the seven leading distilled spirits | 
types in the top 50 metropolitan 
markets. The report is offered as 
an analysis of distilled spirits con- 
sumption by standard metropolitan 


| the report gives a breakdown of 


each market, showing the coun- 
ties, in an appendix. It also gives 
in tabular form the circulations of 


|}ten leading magazines which car- 


ry liquor advertising in each of 
the 50 markets. A total circulation 
figure for the same markets is 
shown for each magazine as a per- 
centage of the magazine’s aver- 
age total paid circulation. 

The markets listed coincide in 
most cases with the standard me- 
tropolitan areas which are de- 
fined by the U. S. census bureau 
as those counties including at least 


Je rN RET oH. 


veer? 


fe ee 


| Broadcasters Name Officers 

Robert J. Leder, vp and gen- 
eral manager of RKO Television’s 
|'WOR division, 
|been elected president of the New 
| York State Assn. of Broadcasters. 
Others elected are Paul Adanti, 
WHEN-TV, Syracuse, Ist vp; H. 
Stillwell Brown, Rural Network, 
|Ithaca, 2nd vp; George Dunham, 
|WNBF, Binghampton, treasurer, 
land Elliott Stewart, WIBC, Uti- 
ca, secretary. 


areas, rather than by states. 

Three major findings of the 
|study, which was made for Time 
New York, has | hy Clark Gavin Associates, are 


reported to be: 


one central city with a population 
of 50,000 or more. 

A significant aspect of the re- 
port, it is pointed out, is that 
newspaper and magazine circula- 
tions can be more closely related 
to the actual markets where dis- 
tilled spirits are sold in volume. + 


inges its name to 


MATERIAL HANDLING. 
Engineering 


awn INDUSTRIAL PUBLISHING CORPORATION 
812 HURON ROAD ® CLEVELAND 15, OHIO 


5 


e “Sales of seven distilled spirits 
types which were studied (scotch, 
bonds, straights, blends, gin, vod- 
ka and Canadian) are concentrated 
in the great metropolitan areas 
probably to a greater extent than 
most executives would have an- 


Bank Ad Assn. Elects 
Jack Monahan, assistant adver- 
tising manager of Citizens Na- 


for new 
accounts 
too! 


We think we are a natural to handle your account. 
When you’re staying at the Sheraton Hotel in Chicago 
you’re just a couple of blocks from Leo, and Y&R... 
J. Walter is just across the street.. 
Tatham Laird and many others are not far. In fact 
752 agencies, publishers, media reps and graphic arts 
firms are within 5 short blocks of the Sheraton! 


.and Needham Louis, 


Truth is, we didn’t cater ’specially to advertising 
people until one day on checking our register we 
discovered that about half our guests were in the busi- 
ness, or doing business with folks in the advertising 
profession. 


Today, we’re proud of the fact that when most ad 


| the five leading metropolitan areas 
|for each type is reported as fol- 


e° Straights: 


ticipated.” 


e “The market for ‘prestige’ prod- 
ucts tends to be concentrated in 
the big urban centers and their 
suburbs.” 


e “The most significant market 
development of the past seven or 
eight years has been the rapid 
swing away from the concept of 
separate product types as ‘region- 
al sellers.’ All top metropolitan 
areas are quickly becoming prime 
markets for all product types.” 


= The share of the national mar- 
ket in the 50 metropolitan areas 


tional Trust & Savings Bank, Los 
Angeles, has been elected presi- 
dent of the Southern California 
Bank Advertisers Assn. Other of- 
ficers are Keith Sigars, advertis- 
ing manager, First National Trust 
& Savings Bank, San Diego, vp, 
and Raymond M. Cheseldine Jr., 
advertising and publicity depart- 
ment, California Bank, Los An- 
geles, secretary-treasurer. 


Dry Cleaner Names Bishopric 

One Hour Valet Inc., Miami, a 
large dry cleaning chain, has 
selected Bishopric/Green/Fielden 


covered by the study breaks down/Inc., Miami, to conduct a _ test 
as follows: Spirit blends, 68.6%;|advertising campaign starting 
straights, 64.5%; bonds, 70.5%;|Oct. 1 in seven cities where the 
scotch, 80.7%; Canadian, 77.4%;|company has a total of 23 units. 
gin, 71.6%; vodka, 65.9%. The test drive will be conducted 


This confirms, it is pointed out, 
what the industry has always 
known—that its product sales are 
dominantly in the great metropol- 
itan areas. 

“Just how basic this is,” the re- 
port notes, “can be seen in the 
vodka totals. A product which on- 
ly six years ago was sold, for all 
intents and purposes, only in Cal- 
ifornia, now has a national status 
and has with amazing rapidity 
conformed to the principle of me- 
tropolitan-area domination, to the 
extent that two out of three bot- 
tles are sold in the top 50 metro- 
politan areas.” 


= The breakdown on case sales in 


lows: 


e Spirit blends: New York-north- | 
eastern New Jersey 17.1% of na- 
tional total; Philadelphia, 4.5%; 
Detroit 4%; Chicago 3.8%; Los An- 
geles 3.6%. 


Chicago 66%; San 
Francisco-Oakland 5.3%; Los An- 
geles 5.2%, New York-northeast- 


|ern New Jersey 2.9%; Washington 


people come to Chicago they invariably “‘stay at the | D. C. 2.7%. 
Sheraton Hotel!” e Bonds: New York-northeastern 
id 1 a New Jersey 8.2%; Chicago T+ 
a OK, we’ve made our pitch...we’d sure be pleased Louisville 4.8%; Los Angeles 3.7% 
to have you award us your business. Cincinnati 3.3%. 
e Scotch: New York- northeastern | 
= New Jersey 22.9%; Chicago 7.6%; | 


|Los Angeles 5.3%; 


Washington, 
D. C. 3.4%; San Francisco-Oak- | 


land 2.8% 


e Canadian: New York-northeast- 
ern New Jersey 16.6%; Chicago 
8.3%; Detroit 5.8%; Los Angeles 


in Richmond and Norfolk-Ports- 
mouth, Va.; Cincinnati; High 
Point, N.C.; Baltimore, and Talla- 
hassee and St. Petersburg, Fla. 


Walker Joins Rounsaville 

Harold F. Walker, formerly vp 
in charge of sales for WDIA, 
Memphis, has been named vp and 
national sales manager of Roun- 
saville Radio’s six Negro proper- 
ties. John Fulton, formerly general 
sales manager, has been promoted 
to vp of all seven Rounsaville 
stations to supervise local sales, 
as well as handle the national 
sales of WQXI, Atlanta. 


In the leadership spotlight 


Top-drawer advertisers 
are buying WGN 


You’re in good company when 


3.9%; San  Francisco-Oakland you join smart time-buyers who 
3.1% select WGN to sell millions of 
7 e Gin: New /York-northeastern dollars worth of goods for top- 


505 NORTH MICHIGAN AVE. 


CHICAGO, 


George D. Johnson, General Manager 


ILLINOIS 


The Home of the Chicago Press Club 


| Philadelphia 2.7% 


New Jersey 13.6%, Chicago 6.8%; 
Detroit 3.1%; Los Angeles 3%; 


e Vodka: Los ate 7.6%; New 
York-northeastern New Jersey 
6.8%; San Francisco-Oakland 
5.4%; Chicago 5.2%; Detroit 2.2%. 


s In addition to detailed figures 


drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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just 3 years after the first issue 


paid circulation... 
biggest in the oil industry 


... including 


31,569 
individual paid 


subscriptions 


Oil's Most Readable Magazine 


PETROLEUM 


MEN WHO READ 
BUSINESSPAPERS 
MEAN BUSINESS 


WEEKe 


A McGRAW-HILL PUBLICATION 
330 W. 42nd STREET, NEW YORK 36, N.Y. 


@ 


ALL PAID 
AUDITED 
CIRCULATION 


9.333 


MAGAZINE A 


*ABC FIGURES 


MAGAZINE A 
MAGAZINE B 
MAGAZINE B 
MAGAZINE C 
MAGAZINE C 
MAGAZINE D 
MAGAZINE D ; 
i ile MAGAZINE E 
inline és MAGAZINE F a 
6/30/55* 6/30/58* 
This was the paid- And here it is 
circulation picture today 


among petroleum 
magazines as of 


mid-1955 


oe Sek: a ol : < 2 ries ee Es : - = ie 4 fe iF y Su Ht ee Pais ee 
RG ee . oe eae aoe ae ry, . ; ie a - ; < Si: fs a 
‘ er : a sae Space per: RS ROE, ' ; = Saree see A cease seer eee Seen Toe 
+< 9 a i. Say Se as | lei, +3 2 RIS : ne aa ee ig ek te saa) 4 Tene : Betty ee Sioki, a Na aan are 2 tema Se vale laa 
: as Fi Pe Re ele. ~—. ons pipe e 
i esa eae te 
a , = ee ee 
Tae et um PA a 
a evi ea 
iy Ree %, ~ ee ie 
i ee ie a ki <a aes £ 
ee ure SE yea tei Ra ae a 
fi paper Tie | Cia Broce sok a coe 
7 t é, aoe ck oh © rhc Mere 
c ae UY ig Sgehennaae Fas 6 a a 
#uh =) Se ee ae OF 
Jabs ee ae ‘ss ea (3) 
am i. ee eats 
" : es a eae ig ce ete 
i = soe ee Og Peet ess Pai 
Pe ae Bard “Ee ee cae ee Pie 
a (ak are ele et ae 
: oe el ogee oe i oh 
ur o> ae ia Be - = A A ae 
5 Me 2 a ae va 
; aor arc Bt . 3 5 Fe Sahateee 
‘ % Por heme wg : i i og a GR ath 
= pe) MER pS ae a eS) ii 
ae eee oe, ee pee ek 
a] . as ea ta 
Fr es . ant i 
ses jee 
ie eg 
be as i 
bo ; fata 
tras 
is gee 
x Ce 
ne 12 lahat 
ane > os 
a im J Fa 
aa asa 
ee ; . ety 
Be : . o zh 
a. Rae 
an Be eco 
Se 
f oy aa , 
A 
Gay) are 
eon 
Se 
Pepe eee tg 
Pr ek ie 
a 
Jee oak 
: 4 <9 cs we 
é * 
} re 
, eye 
wi a ae 
Se. ees, 
frat E : 
PO ee cli. | 
a Seer 
ee ae: 
ag. eGatin 
Pe ty 
af an 
ia A aie 
ge ase 
iN FA rls ¥ 
ad gree 
“F ae et 
Ree ae oe 
ae oa 
== Se? 
a ey 
af vee 
=> Sere 
, ed eters 
: Shins hoes 
y ee ai 
ae cd 
: oN a 
He a 
tb eee 
ve ie 
- . abc all 
= poe 
fe bd 
Ex bi 
ie 4 
as as di 
wath Shae ite 
ioe a, ae 
ae ae ee 
ai pei ie 
ag Gee 
a core 
Me 
ae 
si Fe 
os q p Tee Opes 
2 ce 
7 Pe 
eas 
sey. ¥ 
aby a bs 
ae i : 
ae Ps 
“4 
ad A Fa 
Pan 
nad 
ae 
5 ones 
aT? 
£ ae 
a? 
eel 
; eo 
- 
om ate: ee 
“aK 2 oe 
“ety Pe 
ze — 
ees ee ay. 
4 eo 
ee 
ey. 
4 By 
a ae 
' , 
7 : : a t fe : \ “ oF 
ae ee eae ee : i 4 ake Pre Pe ee ern, ane Wel aay FO I as _ \ Hi ve wee ah ye ; a f 
i ee 4) 
. ae 


36 


New World Travelers Club 
Sets Up Pools tor Advertisers 
Paul Roberts, former president 
of Mutual Broadcasting System, 
has set up a new company called | 
World Travelers Club, with offices | 
at 655 Madison Ave., New York. 
Mr. Roberts’ club will exchange 
“time and space for goods and 
services.” Mr. Roberts said his 
new due bill type of advertising al- 
ready has been accepted by more. 
than 500 radio and 75 tv sta-| 
tions. 
World Travelers, he said, will | 
set up “two great pools, one of | 
time and space and the other of | 
goods and services,” ranging from | 
hotels and restaurants to luxury} 
gift items. The advertiser can | 
select the stations or publications | 
he wants from the pool whether) 
they are using his due bills and) 
goods or not; the stations and pub- | 
lications can select their choice of | 
items from the club’s directory | 
whether or not they are carrying 
the particular member’s advertis- 


i) MORE 


ADVERTISERS 


*Certainly 
ing sales records prove. 


gencies and studios, too, as grow- 


Filmotype is “the” means to a desirable 
end... profitable business-building! 
i's remarkably easy to produce highest 
quality repro proofs right from the 
imotype machiné. Actually invites your 
layout department to be as creative and 
eye-catching as desired. Whatever the 
Situation, Filmotype quickly sup “? the 
graphy and ncering called 
Sealy and readership go up . 
costs go down! See what we mean . 
have a Femayps demonstration in 
your own office . . . it’s an education. 


~~ es 
TeeUee 
i” 


* your 


het 


© Unlimited type sel 
iy liable for any app 
y ®@ Easy (ond fun) to operate . 
: on expert after brief Tenestten, 
F © Low cost “Poys-for-itself” plon mokes 
Ff Filmotype easy to own, 


USE THIS. COUPON Seeing the oy 
Operate deserves priority consideration if it’s 
quality and economy you're after. 
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|ing. Mr. Roberts said his company | 16. Priced at $50 per copy, the| Weinberg Advertising, as head of 


| would not compete with adver- | 
| tising handled by ad agencies, but | 
that it would supplement that 
budget. 


Chain Directory Issued 

A detailed listing of chain store 
organizations in the U. S.—cover- 
ing 4,657 chains operating a total 
of 90,179 stores—is now avail- 
able from Chain Store Business 
Guide Inc., an affiliate of Chain 


500-page 1959 directory is de- 
|signed for the use of realtors, 


| prope rty owners, banks, insurance 


|companies, investment organiza-| 
tions, advertising agencies and| 
utilities. 


Catalina Names Two 

In an expansion of its adver- 
tising department, Catalina Inc., 
Los Angeles, has appointed Bob 
Grossman, formerly a copywriter- 


advertising-promotion of its wom- 
en’s and children’s division. Clete 
Smith, who has been in Catalina’s 
ad department for two years, has 
been promoted to assistant for 
men’s advertising, reporting to L. 
J. Globus, director of advertising 
and sales promotion. 


Pepsi-Cola Boosts Two 
Frederick Fleishman Jr., former- 
ly advertising manager of Pepsi- 


named administrator of the mar- 
keting department, a new post. He 

is succeeded by John B. Bannon, 
formerly a market manager with ,; 
Pepsi-Cola Co. 


WKAB to Venard, Rintoul 

Venard, Rintoul & McConnell , 
has been appointed to represent | 
WKAB, Mobile, throughout the | 
country with the exception of the ' 
southeast territory, which will 
continue to be handled by Adam 


Store Age, 2 Park Ave., New York/account executive with Milton/ Cola 


International, 


has been! Young Inc. 
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In its July and August issues last year, Reader’s 
Digest published new facts on tar and nicotine in 
cigarette smoke. 


Overnight, a nation of smokers started to abandon 
a tradition of lifetime loyalty to certain “established” 
brands and to smoke the more efficient filter-tips 
— as determined by the Digest’s laboratory tests. 


One filter-tip cigarette rose from an “also-ran” to a 
leading sales position. As soon as the full effect was 
felt, the manufacturer doubled its sales and increased 


its earnings five times in this “filter-tip revolution.” 


Lessons from the revolution 


Businessmen know how long it usually takes to edu- 
cate people to accept new products or brands, how 


difficult it is to change customs and buying habits. But 
they also know that this problem can be licked, because 
of changes in public taste, improved communications 
through mass media and marketing efficiencies that 
have occurred since the war. 


Today, half the products bought in this country did 
not even exist 15 years ago. Everywhere you look you 
find new brands, new designs, new appeals winning 
new customers. Today more than ever, people seem 
willing to change their living or buying habits in search 
of something better. 

That was the atmosphere in which the Digest pub- 
lished the first two articles in July and August, 1957. 

—And one year later (see Reader’s Digest July, 
1958)—the tobacco industry itself was talking about 
one topic: the “filter-tip revolution” of 1957-58. Noth- 
ing like it has happened before in 50 years of cigarette 
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Edward Petry Names Two 


Martin Percival and Bob Lewis 

; have been appointed to the radio 
sales staff of Edward Petry & Co., 

New York, radio-tyv station rep- 
resentative. Mr. Percival formerly 

‘ ; was with the McGavren-Quinn 


Corp., and Bob Lewis previously 
was vp in charge of sales of Tele- 
vision. 


Matthews Joins ‘New Yorker’ 
e James V. Matthews, formerly 
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with The Saturday Review, has 
joined the Chicago advertising 
sales staff of The New Yorker, 
replacing Joseph Richards, who 
moves to the magazine’s New 
York office. 


Ramsay Joins Breithaupt 

William Ramsay has _ been 
named to the new post of market- 
ing director of Breithaupt, Milsom 
Ltd., Toronto agency. He previous- 
ly was research manager of Cock- 
field, Brown & Co., Toronto. 


‘59 Alcoa Push to 


‘Stress Metal’s Use 
in Missiles, Rockets 


PITTSBURGH, Sept. 16—Aluminum 
Co. of America soon will blast off 
a new campaign stressing the use 
of aluminum in rockets and mis- 
siles. r 

R. K. Gage, Alcoa’s advertising 
program supervisor, will direct the 
new program. He plans first inser- 


| tions in trade publications in jan- 
/uary, 1959. 

| The ads will underscore Alcoa’s 
|recent research breakthroughs in 
ideveloping high-temperature, 
high-strength alloys as well as al- 
| loys able to withstand exceedingly 
low temperatures, while maintain- 
ing strength. The latter are used 
to hold liquid oxygen. 

Mr. Gage said: “Lightweight 
aluminum can be extruded, cast, 
formed and welded into many com- 
plex shapes which require ma- 


nm ‘8°, Were SDrin~ 


Svat aRae 2: 


making! A nation of smokers is benefiting, because 
they can buy safer cigarettes...and these same im- 
proved cigarettes were rushed to the market much 
sooner because the public demanded it. 


In medicine and surgery, in highway safety, better 
schools, relations between men and women, and in 
national defense, the Digest has proved, time and 
again, that when it searches out and publishes the facts, 
the public takes action! 

In today’s competitive markets, with today’s increas- 
ing demand for better products, there are great new 
opportunities for manufacturers in the power of a few 
pages in print. The American public is alert, eager for 
better information and better living, wants straight 
facts on both. Many advertisers have found that people 
are particularly influenced when they find these facts 


in Reader’s Digest. 


Because people believe what they read in the Digest, 
they rely on the products and services advertised in it. 
And because Reader’s Digest is read by more people 
than any other publication in the world, its mass impact 
is reflected in significant changes in public opinion and 
public response. The same immediate, overwhelming 
response has been evidenced repeatedly to both its 
editorial and its advertising pages. 


People have faith in 


eader’s Digest 


Largest magazine circulation in U. S. 
Over 11,750,000 copies bought monthly 


37 
chining in heavier metals.” 


® The new campaign will be used 
in conjunction with a broader new 
Alcoa campaign, “Military Materi- 
al.” This includes advertising di- 
rected to the aviation industry and 
to ordnance interests. 

Fuller & Smith & Ross is the 
agency for all three programs. # 


New Book Discusses 
‘Television News Reporting’ 

“Television News Reporting,” 
by the staff of CBS News, has 
been published by McGraw-Hill 
Book Co., New York. The special 
techniques for news reporting on 
television, covering both the vis- 
ual and audio ends of the field, 
are described. The staff of CBS 
News takes the reader, step by 
step, through every phase of put- 
ting the show on the air. Entire 
news scripts are presented to 
demonstrate good and bad writ- 
ing, and a section is devoted to 
news promotion. Price of the 182- 
page book is $5.75. 


NEWYORK 
CONFIDENTIAL 


ON LOCATION 


Round-the-clock, 
millions are caught 
up in the current 
of the world’s 
crossroads! 


Lee Tracy and 
“New York's finest” 
find high adventure 
on the piers! 


A few narrow 
streets — financial 
fates decided! 


Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
market! 
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September Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


¢ Pages ee Lines | Pages a. a Lines x 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan. -Aug. dan. -Aug. Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. dan.-Sept. Jan.-Sept. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Weeklies, Bi-Weeklies, Semi-Monthlies (August) TV Star Parades... «2A Y= (908] «S358 Sere (So'S3e 
Commonweal ................ 12.2 13.3 078 se i i aa Bae <_<  - saepey 12.4 13.4 58.2 67.3 5,299 5,756 24,982 28,947 
Ey Aetdiieyraeat S aeat 66.5 662 5513 . 5 Secrets R : 
ES ene eae "238 294 2873 3135 9.156 12.348 122332 133,015 a ap chara $RS 25 207 902 1868 9.235 ae ee 
a SCCLe 2s cee eine. 22.1 19.7 188.6 200.2 22,134 19,741 188,577 200,163 *Daring Romances ........ 21.4 20.8 81.7 82.6 9,177 8,919 35,041 35.448 
i dB en's ays 181.9 255.2 2,108.8 2,726.0 123,710 173,565 1,433,999 1,853,681 a 216 208 164.5 158.5 9,262 8.921 69.550 68.018 
ep ce mi oats ses fae aes See me gems | "eerie oe 
 acet naa bce ae ig , ‘ 748. 128. . ’ ' . Ee Se 21.4 45.6 235.3 341. X i 
PP MEE sissies ovo 000s 235.4 257.5 2,636.2 2,677.9 100,987 110,448 1,130,923 1,148,810 ng, Be ee all rv ie Us.s38 
Presbyterian Life ........ ‘ 5.0 5.7 or 4 pe he a pd _ eee 15.8 17.3 120.0 149.9 6,772 7,428 51,499 64,287 
. YY j= a 6.2 8.2 . . . 5 ’ ’ T aa ‘ y ‘i . 
hile ee te 1610 2065 1,8423 2,143.0 109,467 140.430 1,252,736 1,457,249 —a ne a i ote 
Saturday Review ............ 43.2 47.6 593.4 542.4 18,142 19,997 249,264 227,823 TV-Radio Mirror .......... 10.2 13.8 98.4 126.6 4,383 5,910 42.211 54,306 
t¢Sports Illustrated ....... 66.6 58.2 815.1 701.7 28,578 24,978 349,594 300,877 | —— =— ——— sia, we a ee 
a aa 200 40278 «= 219.4 s«2350 «= 2745S «(30,120 238 046 254939 | Total Group ............. . 4249 4730 32466 39777 182228 202923 437,180 1,706,913 
. ing NewS ......00005- . aa 6 1 1 786.1 2116.0 59.392 76 497 750.169 888.758 NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried 
EE, eee eeeeereerrerees ty 33.5 304.4 "338.2 4.393 6.093 55.424 61548 by the group as a whole PLUS additional advertising carried by each individual publication. § No January 1958 issue. 
U.S. News & World Report .. 157.6 2415 16016 2,046.4 66,183 101450 672,670 859,486 =| | Re May, July ond September 1085 lseues. $ Published bi-monthly; alternates with Silver Screen, © Published bi- 
Total Group ............. 14034 17636 15.8274 181394 724141 911,262 8,123,060 9,401,713 | ‘y : 
§ Five issues in August 1958; four issues in August 1957. ¢ Two issues in August 1958; one issue in August 1957. + Started § 
in February 1958, figures include full national advertising but regional advertising is prorated, based on circulation; | Business (September) 
S567 fours tentade replonal tising in full. Dun’s Review & Modern Industry 86.8 83.9 666.2 705.7 36,456 35,239 279,806 296,376 
adver FEUD socccecsesecesceeas 155.0 192.7 1,358.7 1,615.0 97,960 121,818 858,730 1,020,680 
on aie Nation's Business ............ 49.5 56.2 377.6 463.7 20,809 24,146 161,542 199,036 z 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. | Total Group .............. 2913 3328 2.4025 2,7844 155.225 181,203 1,300,078 1,516,092 ; 
1958 1957 1958 1957 1958 1957 1958 1957 § Because current month linage figures for several publications are not yet available this group is broken into a 
| September section and an August section. 
Women's : 
§Bride & Home ............- —_ — 155.1 137.7 98,048 87,151 | Aug. Aug. = -Aug. Jan Aug. - Aug Aug. on™ “A dan.-A . 
SBride’s Magazine .......... — «ss ———s”——S27.1 539.1 333,128 = 340,711 1958 1957 1958 1957 1958 1957 19581957 
tEverywoman's Family Circle . 35.5 43.2 324.2 395.7 15,230 18,533 139,082 169,756 
Good Housekeeping .......... 104.6 1428 893.6 1,073.3 44,853 61,247 383,361 460,463 
Ladies’ Home Journal ........ 813 102.2 731.2 916.3 55,283 69,465 497,233 623,094 Business (August) 
Ss cob check ade de 59.9 75.6 564.4 738.8 40,738 51,408 383,839 502,450 aaa 52.5 64.6 525.6 628.5 34,458 42,394 344,820 412,320 
Medern Bride .............. —-<_— 4936 468.1 274,054 295,239 Business Week .............. 285.2 436.9 2,861.4 4,000.0 119,792 183,494 1,201,805 1,680,004 
Parents’ Magazine .......... 77.5 56 498.7 552.6 33,392 36,829 214,613 237,914 | Financial World ............. 29.5 34.8 337.8 460.1 12,398 14,625 141,885 193,271 
SN TEs. i. is sins bob s8 00 147 181.2 soa.s 1,068.5 98,384 102,546 o6an 7a6.5e8 fs peheeeagen sare 33.3 59.0 402.6 543.5 13,976 24,746 169,119 228,187 
Ween FOMMY +--+. +- +++ e ' , ae. Seep S 5953 @lo74 56322 180028 205259 857.629 2513.78 
Woman's Day ......... "33a 370) 2625 313.9) 14,346) 5.891 12,608 |= :134,673 yay EE a 
The Workbasket ............ 50.4 45.1 317.0 334.2 9,896 8,848 62,149 65,510 . . ae 
Pa a enatinan PR tran oom | jousands 
Total Group ...... ... 6073 G84 58546 61775 320503 371,652 3238479 3,718 431° Magazine Linage Trend - 
§ Published quarterly in January, April, July and October; cumulative figures shown are for Jan.-Sept. ¢ Formed by merg- 
, er in June of Everywoman’s Magazine and Family Circle Magazine. ¢ Includes Shopping Scout Section linage. 
5 WEEKLIES GENERAL 
General . 1958 1958 
American Artist ..... ake 30.1 36.4 212.4 217.3 12,640 15,278 89,204 91,208 AUG. 
American Forests ........... 13.7 185 1420 1438 5,754 7,700 59,654 60,410 | L724 SEPT. | 768 } 
American Legion ........ 13.1 15.4 112.1 136.3 5,510 6,478 47,102 57,275 
EG ti dbtiaktsiesossys 609 616 5379 Sé88 17897 18081 158001 61295 | | JULY] 735 | AUG. 
ME ssc Fr obis ness c09 23.4 258 192.1 177.2 10,054 += 11,074 82,401 76,026 1957 1957 
Mic keineso 30.9 32.7 2616 271.4 12,991 13,734 109,897 113,991 
Guillen Hered ......-....- 541 589 3096 3348 23.242 25,289 133,027 144677 | «8 ence: sepr. Bak 
OR os CAS v0.0 esas ¢ 13.3 12.0 76.4 60.2 5,565 5,039 32,092 25,304 | 
sas thine bE vue cand 33.5 32.0 338.5 324.0 6,030 5.760 60,930 58,320 
Cosmopolitan ........... 13.7 23.2 169.9 210.3 5,861 9,968 72,892 90,207 | 
Ge ses kxco vies 622 616 591.9 573.6 42,362 41,919 402,549 390,063 | WOMEN’S BUSINESS FASHION 
Elks Magazine ......... 12.7 15.1 106.1 114.4 5,456 6,491 45,606 48,960 | 1958 1958 1958 
NT, cs kar sevebea 64.7 63.6 517.2 538.8 43,341 43,268 351,420 366,121 
I oss csletsesine ries 163 180 1494 1466 11240 12404 102.845 «100,875 | ‘| SEPT. AUG. SEPT. 
ST TE. 5 dunt cokuiiads 39.4 47.3 3869 392.1 16,548 19,866 162,498 164,682 
WEE <i ce tnsabtaiexe 246 285 2435 237.3 10,533 12,213 104,449 101,743 | zz ULY [165 _ | .[275] 
Grade Teacher .........2.+. 53.7 53.8 248.1 265.3 23,646 23,713 109,417 117,008 AUG. | 273 J AUG 
Harper's Magazine ....... S 32.2 36.3 247.1 281.6 13,533 15,252 103,798 118,304 1957 1957 1957 
Hi Fi & Music Review ........ 49.0 ee 294.6 — 20,580 123,732 | 
High Fidelity ............ +. 791 29 5941 Ga30 33222 saeis 289522 oom | SEPT. EZ 8 | auc. Bo SEPT. Ak 
RES aa 57.6 65.7 752.9 773.9 39,153 44,692 512,000 526,276 | 
AE che Weg PECa los Cans 29.4 203 233.1 181.5 12,344 8,533 97,118 76,293 
Improvement Era ............ 29.5 25.2 218.7 218.6 12,383 10,570 91,846 91,816 ~ Pages ee tom 
Instructor .......... eae 62.5 59.3 242.0 236.7 42,753 40,607 165,574 161,924 Sept. Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept.  Jan.-Sept. 
4 96.1 87.5 1,222.5 1,217.0 56,473 51,475 718,943 715,397 1958 1957 1958 1957 1958 1957 1958 1957 
ong 12.2 12.6 149.7 114.9 4,096 5,266 61,604 48,036 
Motor Trend ......... Aes 16.7 19.0 197.6 176.8 7,035 7,973 81,613 74,235 Youth 
National Geographic ... 28.5 30.8 346.1 380.8 6,783 7,319 81,960 90,612 
CN uddiiscancd<scasne « 14.7 10.7 105.0 90.4 6,190 4,488 43,603 37,997 American Girl .............. 36.6 37.5 238.9 255.4 15,696 16,073 102,487 109,584 
tPopular Boating ...... a 53.3 18.9 532.6 277.2 31,340 11,113 = 312,720 162,973 2 ee 31.9 29.4 238.7 252.2 21,719 20,004 162,304 171,498 
Popular Photography ........ 66.7 86.1 677.7 737.1 28,014 36,162 284,667 309,582 ES ee 0.3 1.3 11.6 9.2 109 557 4,960 3,967 
NR aE D5 19.8 23.1 149.6 179.1 8,494 9,928 64,187 76,894 tScholastic Magazines ........ 44.3 44.0 263.6 260.4 18,610 18,483 110,702 109,352 
Reader’s Digest ............ 47.0 42.0 4225 401.0 8,554 7,644 76,895 72,982 Scholastic Roto ............ — 34.8 36.2 30,403 31,763 
GNMORE cc cccccccccscceces 24.3 27.4 279.4 260.9 10,432 11,734 119,879 111,932 EE Tee 113.1 112.2 787.6 813.4 56,134 55,117 410,856 426,164 
ES Seleacda ba 0 6.4.35 ae 5.5 3.9 67.8 $1.5 2,322 1,639 28,504 34,257 + Not published in June, July and August. { Not published in September; cumulative figures shown are for January 
Sports Cars Illustrated ....... 245 176 219.0 1528 10,290 7,392 91,980 64,176 through May. 
Today's Health .............. 28.9 27.8 2081 186.2 12,421 11,932 89,334 79,239 . 
SE eters est tcs ... « 15.0 126 85.0 83.3 6,449 5,426 36,638 35,253 ; 
Town & Country ............ 95.5 109.2 544.2 527.2 60,483 69,016 344,029 333,205 Mechanics & Science 
ee 23.5 26.4 244.1 261.1 10,069 11,318 104,710 112,023 Mechanix Illustrated evccccce 58.5 58.9 585.0 597.5 13,106 13,195 131,046 133,832 
GU Eile cco csccvccess 1129 85.5 1,077.0 1,039.6 66,385 50,274 633,276 ~—_—~6:11,285 — = btteeeeees by Bo 4 as ‘ a. y= ae jrpoed oa 
nnn crmnes Se ee Soaeee lee le, Kae Cee CRED Popular Science ............ 1139 1295 900.0 970.8 25517 29,008 201,601 217.463 
t January issue was a show issue; September-October 1957 issue was combined. Science & Mechanics ........ 87.7. 90.7 433.8 432.7 19,647 20,325 97,163 96,701 
re 430.4 452.5 3,407.9 3,534.6 96,408 101,376 763,636 791,500 
Home + Published bi-monthly; figures shown are for combined September-October issue. 
American Home ............ 48.2 64.0 431.7 559.1 30,471 40,452 272,891 353,342 
Better Womes & Gardens ...... 88.0 109.0 809.0 1,101.0 55,340 68,942 511,416 695,777 Outdoor & Sport 
jower & Garden ............ 33.4 24.6 238.6 166.2 14,022 10,319 100,185 69,819 ; : 
Flower Grower .............. 38.2 423 4445 445.7 16.077 17,749 186,687 187,137 pp eo exepe tes ae of as oany 50998 30.328 o7a'900 ont 
House & Garden ............ 64.6 87.3 509.7 598.1 40,844 55,172 322,140 377,983 cain... ’ . i i x ‘ f . 
SPINE occ acc css. 20.4 21.3 165.0 164.7 8,737 9,118 70,767 70,625 
House Beautiful ............ 90.8 107.9 778.4 840.7 57,377 68,192 491,962 531,327 Guns 28.0 32.8 212.6 232.2 12,012 13,963 91,205 99.524 
eS eee ae 18.7 31.3 193.0 334.5 7,987 13,412 82,808 143,505 cased... ........... 6 ‘ i : ’ , " 1 ’ 
he MIN as i cswm bees < 66.9 68.3 592.7 633.4 28,702 29,316 254,257. 271,737 : 
Living for Young Homemakers . . 108.6 84.6 517.7 576.9 68,655 53,490 327,143 364,580 Sports Afield 56.2 56.4 527.0 540.0 24,092 24,164 226,086 231,639 4 
Popular Gardening .......... ee | 86SS 6 6S ISSCC Cl SCS 3077167? «e203 «CTL «CGD «SES : : 
Sunset Magazine a RSS a 102.3 112.2 980.5 1,087.7 42,998 46,932 412,011 461,037 Total Group Sosovoesvcsece 307.7 316.7 ,620.3 2,671.0 ,940 135,699 1,124,079 1,147,032 } 
okey ose 630.4 701.7 52993 349,581 389,816 2,873,635 3,354,077 s 5 gs i 
otal Group 630.4 701.7 5.2993 61136 349581 389,816 2,873,635 3,354,077 Detective & Fiction 
Fashion SES ogee eae 14.9 10.8. 123.5 108.9 6,411 4,638 53,001 46,725 
Oe 135.7 1832 670.5 8789 58,226 78,606 287,650 377,095 aaa ae oe SR RE hy 
UE oi Sisvaseesterae. + 133.9 140.2 700.2 837.4 57,444 60,127 300,364 © 359,255 sy ae" - a. a a — 
Harper's Bazaar... 175.0 2115 8030 8813 110647 133700 5071533 557.040 i 32.7 29.6 300.1 260.9 12.310 10,618 105,313 100,943 , 
Mademoiselle ............... 92.3 1159 8111 903.6 39,586 49,704 347,956 387,610 " 
Ce citar... <n 287.0 302.5 1,199.7 1,340.8 181405 191.202 758,232 _847,353 Newspaper Sections (I) 
Total Group ............., 8235 9533 FIGS 48420 447,308 515,339 2201735 2528,355 a ees won Saaiiy avtugepee) 
+The American Weekly ........ 31.3 66.8 527.4 544.0 26,574 56,809 448,280 462,407 4 
Movie-Romance-Radio a... «2 os as at wae Gan See trm 
at Bedere Group: i ie , ¢This Week Magazine ........ 809 969 737.1 757.3 68,791 82,340 626,559 643,679 
odern Romances ........ ’ : 277. 10,961 14,364 97,419 118,874 hr re 229.6 283.3 2,381.1 2.3139 195,162 240,869 2,024,028 1,966,917 
a aoe Séa's ales sicten’ 4 ey ay nad oe 7 on pay + Four issues in September 1958; five issues in September 1957. 
Fawcett Women’s "Group: OR } ; ¢ ; ; : ; Pages NT ee Lines ~ 
Motion Picture ............ 14.9 21.8 125.1 157.1 6,408 9,364 53,687 67,394 Aug. Auy. dan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug.  Jan.-Aug. 
True Confessions .......... 23.0 30.8 1788 2248 9.875 13,200 76,697 96,452 1958 1957 1958 1957 1958 1957 1958 1957 
nna Romans Grow THY 24.1 14 83.2 13.1 10,354 605 35,400 5,756 
iliman Women's Group .... — —- 1L8 161.4 50,673 69,379 i 
gy ~ y+ De 223 130 1401 142.8 9,561 5,580 60,093 61,217 Os at caw ates ot oa 
Movie Life ......... : ; ; : . 223 19.3 163.3 180.2 91546 8.297 70,081 77.283 t#Chicago Tribune Magazine oe 130.9 118.5 1,201.9 1,061.2 111,244 100,707 1,021,647 901,994 
ais 22.3 193 1632 1778 9,546 8,297 70,011 76,322 (Continued on Page 40) 
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MORE PROOF 
THAT THE TRIB MOVES 
THE BIG WHEEL FAMILIES|!... 


The new Herald Tribune Home Study on Long Island shows that 63°; of TRIB families 
have incomes in excess of $7000 a year... almost 30°/ exceed $10,000... 
and over 10°; are in the $15,000-plus bracket! These are the quality 
pe ; i NEW YORK 
families that buy quantity ...the families with more wants... 


more able and willing to buy. They’re the big reason why the TRIB gives Herald Trib une 


you more results per advertising dollar! Get all the details... 
" . TODAY'S WITAL NEWSPAPER! 


get the top of the New York Market... get in the TRIB! 230 West 41st Street, New York 36, N. Y. 


e A European Edition of the Herald Tribune is published daily in Paris 
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Advertising Age, September 22, 1958 
r Pages 7 Lines <a, - Lines 
Aug. Aug. dan.-Aug. Jan.-Aug Aug. Aug. dan.-Aug dan.-Aug. | Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept dan.-Sept. Jan.-Sept. 
1958 1957 1958 1957 1958 1957 1958 1957. | 1958 1957 1958 1957 1957 
First 3 Markets Group ...... 32.6 37.0 407.1 391.9 27,710 31,408 346,035 333,115 | i 
tNew York Times Magazine . 237.4 218.9 1,821.7 1,721.6 201,802 186,053 1548-473 1,463,335 | pears Duet | Se ee. ae ne. 
Pe ee 2700 255 22288 2135 MWS5i2 217461 189s508 1,496,450 Arabi 
; ; “ye / . ae oe 1896, MET cusses ds se 40.0 36.0 304.0 304.0 6,560 5,904 49,856 49,856 
id pes oe in totals as it is a member of the First 3 Markets Group. ¢ Five issues in August 1958; four issues ee en nii'eds 73.0 49.5 475.0 4450 13,286 9,009 86,450 80,890 
upust : AE ic cc incssances 94.0 56.0 522.0 476.0 17,108 10,192 95,004 86,632 
ran sates EE abt cs +. acbes 73.5 48.5 548.8 425.5 13,377 8,827 99,872 77,441 
¥ I p “es i: mr, Ms cade on ckas bends 32.5 36.0 294.0 311.0 5,688 6,300 51,450 54,425 
— = ~~ — i — git Sonneries 880 715 6045 5820 16,368 13,299 112437 108.252 
OID boca cccccsicunc 71.5 91.5 554.5 631.5 13,013 16,653 100,919 114,933 
TN rs 04 ndeieih 51.0 41.0 406.3 402.3 8,670 6,970 69,062 68,383 
Comics Magazines arena iit an Cs =a te 53,508 
American Comics Group ...... 7.0 7.0 63.0 63.0 2,646 2,646 23,814 23,814 RR np kai 21.0 18.0 165.0 140.0 3,906 3,348 30,690 26,040 
tArchie Comic Group ........ 7.0 8.5 35.0 37.3 2,646 3,213 13,230 14,099 oe ns soy 99.5 84.0 867.0 803.5 17,413 14,700 151,726 140,613 
tHarvey Comics Group ........ 9.0 8.0 42.6 45.3 3,402 3,024 16,128 17,105 French Swiss ............. 32.0 24.0 224.0 198.0 5, 4,200 . 34,650 
National Comics Group Sais dacs o Se scewren 185.0 90.0 909.0 717.0 33,670 16,380 165,438 130,676 

Ts cn scence) o> 6.3 8.0 45.7 56.1 2,382 3,024 17,112 21.366 German Swiss ............ 43.0 30.0 248.0 228.0 7,826 5,460 45,136 41,496 

ERRORS 73 8.5 48.7 61.1 2,760 3,213 18,423 23,126 Iberian . 54.0 53.0 609.0 606.0 9,828 9,646 110,838 110,747 

Total Group .............. 6 866) }6=60O 2628 = 13.836 = 15,120) 707s, | «= sIndiam_~...... + a a > — 
t Published bi-monthly; figures shown are for combined September-October issue. Italia... eee cece eee e es 82.0 78.0 7095 95 14104 13,416 122,034 120,314 

WEE shinee. Seckntbas 38.0 34.5 333.0 344.0 6,384 5,796 55,944 57,792 

RS 68.0 55.5 470.0 422.0 12,376 10,101 85,540 76,804 
Canadian National Weekend Newspapers (Rotogravure Linage) ao “a0.60(500 08300 SOLO 8 008 9/100 69.706 54'782 
OE ONS ee eee 70.5 84.8 509.3 561.1 63,483 84,775 458,378 561,096 New Zealand .............. 27.5 35.5 278.0 281.5 5,005 6,461 50,596 51,233 
vases ocnb paves 72.8 60.0 541.1 515.6 66,551 59,813 488,086 515,698 Norwegian ............... 44.0 42.0 332.8 328.5 7,480 7,140 56,568 55,845 
Star Weekly ...... 110.6 97.9 771.6 699.5 96.809 85,682 675,241 612,101 Portuguese ............ 97.5 84.0 709.5 661.5 17,063 14,700 124,163 115,763 
Weekend Magazine ........... 131.4 127.0 895.9 903.9 128,127 123,864 873,553 881,347 Southern African .......... 93.0 96.0 714.0 738.5 16,647 17,184 127,806 132,192 

Total Group .............. 3853 369.7 26279 26801 354970 354134 2504258 2570242 Southern Hemisphere ....... 30.0 38.0 254.5 284.0 5,460 6,916 46,319 51,688 
t Changed from a 900-line page to a 1,000-line page in January 1958. { Four issues in September 1958 and five SR ot eG eels ba dette oy 39.5 35.5 347.0 286.0 7,347 6,603 64,542 53,196 
issues in September 1957. Total Group .............. 1688.1 1,425.0 12,7963 113,827.6 315.696 268,190 2,393,961 2,212,404 

§ Because current month linage figures for several publications are not yet awailable this group is broken into a September 

Canadian section and an August section. + Four issues in September 1958; five issues in September 1957. ¢ Commenced publication 
Canadian Homes & Gardens .... 54.0 60.5 356.5 386.2 36,729 41,152 242,397 262,632 | with the Ooctober 1957 issue. 
RS cues cade vc 67.7 51.0 323.5 349.7 46,062 34,670 220,001 237.815 
Liberty ....... 24.2 29.6 252.4 282.5 10,425 11,514 106,815 119,997 , Pages , ro Lines = 
Maclean's ..... 89.5 130.9 661.0 819.4 60,887 89,000 449,482 557,173 Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. 
ee 34.9 54.6 265.1 302.2 23,054 36,937 179,660 205,148 1958 1957 1958 1957 1958 1957 1958 1957 
Reader's Digest: 

English Edition 89.3 91.8 734.3 696.5 16,244 16,689 133,634 126,763 

French Edition ..... 48 938 7675 7295 17245 17063 139686 132.769 | Foreign (August) 
Revue Moderne .............. 20.8 25.6 166.3 204.0 14,165 17,423 113,068 138,752 | Life International: 
Revue Populaire . 14.4 21.7 130.8 168.0 10,107 15,213 91,718 117,752 English Edition ........... 72.1 67.0 549.7 532.6 49,045 45,560 373,915 362,270 
PSamedi 00.0... esc e cence 11.9 26.6 121.8 232.2 8,314 18,608 85,257 162,630 Spanish Edition ........... 49.1 67.0 442.7 518.2 33,405 45,560 301,155 352,410 
Saturday Night ............ 30.1 22.2 278.1 208.1 9,681 9,317 113,913 87,509 | §Monthly Economic Review .... 2.0 3.7 21.3 34.1 2,194 4,079 22,905 36,690 
#Time-Canadian ............ 1041 1148 1,056.7 1,199.9 44,030 48,160 443,765 503,895 | w k: 

oO ee 5015 586.1 3.7702 “41702 243,232 208269 i1761.718 2,061,431 European Edition .......... 57.4 48.6 514.9 496.0 24,108 20,405 216,258 208,320 
§ The Canadian Home Journal has merged with Chatelaine. Merger becomes effective with the September 1958 issue. Canadian Pactfie Edition ............ 63.5 63.0 486.0 522.3 26,670 26,460 204,120 219,380 
Home Journal ceased to publish as a separate magazine with the June 1958 issue. ¢ Effective February 1, 1958 Samedi | Semana .................... 31.8 42.8 282.8 365.7 13,370 17,990 118,790 153,580 
carries advertising in two of its four issues; two issues in September 1958 and four issues in September 1957. 4 Not Time International: 
included in totals as figures for the September issues were unavailabe as this issue went to press and August figures are shown. Time-Atiantic ............ 86.0 96.3 815.8 836.1 36,120 40,425 342,580 351,470 

Time-Latin American ....... 95.1 104.3 797.1 823.2 40,250 43,785 335,125 345,730 

‘Foreign (September) _ ae 73.3 78.9 617.4 660.1 30,765 33,075 259,280 277,585 
Vision: 

Joe ny SEAS bette eeeees 13.70 6158 8645 = 107.2 13,188 = (13,230 96,124 90,006 | *"tvisae (Portuguese) ....... 186.1 165.0 1,120.3 9045 78,190 69,300 470,540 379,890 

: i SEA ssacwen 4. 3 j 18. 10,220 9,380 50,400 49,560 

Popular Mekanik (Danish) .. 13.0 8.5 73.5 62.8 2.912 1,904 16,464 14,063 Span Esition ae Ac s28 a8 5702 315.0 38.88 38,570 239,505 215,460 

Mecanique Populaire (French) 21.8 24.5 239.8 225.5 4,883 5,488 53,715 50,512 33.3 850.7 63382 5023.8 383.222 304.589 934.573 3952.345 

Populare Mechanik (German) 5.5 21 41.4 16.6 1,232 476 9,274 3,728 | Total Group .............. . 338. 1023. , — ewe wah 

Mecanica Popular (Spanish) . 21.1 25.6 244.2 254.9 4,732 5,725 54,712 57,219 § Published by the European Edition of the New York Herald Tribune. ¢ Became a weekly with the July 5, 1957 issue. 


Tel-A-Sign Boosts Kribs | 
Russell S. Kribs has been named | 


to the new post of vp of marketing | @irector of sales for the past two | creative director. Mr. Cormier and 
| years. The new marketing depart-|his wife developed the panel 


of Tel-A-Sign, Chicago, maker of 


NEW ENGLAND 


QUIPMENT DEALER 


“Inter-Locked" Market for 
HEATING © AIR CONDITIONING 
LP-GAS EQUIPMENT © APPLIANCES 
See SRDS or write Needham 92, Mass. 


illuminated plastic advertising| geles, has joined Edward S. Kel-| 


Pan American 


signs. Mr. Kribs has been vp and/logg Co., Los Angeles agency, as| 


ment will be responsible for sales 
planning and management, new 
product development, advertising, 
public relations and sales promo- 
tion. 


Cormier Joins Kellogg 

Ray Cormier, formerly sales di- 
rector of the Continuing Consum- 
er Panel of Research, Los An- 


| 

in 
connection with food sponsors on 
KTLA, Los Angeles. Mrs. Cormier 
will continue to operate the panel. 


Fun Bilt Toys Names Agency 


Fun Bilt Toys Inc., Los Angeles, | 


has appointed Killingsworth- 
| Moreland, Los Angeles, to handle 
\its advertising. A tv campaign is 
scheduled to begin in October. 


eereeereeeeeoeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeeeeene 


: “You’re still my friend, aren’t you, Brutus?” 


eee eee wee wwe ewe rere eee reer eereeeee 


10 
ANSWERS 


if Julius had really known th 
might have been less unfort 


e facts, those Ides of March 
unate for him. It is a hap- 


pier thought that in today’s keenly competitive business 
of broadcast advertising you can keep your eye on every- 
thing new by reading BROADCASTING. It’s THE most 


complete round-up of TV-and-radio developments. At a 
get-acquainted $1.75, you can receive the next 26 
decision-easing issues — and be wiser than a senateful 
of soothsayers because of them. 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 


Opens Newspaper 


Phase of Jet Drive 


New York, Sept. 19—The news- 
paper end of a $2,500,000 all-media 
advertising campaign for Pan 
American World Airways’ new 
Boeing Jet Clipper service was 


dailies in major metropolitan mar- 

kets. The dailies’ portion of the 

drive is budgeted at $500,000. 
Billed as the “largest and most 


| the history of air transport,” the 
|jet campaign was kicked off in 
magazines in July (AA, July 21). 

Headlined “Fastest by far to 
Europe,” the newspaper ads offer 
a coupon which—when attached to 
$150—reserves a seat on the air- 
line’s new transatlantic flights, to 
begin service Oct. 26. 

The newspaper copy follows the 
same theme as the magazine ads, 
stressing speed advantages of 
“pure jets’ over rival turbo-prop 
/and piston-powered aircraft. The 
service will be boosted on televi- 
‘sion on “Meet the Press” (NBC- 
|TV), sponsored by Pan American, 
beginning Oct. 4. 

J. Walter Thompson Co. is the 
| agency. + 


WIJRT Names Campbell-Ewald 

Campbell-Ewald Co., Detroit, has 
been awarded the advertising con- 
tract for WJRT, a new 316,000 
watt tv station in Flint, Mich., 
which will begin broadcasting 
about Oct. 15. WJRT will be a 
primary affiliate of American 
| Broadcasting Co., and will serve 
the metropolitan areas of Flint, 
Lansing, Saginaw and Bay City, 
Mich. 


Maitland Names Elliott 

Vie Maitland & Associates, 
Pittsburgh agency, has appointed 
Jack R. Elliott to its radio and tv 
department. Mr. Elliott formerly 
was promotion and advertising 
manager of KTSM, El Paso, Tex. 


launched this week in page, half-| 
page and fractional units in 55} 


concentrated single promotion in| 


| Canadian Bonds Promoted 
Advertising and publicity in 
| connection with the Canadian gov- 
}ernment’s $6.4 billion bond con- 
|version loan are costing an esti- 
mated $1,500,000, or 1/40 of 1% 
| of the amount being converted. 
| 
Hill Appoints Hutzler 

Hill Organization, Richmond, 
Ind., grower of roses and other cut 
flowers, has named Hutzler & As- 
sociates, Dayton, to handle its ad- 
vertising, publicity and public re- 
lations. 


Hatch Family Buys KMON 

George C. and Wilda Jean 
Hatch of Salt Lake City have pur- 
chased KMON, Great Falls, Mont., 
radio station, from the Great Falls 
Tribune-Montana Farmer Stock- 
man. 


no Job too small 


Warwick TYPOGRAPHERS 
920 WASHINGTON * ST. LOUIS 1, MO. 
Serving Clients in 43 States 


inspire interest 


Warwick TYPOGRAPHERS 
920 WASHINGTON © ST. LOUIS 1, MO. 
Serving Clients in 43 States 


WARWICK TYPOGRAPHERS 
920 WASHINGTON ®@ ST. LOUIS 1, MO. 
Serving Clients in 43 States 


‘Handy ‘next-door’ 
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outdoor sells 
ower-X Gasoline 


for Sinc 


SINC LAR 


James J. Delaney 


Advertising Manager 
Sinclair Refining Company, says: 


fs RY Outdoor Advertising } 


Poster designed by Morey, Humm & Warwick, Inc. 


“Outdoor Advertising communicates directly with our customers 
and prospects—the motorists of America—and permits us to spot 
our advertising in specific markets in 36 states where 
independent Sinclair dealer stations are located. We are using 
Outdoor Advertising again this year, not only to reach consumers 
with our Power-X Gasoline product message, but also 

to dramatize to Sinclair retail marketers the advertising support 
Sinclair is giving their own sales efforts.” 


8 out of 10 people remember OUTDOOR Advertising!” 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. @) A J § 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 


DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
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Department Store Sales... 


Sales Rise 4% in Sept. 13 Week 


WASHINGTON, Sept. 18—Depart-, 
ment store sales in the week end-| 
ing Sept. 13 rose 4% over sales for | 
the similar week of 1957, the Fed- 
eral Reserve Board reported today. 

For the four weeks to that date 
sales rose 3% and for the year to 
that date sales were 1% behind. 


# Of the 12 FRB districts, three 
reported losses: Minneapolis, 5%; 
Kansas City, 3%, and Dallas, 1%. 
Chicago reported no change. The 
remaining districts reported gains: 
Boston, 12%; New York, 8%; Phil- 
adelphia, 1%: Cleveland, 1%; 
Richmond, 14%; Atlanta, 5%; St. 
Louis, 1%, ond San Francisco, 
4%. 

A detailed breakdown of the 
sales for the districts will be avail- 
able next week. Meanwhile, sales 
for the previous two weeks broke 
down as follows: 


% Change from ‘57 

Week Ending 

Federal Reserve Aug. Sept. 
District, Area, and City 30 


UNITED STATES 2.000.000.0000... 
Bosten District ........................ 
Metropolitan Areas 

Boston 
Downtown Boston ............ 
Suburban Boston ............. 32 

Cambridge 


City 
Springfield 

New York District ................ 
Metropolitan Areas 
Buffalo .......... 
New York-N.E. 
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Philadelphia ........ccccceccsersesee os 
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Scranton 

Wilkes-Barre—Hazleton .. 
Cleveland District .................... 

Metropolitan Areas 


bi +++ 
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Cincinnati 
Cleveland 
Downtown Cleveland .... 
IED sicnscteerecdetentincinscocecese 
Springfield 
Youngstown ..... 
Erie 
Pittsburgh 
Downtown Pittsburgh ... + 
Wheeling-Steubenville ... — 
Richmond District 
Metropolitan Areas 
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Downtown Washington .. r+ 
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Top-drawer advertisers 
are buying WGN 


You're in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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Downtown Ba +1 
Richmond n + 6 
Atlanta District +? 
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Oklahoma City ....cccccsse0 pC: el 
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Department Store |i 
0 6 a ° —3 
Dallas District ...........-...00 + 3 +2 
z | Metropolitan Areas 
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| +9 +7 
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San Francisco District .......... +2 +2 
Metropolitan Areas 
Los Angeles-Long Beach + 3 0 
Week Ended oe 4% Downtown Los Angeles .. — 2 —7 
‘ Westside Los Angeles ... + 3 —4 
Sep t. 13, “58 Sacramento +4 +3 
San Diego +4 2 
J 1 58 San Francisco-Oakland ... — 4 0 
an. I, to San Francisco City ........ —3 0 
Oakland .... . —20 —13 
Sept. 13, ‘58 =-1% Portland ... +4 +9 
Salt Lake —4 —7 
Seattle . +8 +7 
nett Spokane —3 +6 
CO eae —3 +9 
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Duluth-Superior .................. 0 —2 
| Kansas City District... +10 42 Southern Cal. Volkswagen 
— Areas Dealers Set Fall Drive 
Topeka Sis 5. 23 age Yi : z 6| The Volkswagen Dealers of 
AR REE r—3 —10|Southern California, whose terri- 
eon +10 +2\tory includes Arizona and Las 
Lineoin ei shine A. = Vegas, have launched a fall adver- 
Albuquerque... +18 *| tising campaign which puts heavy 


emphasis on major sports telecasts 
and radio broadcasts, in addition 
to a continuing newspaper cam- 
paign. Football telecasts on KNXT, 
Los Angeles, will include all Los 
Angeles Rams road games, plus 
three additional National Football 
League games. Radio sportscasts 
will include 10 University of Ari- 
zona football games on a five-sta- 
tion Arizona hook-up. 

Newspaper schedules are run- 
ning in 11 California dailies, five 
Arizona dailies and the Las Vegas 
Sun. Volkswagen advertising, 
through Compton Advertising, 
is under direction of Thomas R. 
Santacroce, vp on the West Coast, 
and Waldo H. Hunt, Los Angeles 
vp. 


North Names Three 


Armella Selsor, formerly media 
supervisor, has been named as- 
sistant media director of North 
Advertising, Chicago. At the same 
time, Elaine Pappas was named 
media buyer and Barbara Swe- 
deen, assistant media buyer. 


NEW YORK 
250 Park Avenue 
Yukon 6-7900 


ATLANTA 
Glenn Bidg. 
Murray 8-5667 


spot 


Dedition 


ARD. = 


» Woop’ es: 
¢ GRIFFIN: W ; Since 1932 


Represe aesct 


ETERS, GRIFELN, 
R A 


So 


CHICAGO DETROIT 
Prudential Plaza Penobscot Bidg. 
Franklin 2-6373 Woodward 1-4255 
DALLAS FT. WORTH 
335 Merchandise Mart 406 W. Seventh St. 
Riverside 7-2398 Edison 6-3349 


T 


HOLLYWOOD 
1750 N. Vine St. 
Hollywood 9-1688 


SAN FRANCISCO 
Russ Building 
Yukon 2-9188 


Pioneer Station Representatives Since 1932 
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Dembner 


Buckley Banks 

ELECTED—New officers (AA, Sept. 15) of the Direct 
Mail Advertising Assn. are shown here. They are 
Colin Campbell, exec vp, Campbell-Ewald Co., De- 
troit, chairman; Earle A. Buckley, Buckley Or- 
ganization, Philadelphia, and Harold U. Banks, Sun 


; 


Campbell Burdge 
Life Assurance Co. of Canada, Montreal, vice-chair- 
men; John H. Warner, Aetna Life Insurance Co., 
Hartford, secretary, and S. Arthur Dembner, News- 
week, New York, treasurer. Arthur E. Burdge con- 
tinues as association president. 


Warner 


‘TV-Radio Life’ Suspended 


cation of TV-Radio Life, 


Triangle Publications Inc. has|Triangle, which also publishes a|the 
announced it will suspend publi-|Southern California edition of|competitive. TV Guide will service 
Los|TV Guide, purchased the local|the subscription list of TV-Radio 


Angeles, as of the Oct. 4 issue.|publication two years ago, and 
magazines have been 


two 


| Life after it suspends. The South- 


ern California TV Guide, which 


|started April, 1953, reports it has 


a weekly circulation in excess of 


| 384,000. 
5 | Papert Heads PRSA Chapter 


James H. Raport, director of 
| public relations and advertising of 


lthe Metropolitan Transit Author- 


ity, has been elected president of 


|the Southern California chapter, 
|American Public Relations Socie- 
ty. Other officers are William H. 


MacCallum, vp of Modern Talk- 
ing Pictures Service, vp, and 
George Moore, public relations 
director of Goodwill Industries, 
secretary. 


Jerry Lee Joins MCA-TV 

Jerry Lee, previously western 
sales manager of Official Films, 
has joined the western sales staff 
of the MCA-TV film syndication 
division. Mr. Lee, whose territory 
will include Southern California, 
Arizona, Las Vegas and Colorado, 


will have offices in Beverly Hills. 


THE CALL LETTERS 
OF THE 
SALES GETTERS 


West 


KBOI—Boise ........ 5,000 
KGMB-KHBC—Honolulu-Hilo 5,000 
KEX—Portiand 
KIRO—Seattle 


ss alboteliaers and ietcios agree that it is an infallible . 


Midwest 
WHO—Des Moines 


WDSM — Duluth-Superior 
WDAY —Fargo 
WOWO—Fort Wayne . 
WIRE—Indianapolis ee 
KMBC-KFRM—Kansas City 
WISC—Madison, Wis. 


WMBD—Peoria...... . 


Southwest 


WBZ+WBZA-Boston and 


WGR—Buffalo 
KYW—Cleveland 
WWJ —Detroit 
WJiIM—Lansing 
KDKA—Pittsburgh . 


ee we 


Southeast 


Springfield 51,000 
000 


KFDM—Beaumont ... 
KRYS—Corpus Christi. . 
WBAP—Fort Worth-Dallas 
KTRH—Houston . 
KENS—San Antonio . 


WCSC—Charleston, S. C. 


WiST—Charlotte ... 
WiIS—Columbia, S. C. 


WSVA—Harrisonburg, Va. 


WPTF—Raleigh-Durham . 50,000 


WDBJ—Roanoke .... 


YOUR 
BUILDING 
PRODUCTS 
ADVERTISING 


focuses on 
all your best 
customers in 
home building 


BUILDERS AND 7 
CONTRACTORS 


ARCHITECTS 
who prepare the plans 
ond designs which set up 


APPRAISERS 
AND LENDERS i 
who appraise and finance 
your products for é 
inclusion i in mortgages 


._— 
DISTRIBUTORS 
=| AND DEALERS 


supply and promote 
ey your stouean es 


REALTORS 
who evaluate and sell 
your products at 
the final point of sale 


3 
Uy 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 

In HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 
realty men than ouse 
ome 


read any realty 
magazine 

home building’s only industry magazine 
9 Rockefeller Piaza, New York 20, N. Y 
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Silberstein-Goldsmith, 40 Years a Fashion 


In good times or bad Agency, Does Everything but Sew the Hem 
food | New York, Sept. 17—Forty years agencies specializing in fashion ad- : 
ae of fashion is the story of the Al-| vertising. That in itself counts 
alwa \fred J. Silberstein-Bert Goldsmith | highly for Silberstein-Goldsmith, 
- | agency here. | he believes, because the smaller, 


| Sinee founder Alfred J. Silber-| specialist agency is fast becoming 
| stein opened the doors in 1918, the| as scarce as square grapes. 
agency has been a small shop with | 
‘big ideas, all of them emphasizing 
| elegance in advertising. 
According to President Bert 
Goldsmith, elegance isn’t always 
‘easy. Currently servicing about 35 
accounts—nearly all of them in 


comes first! 


® Silberstein-Goldsmith is still 
around for several reasons, but 
primarily because of the character 
of the shop. 

“We’re merchants and not just 
an advertising agency,’ Mr. Gold- 


: ‘ , P E billing | smith says. “We’re merchants be- 
+ ear, despite sharp cuts in spending for most consumer products, food store sales soft goods and all but one n 

- we ti0% higher than ever hy Food advertising is soaring too . . . over $1% ‘less than $100,000—the agency hea po bean ape se sine 

; billion annually, with all major media getting a sizable share. Make certain you're found that fashion doesn’t foster ae owe Ping ecg steerer oe Prien 

7 swimming with’ the tide; concentrate your promotion on America’s biggest, most | fabulous ad budgets. “a sa ~ papas 

a rewarding, most stable advertising market. And, for the most positive results, use “We're billing about $3,5 8 gy Ag Ra 

: - Food Field Reporter . . . the one great publication that delivers mile-deep executive a yest, i Mr. ee accnemee we faite joining the Sil 

ield sales levels, in 95% of the industry's that’s pretty goo 5 ‘ - 

meet Fm ee a : sine i ‘agency, considering that you can’t) berstein agency in 1920, Yale grad 

a | take competitive accounts.” |Goldsmith readily admits he’s the 

i for food and manufacturers | Mr. Goldsmith says that annua!| only one of 50 people working at 

We eae ee _ billings of from $2,000,000 to $4,-| the agency who hasn’t had front- 

FOOD FIELD REPORTER :- 708 Third Avenue, New York, N. Y. 000,000 a year is about par for|line retail experience. This didn’t 


TTT dar him, however, from becoming 
first a partner, and later president 
of the agency after Mr. Silber- 
stein’s death in 1957. 

Today, he’s as wrapped up in 
the agency’s “total marketing con- 
cept” as anyone else. “Since all of 
us have had retail experience,” 
he said, ‘“‘we do everything but go 
out and manufacture the product. 
We work in every phase of the 
client’s business. We create cam- 
paigns for specific retailers, we set 
up window displays, we suggest 
local radio and tv campaigns and 
we even prepare letters for the re- 
tailer handling the client’s product. 
In effect, we are in business with 
the client; we’re part of his sales 
force and we are involved in the 
styling of his product. Then we 
wrap the product in a foil of fash- 
ion.” 


ey 
ee 


= Mr. Goldsmith says the agen- 
cy’s styling suggestions and _ its 
ete ; “elegance in advertising” approach 
coon fl : have paid off in better business for 
the client and greater client loyal- 
ty. 

Among the agency’s major ac- 
counts, some in the shop more than 
25 years, are McCampbell Fabrics, 
Pacific & Wamsutta Domestics, 
Wedgmeer Woolens, Jayson shirts, 
pajamas and sportswear, Marvella 
pearls, Telefunken hi-fi and radios 
and Sheffield watches. The top 
Silberstein-Goldsmith account is 
Botany Brands, which joined the 
agency in 1942, when its sales 
amounted to $4,000,000 a year. To- 
day, the $100,000 account does a 
$30,000,000 volume. = 


wim FORK 
Ave Salient 


‘Playboy’ Adds to N.Y. Staftt 
Playboy has added four men to 


its New York advertising staff. 

They are Joseph K. Coleman, for- 

a merly ad manager of the Village 
+ Voice; Leonard J. Ross, formerly 


radio and tv representative of 
Forjoe & Co.; Jules Kase, formerly 

k t n the move | vp and media director of Hirshon 

eee mar e oO & Garfield Inc., and Lester W. Kent, 
formerly an account executive of 
Grey Advertising Agency, all 


New York. 
Important cargo is on the move in the sag om 5 fa ti on on the MOVE... Sines Adds Two Accounts 
THE MOVE —TAMPA-ST. PETERSBURG —via swift, Raymond L, Sines & Associates, 
modern air transports that link the Twin Cities of the nog Re segr send a wg 
South with important world markets. Excellent air trans- WT VT meng on Bg tore ae 
portation facilities help spark the amazing industrial Reece hye ent Rae pe st 


Francisco, Oakland and Concord 
hi-fi and stereo sound equipment 


expansion in TAMPA-ST.PETERSBURG—NOW IN TOP TAMPA - ST. PETERSBURG company. Magazines will be used 


30 MARKETS—30th in retail sales, 27th in automotive for Vivienne. 
sales, 29th in drug sales! Channel 13 Keller Named Publisher 
. . . Henry H. Keller, formerly busi- ; 
And, keeping pace, is the station on the move—WTVT neue snide. eae Gae ennaee 
—wi ams *— i wi WwW vision System, Inc. publisher of the Post-Standard, 
with 30 of the top 50 - me station - pei i ag ann Syracuse. He succeeds Stephen 
top-rated CBS and local programs that blanket the WKY-TV | WKY-RADIO | WSFA-TV Rogers, who became publisher ot 
. ; the Herald-Journal and Herald- 
MARKET ON THE MOVE — TAMPA-ST. PETERSBURG. Oklahoma City Oklahoma City Montgomery yond Sweet both also in Syracuse, 
*Latest ARB Represented by the Katz Agency in July. All three newspapers are 


owned by S. I. Newhouse. 
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PHOTO COURTESY ENJAY COMPANY, INC 


The Chemical Engineer paints 30,000 acres of walls a week 


New Latex-based paint . . . just one more He has many different titles, does many 
different jobs wherever chemical proc- 
esses are used in industry. Sell him, and 
you've sold the biggest single buying in- 
fluence for new equipment and raw ma- 
terials. To reach him, only one way—his 
way—CHEMICAL ENGINEERING—the 3 to 1 
choice among chemical engineers in all 
\ functions, in all industry. This year you 
' can talk to him more often—with a greater 


contribution to better living by the Kod 
Chemical Engineer and his technology. 


The unifying element in the multi-billion 
chemical process industries—from petro- 
chemicals and plastics to paper and paint 
—is their common dependence on chemi- 
cal processes and technology... and the 
critical importance of the chemical engi- timeliness and impact than ever before. 
neer all the way from where ideas are |) = © Cuwemicat EncINEERING, A McGraw-Hill 
born to where orders are signed. “= Publication, New York 36. @ @ 


Published every other monday 
for Chemical Engineers inall functions 
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An exciting new selling force 


NEW ORLEAN 


an even more productive newspaper market... 


BOTH MORNING AND EVENING 


eee 
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MORNING & SUNDAY EVENING 


On the afternoon of Monday, September 15, the New Orleans States and New 
Orleans Item appeared for the first time as one, one-derful new evening 
newspaper, called the New Orleans States and New Orleans Item. 


The new newspaper combined the features of both The States and the 
Item—Dagwood and Dick Tracy, Pegler and Pearson, Kilgallen and Fleeson, 
the high-reading local features of both. And, important to you, it combined 
the sizable circulations of both. 


OS era 
one 


a (te 


Now the newspaper advertiser in New Orleans may reach an evening 
circulation that means business ...as well as the fabulous morning 
circulation of The Times-Picayune! and may reach them at an advantageous 
new rate. 


| SSE Bs 


Hence, always one of America’s great productive newspaper markets, 

Nye New Orleans can now be counted as even more attractive from the point of 

; view of cost, coverage, and rewarding reader excitement. Ask Jann & Kelley, 
Inc., today. 


The ZimesPicauune Publishing Company 


LAFAYETTE SQUARE, NEW ORLEANS 40 


Represented nationally by JANN & KELLEY, Inc. 


NEW YORK CHICAGO DETROIT LOS ANGELES _ SAN FRANCISCO ATLANTA KANSAS CITY 
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Advertising Age : 


THE NATIONAL NEWSPAPER OF MARKETING 


Newspaper 
Progress 
Section 


National Ad Expenditures in Eight Media: 1953-1957 ““sese **" ~~: 


TOTAL 
[] NEWSPAPERS & SECTIONS MILLIONS OF DOLLARS 2,736.6 
[] MAGAZINES on : 
(0) Network tv By an 1 
FES] BUSINESS PUBLICATIONS : 
ourDooR TOTAL 757.4 
[-_] NEWSPAPERS SECTIONS 2,525.7 
BB network ravio co 
PBB) Farm pustications 
TOTAL 
2,246.8 | : 2 
TOTAL Bee aes 4 695.3 mee / 
2,180.5 Ra 
. 594.1 : Fi 741.4 
601.2 . : ; 
691.7 


1953 1954 1955 


“93.4 110.7 
82.0 ‘ 89.0 
1956 1957 


Sources for the figures in this chart are: 

Newspapers and newspaper sections—Bureau of Advertising, 
Newspaper Publishers Assn. 

Magazines and network television—Leading National Advertisers Inc. 
Business Pi tes of A. R. Venezian, McGraw-Hill Publish- 
ing Co., as published in Industrial Marketing. 

Outdoor—Outdoor Advertising Inc. 

Farm Publications—Farm Publication Reports Inc. 

Newspaper sections only—Leading National Advertisers Inc. These figures 
are based on advertising appearing in the following sections: The American 
Weekly, Family Weekly, First 3 Markets Group, N. Y. Times Magazine, 
Parade and This Week Magazine. 


American 


biteati ceti 


discontinued in 1955. 


NOTE: Newspaper section totals included in the Bureau of Advertising’s 
figures cover all national advertisers’ investments in The American Weekly, 
Family Weekly, Metropolitan Group, Parade, Puck—the Comic Weekly, 
This Week Magazine and “‘the many other smaller publications distributed 
as sections of Sunday (or Saturday) editions of daily newspapers.” 
Magazine figures through 1955 include six national farm publications 
measured by Leading National Advertisers Inc. The 1956 and 1957 fig- 
ures are for only five farm publications since Country Gentleman was 


Publishers Information Bureau stopped measuring network radio ex- 
penditures after July, 1955. The 1955 total is based on PIB figures for the 
first seven months plus AA’s extension of these figures for the full year. 
The 1956 and 1957 totals are estimates by Radio Advertising Bureau. 


75 of 90 Newspapers in Canada Have Color, 
Study Shows; 20 Can Handle Full Color 


Toronto, Sept. 18—More than;jone color, 16 can handle black 
80% of the daily newspapers in| and two colors (including the three 
Canada can handle some form of| Toronto newspapers—the Globe & 
color advertising, and more than a| Mail, Star and Telegram) and 20 
third can handle two colors and/can handle black and three colors. 
black. 

Figures from the Canadian Daily|# Between February and August, 
Newspapers Assn. for August show|two newspapers, the Granby La 
that, of the 90 dailies in Canada, 75| Voix de L’est in Quebec and the 
have color facilities. Of 75 news-| Victoria Daily Colonist in British 
papers, 39 can handle black and!Columbia moved from black plus 


one to black and two _ colors, 
CDNPA reports. 
The 20 newspapers 
four-color facilities are: 
Nova Scotia: Halifax Chronicle- 
Herald and Mail-Star, and Sydney 


offering 


Cape Breton Post. New Brunswick: | Star. 


Fredericton Daily Gleaner. Que- 


bec: Montreal Gazette. Le Soleil | 


& L’Evenement-Journal. Ontario: 
Brantford Expositor, Hamilton 
Spectator, Kitchener-Waterloo 
Record, Lindsay Post, London Free 
Press, Ottawa Citizen, Ottawa 
Journal, St. Catherines Standard, 


Newspaper Linage Off 
—Better Days Ahead 


Drop in Auto Ads Hurts 
Most; R.O.P., Business 
Rise Are Bright Spots 


New YorKk, Sept. 19—The 
newspaper business wore a look of 
harassment into the fourth quar- 
ter of 1958. It was concluding a 
mediocre year after a long series 
of crescendos, and its advertising 
problems were not much closer to 
solution than a year ago. 

In the meantime, it was expe- 
riencing a disagreeable linage drop. 


For the first six months of the| 


year, Media Records’ 52-city check 
showed linage off 7.8%. 


s For years, thoughtful newspaper 
advertising men had warned that 
too much dependence was placed 
on the automotive field; that au- 
tomobile advertising represented 


93 Newspapers 
Add R.0.P. 
Color in ‘58 


14% Rise Boosts Total 
to 764 Newspapers; Full 
Color Offered by 332 


Cuicaco, Sept. 17—The steady 
growth in the number of U. S. 
newspapers printing r.o.p. color 
picked up speed in 1958. 

In the past year 93 newspapers 
have added r.o.p. color, increasing 
the U.S. total 14% to 764 news- 
papers. It was the largest in- 
crease in the past five years. A 
year ago 671 newspapers printed 
r.o.p. color of some kind. 


s In the most important category 
—full color—44 newspapers were 
added, for an even larger percent- 
age increase of 15%, boosting the 
total to 332, compared with 288 
a year ago. 

The figures were released by 
Lake Shore Electrotype division 
of Electrographic Corp., which 
surveys the field annually. 


s Beyond the growth in numbers 
alone, an encouraging factor has 
been the increase in the propor- 
tion of r.o.p. newspapers offering 


(Continued on Page 52) 


Sault Ste. Marie Star, Stratford 
Beacon-Herald, Windsor Daily 
Manitoba: Winnipeg Free 
Press, Winnipeg Tribune. Alberta: 
Edmonton Journal. British Colum- 
bia: Vancouver Sun & Province. 

CDNPA, always direct in pro- 
motion, points out succinctly that 
one full page advertisement in 
every daily newspaper in Canada 
costs $39,000. # 


too large a portion of the total 
newspaper pie. In 1958, these 
warnings came home to roost: au- 
tomotive advertising was off 21.1% 
for the first six months of the 
year, and closed that grim first 
half with a 24.4% drop in June. 

Still, with a bad car-year par- 
ing automotive spending, a reces- 
sion cutting classified linage, and 
competition for the food advertis- 
er’s dollar becoming more vigor- 
ous, newspaper advertising men 
could clearly see certain signs of 
a brighter day dawning: 


1. New, more effective research. 
The Bureau of Advertising’s new 
president, Charles T. Lipscomb Jr., 
had marked research as the first- 
priority project. The research was 
to establish the selling power of 
newspaper advertising, and to 
demonstrate that it was not more 
expensive—in terms of sales re- 
sults—than other media. Mr. Lips- 
comb has been telling newspaper 
men that there are indications that 
this is true, and he has pinned a 
major part of newspapers’ future 
selling to the simple premise that 
all advertisers and agencies are 
cost-conscious, and the notion of 
newspapers’ high cost must be 
cleared away. 


2. The spread of r.o.p. color. De- 
spite a severe drop in b&w linage, 
newspapers had—or rather, those 
with color facilities had—some- 
thing to cheer about: r.o.p. color 
linage was up 4.4% in the first six 
months of 1958. Color seemed to 
be the hottest thing in the news- 
paper selling arsenal; it was con- 
verting some advertisers to news- 
paper use; and many newspaper 
men were convinced that its ma- 
jor barrier to expansion was the 
lack of steady, four-color r.o.p. col- 
or in the city of New York. 


3. A general economic upturn. 
Newspaper men in many cities 
could sense a solid firming of the 
economic climate around them. 
Retailers breathed a little easier. 
The construction market was bet- 
ter. The taut paralysis that creeps 
over so many business men when 
business drops—a conditioned re- 
flex from the dreadful ’30s—was 
noticeably easing. Advertising lin- 
age was beginning to perk up. 


4. Bare-knuckle selling. News- 
papers have traditionally benefit- 
ted from periods of bare-knuckle 
selling. It looked as if they would 
have a lot of bare-knuckle selling 
to help them in future months. As 
the cigaret field discovered a rash 
of new filters, for instance, they 


-| streamed into newspapers to shout 


the news. 


5. Traditional returns. Newspa- 
pers have traditionally functioned 
as a kind of oasis for advertisers 
wandering in the media deserts. 
Advertisers tried magazines, and 
came back to newspapers before 
venturing into radio, and came 
back to newspapers before trying 
television, and came back to news- 
papers before trying magazines 
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again. This is a year of change. 

6. Market-by-market selling. 
Newspapers have taken a series of 
rough raps from the most cost- 
conscious of the marketing organi- 
zations. On the other hand, a grow- 
ing school of marketers is devoted 
to market-by-market selling, and 
is stressing regional brands. It 
seemed likely that these are nat- 
ural newspaper advertisers, and 
that—unlike certain others—these 
may be advertisers who move into 
newspapers to stay. 

7. More dealer influence. The 
automotive pattern may shift in 
newspapers’ favor. When the au- 
tomobile majors shifted away from 
the per-car advertising allowance 
system, and tended to cut the deal- 
er out of the advertising act, it 
was generally expected that the 
result would be a shorter newspa- 
per list. It was anticipated that 
the major city, big-circulation 


age, and that the smaller papers,/as every newspaper advertising | record, it was the smallest news- 
the small town dailies and week- | executive knows—is in the food|paper dollar volume gain in the 


lies, would be axed. 


Something like that happened Territory. Many a newspaper man, | crease 


and is happening. But circum- 


|stances within the automobile field 
might reverse that situation. The 
dealer is riding higher than ever; 


where he wants newspaper sup- 


Advertising Age, September 22, 1958 


gloomily contemplating the $306,-, which accounted for almost $200,- 
027 spent by Anacin in newspapers | 000,000 of the $757,000,000 total. 

in 1957, could feel the hammers In that year they got $149,790,- 
|pounding in his brain along with | 000 from groceries, which repre- 
ithose of the bedeviled in the tv|sented some $779,000 more than 


jaged goods field. Also, even the 
present figures are somewhat illu- 
|sory—“The only reason we show 
jup in newspapers at all is our 
|spending in Sunday supplements,” 


port in his locality, it may be|spots that saturated his television|in 1956, an increase which could | one drug adman explained. 
tough to override him. Also, be-/set. And so it was with Bufferin|have been accounted for by rate} 


hind the furrowed brows of the 
Detroit sales brass is a new worry: 
| the talk about the end of the fran- 
|chised dealership, and the begin- 
jning of automotive supermarkets 
|where dealers sell all brands of 
‘cars, was getting louder. Keeping 
| the dealer happy was getting more 


|important, and if it takes local) 


‘newspaper advertising, the new 
|order of automotive newspaper ad- 
| Vertising might be of short dura- 
tion. 


Where the Gold Begins 


' 


jand Ban, with Gleem and Comet, | increases alone. 

‘with Nestle’s Instant coffee and | 

Geritol, with Halo and Alka-Seltz-|= The problem of newspapers in 
ler. the food and drug field—the field 
Charlie Lipscomb had pegged 'where expansion offers the great- 
out these fields for intensive work. |est possibilities—is simple: how to 
Much of his own selling back-|keep advertisers after you get 
ground was in those areas. Yet|them. Almost every major brand 
newspaper men knew that this is)was a heavy newspaper user in 
the weakest of newspaper areas, |its introductory phases. Gleem and 
the area where costs of newspa- Comet, for instance, the Procter & 
pers look most vulnerable, and|Gamble star entries in the denti- 
| where the efficacy of the newspa- ‘frice and cleanser field, were 
|per ad is most seriously challenged. | heavy users of newspapers as they 
| went market-by-market into na- 
\® In 1957 newspapers overcame a tional distribution. In 1957 news- 
/mild linage loss—2.8%—to rack up|papers got a scant $98,962 from 


\s In fact, the tip-off to the seri- 
ousness of this problem for news- 
|papers lies in the annual expen- 
diture reports of the Bureau of 
| Advertising. In 1957, a record 1,- 
555 companies were reported as 
spending more than $25,000 each 
in newspapers, on behalf of 3,818 
| products. In 1956, the figures were 
|1,548 companies and 3,768 prod- 
| ucts. In 1950, newspaper expen- 
diture figures showed 1,242 com- 
| panies and 3,003 products. In other 
_ words, the traffic in and out of 
|the medium is still much too high; 
|Harold S. (Rusty) Barnes, former 
president of the BofA, once fig- 


| Aside from automotive, the great|a record $757,401,000 in national |Gleem; Comet failed to show in ured that it might run as high as 
newspapers would get heavier lin-|area for newspaper opportunity— | volume. While these figures set a/|the recap. 


jand drug fields. This is Television 


If newspapers were to be lim- 
ited to introduction of new brands, 
| postwar period, despite a fat in-|plus special promotions, they have 
(9.5%) in  automotive,|a tough row to hoe in the pack- 


DO THE JOB RIGHT 


TO COVER THE WHOLE 
DELAWARE VALLEY, YOU NEED 


COURIER-PosT and T 


WE TRENTON TIMES 


Regular fishing tackle is great when you ore out 
for sea trout, but when a whale surfaces, make 
way for the professional! 


If you are a professional in that most fascinating 
of sports, modern merchandising, then you should 
know there is a whale of a sales potential await- 
ing you in the rich New Jersey half of the Dela- 
ware Valley U.S.A. In 1957, for instance, these 
thriving folks bit into over $200 million worth of 
fish, fowl, prime meats and other edibles (and 
that's no fish story). Wise food merchandisers 
bypass out-of-state dailies, sell this Moby-Dick 
among markets in its own power-packed local 
newspapers, the CAMDEN COURIER-POST and 
the TRENTON TIMES. Line rate for both, just 63¢. 


IT PAYS TO CROSS THE DELAWARE 
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TRENTON TIMES 


Established 1883 


CAMDEN COURIER -POST 
Established 1875 


Represented nationally by GEORGE A. McDEVITT CO., INCORPORATED 
NEW YORK @ CHICAGO @ PHILADELPHIA @ DETROIT @ LOS ANGELES 


jone company in three. 
| By contrast, magazines carried 
2,223 companies spending more 
| than $25,000 in 1950, and in 1956 
| (the last year for which the ad- 
vertiser count has been compiled) 
magazines carried 2,742. 
| It ought also to be recalled that, 
since the $25,000 dollar base re- 
mained constant over the period, 
jFate increases alone should have 
qualified a number of companies. 
Newspapers are going to use re- 
search and aggressive selling to 
crack the food and drug field and 
|others, to dig deeper into them. 
|Newspapers also know that they 
|need research to stem the turn- 
|over. 


The Blue Chips 


Traditionally, the top 100 com- 
}panies account for just about half 
jof all national newspaper ad- 
| vertising. Within this select group, 
\the top ten companies account for 
more than 20% of the total, and 
the top three (all automobile man- 
ufacturers, topped by General Mo- 
|tors with $52,390,306) account for 
about 14% of the national news- 
paper total. 

But GM cut its advertising 2.6% 
in 1957, while Chrysler was boost- 
ing its spending 45.7% in news- 
|papers, and Ford was up 24.3%. 
In 1957, Chrysler was still riding 
fairly high with the Forward Look, 
and Ford had wrested first place 
in sales from Chevrolet, and was 
pushing Edsel. None of these in- 
fluences contributed to heavy 
spending in newspapers by auto- 
mobile manufacturers in 1958. 


= In the newspaper expenditure 
recapitulation, one thing is obvi- 
ous: advertisers operate quite dif- 
ferently in the flexible newspaper 
medium. Thus Lever Bros. bounced 
its expenditures up 35.1% to $14,- 
288,510 (thanks to pressure on All 
and Wisk), but Colgate shaved its 
expenditures 29.8%, to $8,663,208, 
and P&G’s increase was mild, 
11.2% to $7,939,655. 

Similarly, the biggest distiller— 
| Seagram—held expenditures about 
'even at $11,781,350, while Na- 
tional reduced spending slightly to 
$8,541,769 and Schenley boosted 
its spending 54% to $8,295,414. 
Hiram Walker, the remaining 
member of the Big Four of the 
liquor business, was up 47.8% to 
$4,076,145. The smaller companies 
in the liquor business showed 
heavier spending—Glenmore was 
up 29.9%, Heublein up 11.7%, 
Brown-Forman up 2.7%. Publicker 
was off 14.3%. 

However, of this key group of 
100 advertisers, only 27 showed 
less expenditure in newspapers 
than in the previous year, against 
substantial gains for nearly three- 
fourths of the companies repre- 
sented. The spectacular cuts in 
spending were among packers— 
Swift off 45.6%, Armour off 20.3% 
—some oil companies—Shell off 
46.9%, Standard of New Jersey off 


pa eS 


Ca EN aa ere, 


‘e ¥ avis ie r =, eee a oe : eg rae Fade Ft ee i ii aan wae ” i res ree Ne a ~ \ sya ea F ey ‘ . a : 
val Pe eet se ae Pets. Mad Mc) eee ae, ie ay ope fe oe : ; ees > 
is ae ae eee Ne . es ee, age Sis edie Vg aes 
Geshe RR a f ; Nya eh ie ew, “eh : Pe teen i Oe Be ee ee oN is eas aa Sarasa eR ae aco area a 
—| [toe 4 | | 
: ae 
~ t 
baw ‘ “ 
ve ; 

i ey 
_ 4 i fi 
ee r 
a : 
ce es 
a eee 
oe ¥ 
a 7 

'. 

- a RS SRE“ ed 4. an aaa Bie 
oF a 

pe — =o -s 
a / oy i 
_ , ee ; 

7 wi mo 
| i > - P “ 
ir — = A . i 
WE aie v ‘ _ 
at —_ Sai a 

ae ‘ ._ ~~ ey r 
an ~ - = es i 
od a x Fears » 

- sah ‘ 4 
- a 4 i 
ay - So eee eee erro ag 
Pi. Pee io aes aaa ae S 

a Ree ac. 

a i eae Maps Soca aay 

Pas oe aaa 
oe pee i; ; Rs . Memo ee ? 

4 m im ” ; sist r aye Ee ee as ee ae ee Vo te 
a UN ee Oe ee renee grees oc et { 
 § SO OS See ee eae Sy tad ee = 
| ee eo Ok es he ye 
he ane eee ney es 
m w, i 
ny ~- 

a : LS, — 

up ~ = 

= 
cf ~ 
_ | ’ 
UE . s 
i 4 x 
e 4 = ee 
ms a" 
- : & TRENTON tt 
ms — _ Oim e 
- ~ eS 
| oe \ GS, ‘ | 
oe le I Es ) : . 

> om 
to iA C Py = 
va Daoud + | i ‘ 
e . 

, ° < 
H @ rs as 
} we “1 ee 
‘ij o > Fi 

) N % 
‘ <> i 

| (ya ] q . 

o er , = 
a . ian 
Ag a 

: +Z ' 

| ; 

~ & : a 
t ’ ~ , A ee 
oe 
Se Au alo se @ { a 
& _ : 
| ae 
ro Se eee ee eae ne Soe ane ae ee, ea. ee er a cA has a he i a oe i ene; 

= acy os eta cag sony Oe hes Cen 8 5 ere Sng mae ohn ieee. eae y set ESOL 

oT | Sig Fe eae a A a 


: 2 ‘ 4 
bey te >. 

_ es 

7 4, i a J A: 

ome ae - a iene 
—_ ee 2 ‘ : ¥. . 3 i eked 
- i ; 4 , E : Fi 7 ge nee ; 
. ad ” ‘ 


Lip et eo RRS ate: Soe at aa am a Ta i A Poy aT) i et ee _ . 
fs ‘ rie P : “4 : kote oe. r ~ 


one Bere f 


CONSUMERS 
ARE SPENT BY 
sacanies seeding ~§=—»-s nF READERS OF... 
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REPRESENTED BY O'MARA & ORMSBEE, INC. 
New York «4 Detroit + Chicago + losAngeles « ( 
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22.1%—and such stalwarts as Gen- 
eral Electric (off 33.9%) and Nes- 
tle (off 43.1%). But here again 
no industry pattern emerged: 
Rath Packing was up 46.7%, Gulf 
Oil was up 51.8%, and Borden Co. 
was up 47.6%. 


New Facilities and Tactics 


The newspaper business has 
been steadily investing in plant 
and equipment since the end of 
the war, and big, efficient news- 
paper plants dot the country from 
Miami to Seattle. 

The r.o.p. color development has 
centered interest on newspaper 
production techniques. In June at 
Atlantic City, the American News- 
paper Publishers Assn.’s mechan- 
ical conference devoted two com- 
plete sessions to r.o.p. color. Don- 
ald V. Weber, production manager 
of the Houston Chronicle, told the 
group that r.o.p. color should no 
longer “be treated as a stepchild.” 
He warned that “color is not some- 


\thing you just add to your news- 
|paper as you would a new piece 
of equipment or an additional 
service. It is something which re- 
quires constant attention and a 
striving on the part of all con- 
cerned toward uniformity and ex- 
cellence of reproduction. Color is 
meant to stand out in your paper 
and to draw special attention. 
Therefore color demands, and must 
receive, diligence ... in its repro- 
duction.” 


s In this process, probably more 
attention has been paid by the 
advertising business to the prob- 
lems of newspaper reproduction 
than in the last three decades. Ad- 
men have heard about Color- 
mounts, and Bourges process, and 
the trend to reversible cylinders, 
portable fountains and separators. 

Where newspapers once shrugged 
off mechanical advances while 
they concentrated on editorial im- 
provements and aggressive adver- 
tising selling, the long cost squeeze 


of paper and labor costs have fi- 


nally focused attention on the back 
shop. At last spring’s ANPA meet- 
ing, J. Harold Mintun, Pittsburgh 
Press, spoke slightingly of me- 
chanical departments still operat- 
ing on the rules and planning of 
30 years ago. “Publishers must use 
the same amount of modern skill 
and planning in manufacturing 
their newspapers that they use in 
editorial content, advertising and 
circulation. Study work simplifica- 
tion,” he urged, “and all the frills 
you have in your operation. What 
you ask the shop to produce is the 
biggest cost factor in your opera- 
tion.” 


s Meantime, the ANPA research 
institute is studying a laboratory 


simplify a completely photographic 
color correction process. Other 
studies include scan engraving 
machines, savings on packless mats 
in stereotyping, and methods of 


determining what advertising copy 
markup procedures can most im- 


\prove typesetting and makeup 


research program to develop and)... 


Advertising Age, September 22, 1958 


costs. 

In June the mechanical brass 
of the newspaper business listened 
to a succession of experts on such 
things as mailroom conveyor 
switches, a DC printing press drive 
to packless mats, teletypesetters 
and photographic composition 
techniques. What these changes 
mean is dramatic: packless mats 
enable the Ann Arbor News, ac- 
cording to William D. Hahn, to 
“handle about 50% more pages in 
the stereotype department in any 
given time.” Edward I. Peters, ex- 
plaining the sulfamate nickel proc- 
ess for high speed stereotype nick- 
eling: “We could reproduce the 
three-minute plate now used by 
some newspapers in one minute 
when we refer to a three- 
minute plating cycle we refer to 
a deposit equal to or heavier than 
the fastest previous processes 
could produce in seven minutes or 
more.” 


s These technological improve- 
ments hold promise of better serv- 


mechanical 
modernization 


Greater color availability 


A complete mechanical modernization, including 10 new Goss Headliner units went 
into operation September 1. More speed . . . quality . . . and color for the 1% million 
persons in the Intermountain Market. During the first 6 months of 1958, The Salt Lake 
Tribune ranked third in color linage among all morning papers and the Deseret News 
and Telegram ranked second among all evening papers. Sell the colorful West with the 
only local medium with color, Salt Lake City’s two great metropolitan newspapers. 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS aw 
Salt Lake Telegram (EVENING) 


ice, lower costs and more speed for 
tomorrow’s newspapers. The news- 
paper medium itself has never 
been better housed. 

Since 1950, the American News- 
paper Publishers Assn. reports, 
newspapers that have built new 
facilities or made major expan- 
sions look like this: 


Under 10,000 circulation .... 59 
10-25,000 circulation ............ 72 
25-50,000 circulation ............ 36 
50-75,000 circulation ............ 18 
75-100,000 circulation ........ 11 
Over 100,000 circulation .... 32 


These 228 additions and new 
plants in an eight-year period have 
given a new look to the newspaper 
business in city after city. 


Old Problems End 


One might say that the postwar 
history of the newspaper business 
could be capsuled into labor trou- 
ble and the shortage of newsprint. 
Both these hobbles on progress 
have noticeably loosened in the 
past year. The newsprint situa- 
tion is at its best since the post- 
war period began. In 1957, con- 
jsumption was 6,818,000 tons. In 
| the first quarter of 1958, mill ca- 
pacity was running at a rate of 
|86.2%, with plenty of cushion for 
emergencies. The first quarter of 
1958 showed a 5.8% drop in con- 
sumption. The price of newsprint 
stays high, and still causes con- 
cern. 

The longterm view of the news- 
print problem plagues some pub- 
lishers, who have watched ANPA 
estimates of a 24% increase in 
newspaper advertising volume by 
1965, sizable circulation increas- 
es among small and medium-size 
newspapers, particularly those in 
the West and South, and an even- 
tual annual demand for 8,000,000 
tons of newsprint by U.S. news- 
papers. These publishers tend to 
feel that the newsprint relief is 
temporary; that the longterm trend 
of the industry is certain to make 
it tight again. 


= On the labor front, the newspa- 
per business has_ consistently 
stressed arbitration, and was able 
this year to look on with interest 
while the International Typo- 
graphical Union became much 
more conciliatory. The ITU caused 
a great deal of trouble with its 
no-contract policy following the 
war; it invested in competitive 
newspaper publication in a num- 
ber of strike-bound towns, but 
without notable success. Its grad- 
ual swing toward a less truculent 
attitude brings it closer to the 
other newspaper unions. 

On the other hand, one prob- 
lem continues to worry newspaper 
men. The postwar period has been 
marked by mergers, absorptions, 
combined printing arrangements 
and other developments which 
netted down to fewer newspapers. 

When the Cincinnati Times-Star 
and the New Orleans Item sold 
out this summer, more than one 
informal group of newspaper men 
asked themselves whether the 
newspaper business was becoming 
one of greater gains for fewer 
and fewer publications. 


The Great Rate Argument 


One facet of the newspaper 
argument that never loses its con- 
troversial sheen concerns newspa- 
per rates. Sometimes the argument 
comes from within the news- 
paper business, as it did when 
Mayo C. Seamon, ad director of 
the El Paso Times and Herald-Post, 
told the summer NAEA meeting 
that in view of the various kinds 
of rates for different advertisers 
“the only more complicated thing 
we could do would be to print our 
rate cards in ancient Hebrew or 
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Where is New York? It’s in The New York Times. 


New York is The New York Times. That’s where — 
New Yorkers live, and how they live—- 
5S million families growing, needing, wanting, 
buying. The Times serves them with 


the most news. It sells them with the most advertising. 
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WITH THE 


THE DAILY TIMES MAIL 
BEDFORD, INDIANA 


EXTRA 


DAILY HERALD TELEPHONE 
BLOOMINGTON, INDIANA 


Me iMPACT 


JOURNAL & REVIEW 


PHAROS TRIBUNE & PRESS 
LOGANSPORT, INDIANA 


THE NEW ALBANY TRIBUNE 
NEW ALBANY, INDIANA 


SEYMOUR DAILY TRIBUNE 
SEYMOUR, INDIANA 


THE JUNCTION CITY UNION 
JUNCTION CITY, KANSAS 


THE MANHATTAN MERCURY 
MANHATTAN, KANSAS 


WINFIELD DAILY COURIER 
WINFIELD, KANSAS 


THESE 


THE DAILY BANNER 
CAMBRIDGE, MARYLAND 


14 NON- 


me HASTINGS DAILY TRIBUNE 
4 HASTINGS, NEBRASKA 


METROPOLITAN 


THE DAILY ADVANCE 
ELIZABETH CITY, 
NORTH CAROLINA 


DAILIES 


STATESVILLE RECORD 
& LANDMARK 
STATESVILLE, 
NORTH CAROLINA 


a OFFER 


THE SHERIDAN PRESS 
SHERIDAN, WYOMING 


=14 NEW 
SALES 


a OPPORTUNITIES 


For color samples 
and rates, contact 


INLAND 
NEWSPAPER 
‘ REPRESENTATIVES, INC. 


ws New York * Chicago 
| Kansas City * Atlanta 
Omaha * Minneapolis 
Detroit e St. Louis 
Denver e Hollywood 


CRAWFORDSVILLE, INDIANA 


SUMMARY OF NEWSPAPER ROP 


U. S. NEWSPAPERS PRINTING 3 COLORS AND BLACK 


U. S. NEWSPAPERS PRINTING 2 COLORS AND BLACK 
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COLOR REQUIREMENTS 


U. S. NEWSPAPERS PRINTING | COLOR AND BLACK 


350 — 450 775 T 
om | | na 
| 
332 
325 | 425 
| ” 
| 2 : 
@ 300 400 
: 
pe r) r) 
| . 275 , 378 : 
z : : 
| 250 350 
225 325 
YEAR 1956 1957 1958 YEAR 1956 1957 1958 veae = 1956 1957 1958 
1956 1957 1958 
| Alaska Hawaii Canada | Alaska Hawaii Canada | Alaska Hawaii = Puerto Rico Canada 
Number of papers printing 3 colors and black 1 2 14 1 2 16 1 2 1 19 
| Number of papers printing 2 colors and black 1 2 26 1 2 29 2 1 35 
Number of papers printing 1 color and black 1 3 52 1 3 44 2 3 1 62 
| eo — m =— — nana ieee - _ es. 
1956 1957 1958 
81 57 77 


| GOING up—The number of U. S. newspapers offering r.o.p. color is 
emeine: as shown in charts. In 1958 the number printing full color 416 newspapers, and one color and black by 764. 


Source: Lake Shore Electrotype Division. 


increased 15% to 332 newspapers. Two colors and black are printed by 


Sanskrit.””’ His newspaper has only 
an open rate and a church-charity 
rate locally. 

Even in the industry, opinion is 
divided. Take a subject like fre- 
quency and bulk discounts for na- 
tional advertising. At the New 
England Newspaper Advertising 
Executives meeting in March, Her- 
bert W. Moloney Jr. of Moloney, 
Regan & Schmitt and Jack Rozene 
of Rozene Advertising came out} 
strongly for discounts, with Mr.| 
Moloney arguing that newspapers | 
were being damaged competitively | 
because discounts available in oth-| 
er media were inapplicable. A sim- 
ilar pair of antagonists, Frank | 


Stevens of Gilman, Nicoil & Ruth- 
man and William H. Monaghan of 


|John C. Dowd Inc. argued that 


the flat rate was better, with Mr. 
Stevens contending in part that 
there is no real demand for these 


|discounts, that the discounts re- 


quire newspapers to sell a third 
more advertising to reap the same 


|profit ratio, and that the difficul- 


ties of collecting “short rates” 
when advertisers don’t earn the 
discounts are formidable. 


® The trend seemed to be toward 
discounts. Just to indicate the ge- 
ographic spread, here are some 
examples: The San Francisco Call- 


SALES 
RACINE COUNTY 


$6,779 (3rd) 


SOURCE SRDS 
MAY 1958 


RACINE CITY 


$7,268 (3rd) 
3rd in: AUTO - FOOD - DRUG 


ane: 


RACINE | JOURNAL-TIMES 
and Sunday Bulletin — 


RACINE, WISCONSIN 


sud “Represented Notionally by the = 
ALLEN-KLAPP COMPANY 


|Bulletin offered bulk rates on na- 
tional advertising, and a frequency 
discount. The Minneapolis Star 
jand Tribune offered bulk and fre- 
quency discounts on r.o.p. space, 
|color comics and roto. The Omaha 
| World-Herald installed both bulk 
and frequency discounts on gen- 
eral advertising. The Peoria Jour- 
|nal Star added bulk and frequency 
\discounts. The Pittsburgh Post- 
/Gazette increased its bulk dis- 
counts, and added a frequency dis- 
count structure. The Chicago Sun- 
Times installed a system of bulk 
and multiple-page discounts on 
b&w national advertising. 

But these concessions or altera- 
tié6ms weren’t coming fast enough 
for advertisers. Anton Bondy, print 
media manager of Lever Bros., 


fg told the AANR that “newspaper 

|packages’”—or groups of newspa- 

Wi . CO it 5 i N . pers blanketing large interurban 
areas—are the coming thing. Joint 


NEW AEC CITY ZONE 


110,853 


RACINE COUNTY RANKS 3rd 


IN: POPULATION 128,600 
INCOME $255,489,000 
$156;322,000 


CONSUMER SPENDABLE INCOME 


AMONG WISCONSIN NEWSPAPER CITIES 


(per Family) 


selling by newspapers, he believes 
“most certainly can be productive.” 
But Mr. Bondy also took occasion 
to cluck about the local-national 
rate differential, that hardy whip- 
ping boy in the newspaper adver- 
tising business, and to assert that 
the average national line rate was 
55.8% higher than the average 
local rate, based on information 
from the Four A’s. 


= In much the same vein, Louis 
Berger, then director of media and 
marketing for Jos. Schlitz Brew- 
ing Co., pointed out that clusters 
of markets represent prime tar- 
gets, and that 126 daily newspa- 
pers would give an advertiser 50% 
coverage of 60% of the beer mar- 
ket. 

And meantime, rates continued 
to move up. A top newspaper rep- 
resentative figures that major 
market rates have advanced about 
4% in the past year. # 


Whirlpool Sets 6-Week Push 
Whirlpool Corp. is running a 
six-week “Trade ‘N Save Days” 
promotion in key markets push- 
ing its laundry equipment and re- 
frigerators. 1,500-line newspaper 
ads in key markets in mid-Sep- 
tember broke the campaign, to be 
climaxed with a saturation cam- 
paign in Sunday supplements Oct. 
19. The Perry Como show (NBC- 
TV) will feature “Trade ‘N Save” 
commercials on Oct. 4 and 18. 


93 Newspapers 
Add R.0.P. 
Color in ‘58 


(Continued from Page 47) 
full color. The proportion has 
grown from 31% in 1952 to 46.3% 
in 1957, and to more than 45% 
in 1958. 

The three categories of r.o.p. 
color are full color (or b&w plus 
three colors), b&w plus two colors 
and b&w plus one color. 

In the b&w-plus-two-color cat- 
egory, the number of newspapers 
increased 13% to 416, compared 
with 369 a year ago. 


® Although r.o.p. color linage is 
still a pygmy, compared with 
giant b&w (b&w linage in 1957 
was 2.8 billion, compared with 
32,000,000 for r.o.p. color), r.o.p.’s 
unbroken rise in the past ten years 
shows promise of greater stature in 
the years ahead. 

Fully as important as the ad- 
ditional newspapers in the r.o.p. 
growth picture was a solid in- 
crease in linage in 1958 as news- 
paper linage generally was down. 
A study by R. Hoe & Co., New 
York, based on 411 newspapers 
in 132 cities, showed r.o.p. color 
linage up 4.4% in the first half 
of 1958, compared with the 1957 
first half, as all other newspaper 
linage dropped 6.9%. 


= The gain was comparable to 
the 4.6% rise for all of 1957, al- 
though both increases were con- 
siderably below the 21% rise 
chalked up in 1956 before the gen- 
eral business recession made itself 
felt. 

Biggest linage so far in 1958 
has been in such product catego- 
ries as beer, cigarets, dairy prod- 
ucts, gasoline and oils, meat- 
fish-poultry and soft drinks. 

Going into the 1958 second half, 
the r.o.p. color gain picked up mo- 
mentum as August showed a 6.8% 
r.o.p. linage increase. At the same 
time b&w almost completely halted 
the downward slide of the preced- 
ing six months, chalking up a 
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THE HOUSTON CHRONICLE 
COLOR STUDY... 


THE HOUSTON CHRONICLE 
COLOR STUDY... 


S | Cobr i Action||\Color in Action 
PROVES CONCLUSIVELY THE EFFECTIVENESS OF PROVES CONCLUSIVELY THE EFFECTIVENESS OF 

A COMPILATION OF ALL THE COLORS AND ALL | | A COMPILATION OF ALL THE COLORS AND ALL 
SIZES USED IN THE COLOR STUDY SHOWS THAT | | SIZES USED IN THE COLOR STUDY SHOWS THAT 
“ COLOR CONTRIBUTES AN COLOR CONTRIBUTES AN 

INCREASE INCREASE 

IN READERSHIP IN READERSHIP 


INCREASE 
IN RETENTION 


INCREASE 
IN RETENTION 


OVER BLACK AND WHITE OVER BLACK AND WHITE 


THE CHRONICLE COLOR STUDY WENT EVEN 
DEEPER INTO THE EFFECTS OF ROP COLOR 
ADVERTISING AND SHOWED THAT: 


ad COLOR works for all kinds of advertisements 


THE CHRONICLE COLOR STUDY WENT EVEN 
DEEPER INTO THE EFFECTS OF ROP COLOR 
ADVERTISING AND SHOWED THAT: 
° COLOR works for all kinds of advertisements 


° COLOR strengthens brand and store identity 


© COLOR works dynamically even a month after publication 


° COLOR strengthens brand and store identity 


ad COLOR works dynamically even a month after publication 


° COLOR increases the awareness of the opposite sex ° COLOR increases the awareness of the opposite sex 


beg 
: 


: COLOR pulls more readers into the copy block 


F OL Py costs little when compared to the increase in readership 
¢ ~ > and retention 


COMPLETE RESULTS OF THE CHRONICLE COLOR STUDY 


Color in Action 


are available now from the Chronicle or your Branham representative 


THE HOUSTON CHRONICLE 


JOHN T. JONES, President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Adv. Mgr. 


THE BRANHAM COMPANY — National Representatives 


bd COLOR pulls more readers into the copy block 


costs little when compared to the increase in readershi 
° COLOR and retention : 


COMPLETE RESULTS OF THE CHRONICLE COLOR STUDY 


Color in Action 


are available now from the Chronicle or your Branham representative 


THE HOUSTON CHRONICLE 


JOHN T. JONES, President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Adv. Mgr. 


THE BRANHAM COMPANY —- National Representatives 
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minute loss of 0.2% for August. 


FULL ROP COLOR 


available daily in 


THE ROCK ISLAND ARGUS 
THE MOLINE DISPATCH 


Two evening newspapers independently owned 
that cover 3 of the 4 Quad-Cities . . . Rock Island, Moline, 
East Moline, Illinois. 


THE QUAD-CITIES LARGEST COMBINED DAILY CIRCULATION 


® The Midwest looms large in 
number of newspapers printing 
r.o.p., although California is the 
leading state. In California 82 
newspapers now print some kind 
of r.o.p. color, an increase from 
74 newspapers a year ago. Of 
these, 50 offer full color, a rise 
from 37 last year. 

Among the 1958 newcomers to 
r.o.p. color nationally, the major- 
ity appeared to be small news- 
papers with circulations between 
25,000 and 100,000. 


®s Clifford Wenthur, sales man- 
ager of the r.o.p. color division 
of the Milwaukee Journal, the 
nation’s leader in r.o.p. color lin- 
age, observed that a trend this 
year is a noticeable increase in the 
number of newspapers using edi- 
torial r.o.p. color. At the Journal’s 
r.o.p. color division alone, supply- 
ing both editorial and advertising 
color art and mats to member 


newspapers in many parts of the 


WORCESTER Seeeer teiteees 


Waréviter’ s ‘Sunday Telagwans FEATURE 


Feature Parade, the only locally 
edited Sunday magazine 
tral New England. 


Features of Feature Par 
Black and 1, 2, or 3 colors 


2 year lineage growth of over 


91.9% coverage 
Daily Circulation 162,449; _ 
_ Sunday 105,300 


The Worcester 


TELEGRAM ano GAZETTE wee 
WORCESTER, MASSACHUSETTS nepeeee ee 
rep meee e 


MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


LOMMERS OF RADIO STATION WIAG AuD wIAG-ER 


PARADE 


YAhune= | 


WESTMINS 


country, the number of member 
newspapers has increased to 137 
from 125 last year and 117 in 
1956. 

Charges for r.o.p. color contin- 
ued about the same, on the aver- 
age, in 1958. Average premium 
for three colors and black has 
been 58 or 60% since 1955, while 
the premium for two colors and 
black has remained at 45 or 46%. 
The trend in one color has been 
downward, from 32% in 1954-55, 
to 31% in 1956 and 27% in 
1957. There are wide variations 
from the average, however, in dif- 
ferent parts of the country, with 
premiums declining in regions 
where r.o.p. color is used more 
heavily. 


s Other facts developed by the 
Lake Shore Electrotype study in- 
clude: 


e More than half of all newspapers 
accepting r.o.p. color now have col- 
or closing dates no more than 
three days in advance of publica- 
tion. 

e Of all mewspapers running 
r.o.p. color, more than 75% offer 
color every day of publication. + 


Availability, Cost, 
Coverage for R.O.P. 
on Rep’s Indicator 


New York, Sept. 16—Moloney, 
Regan & Schmitt, newspaper rep- 
resentative, has come up with a 
pocket-size “newspaper r.o.p. col- 
or lightning cost indicator,” which 
offers information on the avail- 
ability, cost and coverage of r.o.p. 
color in newspapers based on the 
168 standard U.S. metropolitan 
areas. 

The indicator provides data on 
one side for full-page one color 
and black, and on the reverse side 
gives the same information for 
1,000-line ads. 

Herbert W. Moloney, president, 
said the indicator shows, for in- 
stance, that an advertising mes- 
sage can be put into “39% of New 
England’s 3,000,000 homes with 
the powerful impact of a page in 
color for less than $8,000. The same 
coverage with a 1,000-line color 
ad can be bought for only $4,200.” 


® He added that for $100,000 an 
advertiser could “put a 1,000-line 
message in 25,000,000 homes from 
coast to coast” in r.o.p. color. A 
page color ad “can be placed in 
one out of every two U.S. homes 
for $200,000,” he said. “The beauty 
of this kind of coverage is that it 
concentrates in the urban areas 
where most of the money is made, 
and most of the money is spent.” 
The indicator grew out of re- 
search that showed that an adver- 
tiser can now “deliver his message 
with the powerful impact of r.o.p. 
color in newspapers in 156 out of 


the 168 standard metropolitan 
areas.” # 
Foreign Car Radio Maps Drive 


To go continental, a foreign car 
owner should have an imported car 
radio, too. At least that is the the- 
ory behind promotion for the Ger- 
man Blaupunkt car radio, distrib- 
uted by Robert Bosch Corp., Long 
Island City, N.Y. The manufactur- 
er, having found that increased 
sales of foreign cars in this country 
have coincidentally accelerated 
imported car radio sales, is ex- 
panding its magazine advertising 
starting in September. Blaupunkt 
will continue its schedule in the 
New York Times Magazine and 
will add space in European Car & 
Guide, Hi Fi Music at Home, High 
Fidelity, Holiday and Sports IIlus- 
trated. E. T. Howard Co. is the 
agency for Robert Bosch. 


‘Gazette’ Adds Supplement 

The Hawk-Eye Gazette, Burling- 
ton, Ia. has begun distributing 
Family Weekly with its Sunday 


edition. 
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A CITY LARGER 
/ THAN ST. LOUIS 
IS HIDDEN INSIDE 
ANGELES 


If your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


WHAT’S UP IN HIDDEN CITY? 


Number of families: Up 85% since 1950 (total Los Angeles County 
increase: 46%). Size of families: 65% of Hidden City families 
have children—a larger percentage than the readers of any other 
Los Angeles metropolitan weekday newspaper. Home ownership: 
57% now own their own. Income: 83% have incomes of $4,000 or 
more. Purchasing power: $1%%-billion...for hard goods, soft 
goods, and goodies that are advertised in The Mirror News. 


Baltimore Cincinnati 
Houston Milwaukee 
San Francisco 


you're stil covering | LOS ANGELES EVENING 


a market smaller than the 


Hidden City of The Mirror News. M RO i N FWS 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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ROCHESTER, MINNESOTA 


On a per household basis, Rochester families 
rank 2nd highest in retail sales per household 
in the United States.* 


Color Wisely, Bliss 


(Continued from Page 3) 
units and make them uniformly 


skyline. The 52nd largest airport in the U.S. with 


Where have more money to buy 
oa 2 / 100,000 passengers yearly. 


products advertised in the POST BULLETIN 
The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 
Circulation over 23,000 daily 


|/and more newspapers are “seeing 
the light about this.” 

The Chicago agency boss also 
tossed some bouquets at r.o.p. col- 
or. He said the medium offers ad- 
vertisers improved impact, a bet- 
ter sell, and strategic marketing 
concentration. 

He said full development of 
|r.o.p. color would come as “we 
| who plan advertising are able to 
|change some of our own concepts 


COLOR AVAILABLE! 


with Color. 


== 


NAVAJO 
Dm RESERVATION 


Monument Valley 


any 


~ 
ca 


COMBINED 
DAILY COVERAGE 


100% Coverage Metropolitan Phoenix 
60.8% Entire State Coverage 


%R.O.P. Color beginning October 1, 1958 


National Representatives — Kelly-Smith Co. 


tae Att ek eon @ The PF h 8 87 t= 


REPUBLIC Gazette 


The State’s Greatest Newspaper Arizona’s Progressive Newspaper 


Advertising Age, September 22, 1958 


Admen Must Learn How to Use R.0.P. 


Tells Meeting 


‘about the mewspaper as an ad- 


Per Household available—pages and _  1,500-line 

CONSUMER SPENDABLE INCOME......... $6768 and 1,000-line units.” 
EP ee reer 6846 | Mr. Bliss cautioned that the) 
oc TER Ludgin agency was “taking a very 
R HES ) strong attitude on this because in 
eentes Sounty so many cases it is the only means 
THE NEWEST by which an advertiser can com- 
POTENTIAL METROPOLITAN bine the effectiveness of r.o.p. col- 
MARKET * lett or with the minimum of necessary 
*Seles Management, May 10, 1958 A 37280 pepeiation aly WE @ 200,088 pepe continuity.” He added that more 


vertising medium.” 


= “So long as we think of the 
newspaper as an advertising me- 
dium with message delivery just 
a cut above the posters on a su- 
permarket window, r.o.p. color 
will have limited value. But a 
great many of us have come to be- 
lieve that with r.o.p. color we can 
make newspapers into so much 
more of a desire-selling medium 
that the place of the newspaper 
in the advertising plan may be 
substantially changed,” he said. 

The third asset of r.o.p. color, 
he continued, makes it possible 
for advertisers to mass color im- 
pact and color’ salesmanship 
“against vital geographic areas or 
markets, or mass them more ef- 
fectively in connection with tim- 
ing, either seasonal or for mer- 
chandising drives.” 

Mr. Bliss said r.o.p. color could 
also “open up a new and far bet- 
ter concept of what promotion ad- 
vertising can be.” He suggested 
that newspapers look closely at 
“price deal” and special “gypo” 
copy and ask themselves, ‘What 
kind of an advertising medium 
are these people trying to make of 
the paper?” 

Many intelligent retailers, said 
Mr. Bliss, have “rediscovered the 
newspaper as a vehicle for quality 


/promotions and style promotions 


and idea promotions—and have 
done these things through the new 
vehicle of r.o.p. color advertising. 
Cannot the national advertiser’s 
promotions be on a desire-selling 
plane, too?” 

He said it is easy for manufac- 
turers to put their quality, image- 
creating advertising in magazines 
and then back it with “slambang 


| promotions in screaming buckeye 


newspaper ads.” But the practice 


has made advertisers “forget that 


ithe best time to do the quality 


selling is at the exact moment 
when the retail offer is being 
made.” 

Mr. Bliss said that r.o.p. color 


|—“‘if thought of as it should be 


| by 


advertisers and if presented 
as it should be by newspapers”— 
could bring about “a whole new 
trend of action in promotion ad- 
| vertising. With r.o.p. color promo- 
|tion advertising, mouths can be 
made to water about the product 
_as well as that coupon good for 
25¢.” 


= Emerson Foote, senior vp at 
McCann-Erickson, told the meeting 
that advertisers and agencies re- 
gard newspaper color advertising 
as a novelty or specialty, rather 
than a major medium. 

He urged a “tremendous effort 
to standardize” the new medium 
and to eliminate the variations 
which lead advertisers to regard it 
as something other than a major 
medium. 

Mr. Foote said color is the 
“strongest competitive edge that 
your medium has to pitch against 
the color television people. And 
yet it is a great deal easier to buy 
and broadcast a color television 
program on a nationwide network 
than it would be to put on a truly 
national newspaper r.o.p. color 
| Campaign.” 

According to Mr. Foote, McCann- 
Erickson anticipated, as of last July 
30, that newspapers will end 1958 
with $730,000,000 in national ad- 
vertising, magazines with $765,- 
000,000 and television with $1.09 
billion. In 1957, national advertis- 
ing in newspapers amounted to 
$757,401,000. Magazines reported a 
total of $852,120,945 last year. Mc- 
Cann-Erickson estimated network 
television’s figure for 1957 at $1.31 
billion. + 
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The tremendous power of color 
in newspaper advertising 
is always at its best in 


the Chicago Daily News. 
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NBC Adds Six Sponsors 
Six additional advertisers are 
joining the sponsor list of NBC- 


TV’s “Jack Paar Show” or the 
“Today” program. E. I. du Pont 
de Nemours & Co. (BBDO) has 


purchased the largest number of 


|participations with 160 on “To- 
| day” 


and 21 on the “Jack Paar 
Show.” Other newcomers buying 


| participations on one or both shows 


during September, October and 
November are National Presto In- 
dustries (Donahue & Coe); Bulova 


Watch Co. (McCann-Erickson) ; the | 


lamp division of General Electric 
Co. (BBDO); Sandura Co. (Hicks 
& Greist), and Keystone Camera 


|Co. (Bresnick Co.) 


Torregrossa to Independent 


Anthony J. Torregrossa, for- 


merly with Ziv Television Pro- 
grams, has been named _ sales 
service manager of Independent 


Television Corp., New York, new 
tv film distributor. 


@ you get res 


billion dollars in 


spendable incom 


trade area with 6 


WILL GET YOU 


make up the tota 


reach this giant a 


Effective April 1, 
nized Memphis 


: THE COMMERCIAL APPEAL 


Morning — Sunday 


To Sell the SOUTH . . . You must Sell MEMPHIS 
A growing, 2!/2 Billion-Dollar Market. 


: ni call or write for samples and information 3 
. | W REPRODUCTION SERVICE, INC. ; 
MS 6 POS WEST MONROE STREET + CHICAGO 2,ILLINOIS + CE 6-3621 Hf 
= 58 
Posehn ay EEE G Gao i I eae SSPEARS PUREE EES sabemaiiaiaies SRS ERIS BESTE ER 
When you 


buy Memphis, 


ponsive coverage 


of a great metropolitan area. 
Home-delivery coverage lets you 
reach 100% of the greater 


Memphis families with over a 


consumer 


e. 


When you buy Memphis 
@ you also get effective 


coverage of a vast 76-county 


2 other 


key trading centers that 


1 market. You 


udience through 


the best accepted selling medium 
—the two most popular 


newspapers in the Mid-South. 


MEMPHIS IS GROWING! 


1958 ABC recog- 
ABC City Zone 


population of 528,118—a 102,218 
gain over 1950 census. 


SCRIPPS-HOWARD NEWSPAPERS 


MEMPHIS PRESS-SCIMITAR 


Evening 


dvertising Age, September 22, 1958 


New Tax Laws Give 
Distillers ‘Bright 


Future’: Rosenstiel 


MontTAvuK, N.Y., Sept. 16—The 
distilling industry, encouraged by 
extension of the tax-free storage 
period for whisky to 20 years, is 
now “a new industry with a bright 
future,”’ Lewis S. Rosenstiel, chair- 
man and president of Schenley In- 
dustries, told a group of liquor 
distributors here last week. 

“The flight of capital from the 
distilling industry has been 
stopped,” he said. Mr. Rosenstiel is 
credited with being indirectly re- 
| sponsible for many of the terms of 
'the Forend Bill, which modernizes 
and codifies federal liquor laws. 
It extends from eight to 20 years 
the bonding period for liquor, and 
also authorizes retailers to recover 
the federal tax on liquor lost or 
destroyed in natural disasters, such 


as hurricanes and floods, if the 
liquor has entered normal trade 
channels (AA, Aug. 11). Mr. Ros- 


enstiel predicted that the new law 
would also eliminate fire-sale mer- 
chandising practices, formerly nec- 
essary because of the dumping of 
whiskies forced out of storage by 
the old eight-year limitation. 


s Another advantage of the new 
law, Mr. Rosenstiel said, is al- 
ready evident. Whisky inventories, 
which in recent years had reduced 
| value as collateral for bank loans 
| because of the continuous threat of 
|tax force-out, are being favorably 
re-appraised by bankers. 

In addition, he said, the firming 
of prices in the bulk whisky mar- 
ket will tend to stabilize marketing 
conditions in the entire industry, 
because “that is where the pres- 
sures begin.” 
| A feature of the meeting was the 
|display of Schenley’s Christmas 
| packaging which will be shown to 
retailers in New York next month. 
Many new decanters will be in- 
troduced this year for such brands 
as Schenley Reserve, I. W. Harper, 
| Ancient Age, Old Carter, Cascade, 
O. F. C. Canadian, Park & Tilford 
Reserve and Canadian MacNaugh- 
| ton. The advertising program now 
| being prepared will be released in 
| about two weeks. + 
| 
| 
Reynolds Heads the List 
_of New CBS Radio Sponsors 
| R. J. Reynolds Tobacco Co. 
(William Esty Co.), Winston-Sa- 
lem, leads the list of new adver- 
tisers on CBS Radio with the 
purchase of four five-minute pro- 
grams. Two morning programs, a 
Rusty Draper show and newscast, 
are part of Monday-through-Fri- 
day weekday radio schedule re- 
cently relinquished by Ford Motor 
|Co. These and the evening “An- 
swer, Please” will be co-sponsored 
by Reynolds, which will fully 
sponsor the Phil Rizzuto “Sports 
Time.” 

Other CBS Radio buys include 
Pepsi-Cola Co. (Kenyon & Eck- 
hardt) for 11 weekly impact seg- 
ments for 14 weeks and Sterling 
Silversmiths of America (Fuller 
& Smith & Ross) for three weekly 
impact segments for eight weeks; 
Charles Pfizer & Co. (J. M. 
Mathes Inc.) for a weekly quarter 
hour for eight weeks and the fiber 
division of E. I. du Pont de Ne- 
mours & Co. (BBDO) for a week- 
ly quarter-hour for 26 weeks of 
“Arthur Godfrey Time.” Jaguar 
cars (Cunningham & Walsh) will 
sponsor the CBS Radio coverage 
of the America’s Cup races Sept. 
20, the manufacturer’s first broad- 
cast sponsorship in the U. S. 


Von Brunn Joins Klaeger Film 

James Von Brunn, previously 
with McCann-Erickson, has joined 
the tv sales department of Klaeg- 
er Film Productions, New York, 
tv commercial and industrial film 
producer. 
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One-paper coverage 


by the world leader in ROP Color experience. 


Lowest total cost 


for complete market coverage. 


ROP Color rates lower than B& W 


in many newspapers of comparable circulation. 


A record as the nation’s preferred 


big city test market. 


THE MILWAUKEE JOURNAL 


ational Representatives, 


ara & Ormsbee, Inc. 
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ADVERTISING LEADERSHIP 


ee —— of the BUFFALO EVENING NEWS 


During 1957 The NEWS, a six-day 
newspaper, published 66% of all 
retail grocery advertising in all 9€ 

Buffalo newspapers combined. 


SELL THE NEWS READERS AND 
YOU SELL THE WHOLE BUFFALO 
MARKET OF OVER 1,600,000 PEOPLE 


BUFFALO EVENING NEWS 


KELLY-SMITH CO. Notional Representatives 


Advertising Age, September 22, 1958 


‘Public Service by Private 


Enterprise’... 


General Foods Head 
Suggests New Drive to 
Tell Inflation Dangers 


vertising Council’s anti-recession | 
advertising campaign “opens up 
whole new vistas regarding the 
important relationship between) 
the public state of mind and our 
economic ups and downs,” Charles | 
G. Mortimer, president of Gener-| 
al Foods Corp., said yesterday. 


second annual Hearst Magazines: 
luncheon, noted that the campaign | 
had been given more “enthusiastic | 
support by American business and 
advertising media than any oth- 


Powderless etching—newest development in the engraving art—is an advancement 
whose contribution to quality of reproduction is making big news in the industry. 


Powderless etching, however, is only a tool .. . and like the chisel in the hands of a 
sculptor, it requires out-of-the-ordinary skill and experience to use it properly. 


Powderless etching at Jahn and Ollier is yours, not from adaptations of existing 
equipment, but from the newest, most modern machine available . . . from equipment 
specifically designed and engineered for powderless etching. 


Powderiess etching comes to you from Jahn and Ollier with this big P L U S: it comes 
to you from the hands of craftsmen who know the capabilities of this modern device— 
who have perfected the techniques of using it—who bring to their mechanical excellence 
the judgment and skill born of experience. 


Powderless etching is of importance to every buyer and user of black & white and 


color printing plates. Your experienced eye will see the difference instantly in 
a J & O powderless etched plate. 


PREFERRED PRINTING PLATES for 
America’s Advertising Agencies, 


Publishers, Printers and Advertisers. 817 West Washington Boulevard, Chicago 7, tlinois | MOnroe 6-7080 


Sales Office, Prudential Plaza, Chicago 1, Illinois 


Brac ty 


See for yourself on Page 57 of this issue of 
Advertising Age! J & O powderless etched, 
four-color process plates were the originals 
selected for this unusual Chicago Daily News 
color message. If you seek the finest in your 
letterpress or offset printed results, we Solicit 


Mr. Mortimer, who spoke at the | 7 


Ad Council's Anti-Slump Push Opens 
‘New Vistas on Ads Power: Mortimer 


er peacetime public service drive.” 

He recalled that some 150 com- 
/panies contributed $255,000 to the 
fund after one meeting, and that 
'this “seed money” generated some 


New York, Sept. 18—The Ad- | $20,000,000 in advertising—“that’s 


a ratio of something like 100 for 
one.” 

The GF president, who came 
up the advertising and marketing 


|route, took the opportunity to do 


some sharp defensive counter- 
punching: 
es “... I hope critics of advertis- 


ing will remember... the con- 
fidence campaign was a_ public 
service performed by private en- 
terprise. As you know, the critics 
of advertising, who do not under- 
stand its role as the element 
which triggers the factors com- 
bining to maintain our economy 
of abundance, frequently criticize 
advertising for what they call ‘ir- 
responsibility’. . . 

“. .. Advertising assumed the 
responsibility of raising the only 
voice that was heard to convince 
Americans to look up and ahead 
... It is gratifying that adver- 
tising’s appraisal of the economy’s 
ability to right itself was more 
realistic than that of those who 
strongly demanded both tax cuts 
and public works to correct our 
reverses last spring. . . 

“Happily, advertising recognized 
fear as the nation’s principal foe 
and chose understanding as the 
best medicine against recession 
fever. .. Like preceding public 
service campaigns, in peace as 
well as in war, the confidence 
campaign has proved that adver- 
tising can be used to sell ideas in 
the same way it sells goods and 
services. . .” 


s Mr. Mortimer said, “Perhaps we 
should make known to all Ameri- 
cans what we have learned: That 
recessions are not acts of God; 
that we do not have to take them 
lying down; that they do not have 
to run a full course, like epidem- 
ics or plagues. 

“This new appreciation of the 
importance of the state of mind 
in time of economic stress marks a 
real breakthrough in the cushion- 
ing of possible future recessions. 
[The campaign] can be viewed as 
a vaccine of public confidence 
which we have discovered to take 
the terror out of recessions. . .” 

Mr. Mortimer went on to com- 
ment that the most important 
problem now facing our economy 
is inflation, and he suggested a 
full scale and forthright presenta- 
tion of the grave consequences— 
national and personal—which are 
inescapable unless inflation is 
checked. 


® He was introduced by Richard 
E. Deems, exec vp of Hearst Mag- 
azines, who reported that more 
than 12,000 editorial pages in the 
ten Hearst magazines helped cre- 
ate trends which stimulated sales. 
He credited selling as the funda- 
mental reason for the U. S. high 
standard of living. “We know,” 
he said, “no matter how good a 
product may be, it cannot be still- 
born; it must be sold. Even the 
three-headed calf on the midway 
at the Mineola Fair needs a bark- 
er.” # 


Consumer Drug to Clenaghen 

Clenaghen & Mount, Portland, 
Ore., has been named to handle 
advertising and sales promotion for 
Consumer Drug Corp., Portland. 
Botsford, Constantine & Gard- 
ner resigned the $1,000,000 account 


your confidence, too. 


last month. 
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One of a series of comments on Metropolitan Oakland as 
a market by advertising agency executives. 


I grew up in Alameda County and know how it attracts 
new population. As a result, | am never surprised to see 
new figures showing the results of population growth in 
terms of sales. Several years ago, the county became 
Northern California’s sales leader in six important re- 
tail classifications. Each year it has established a firmer 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


COVERS METROPOLITAN OAKLAND* 


Daily 210,537 « Sunday 240,809 
ABC Publisher’s Statement March 31, 1958 


National Representatives: Cresmer & Woodward, Inc. 
New York * Chicago * Detroit 
San Francisco « Los Angeles * Atlanta 


Sunday Comics: 
Metropolitan Sunday Newspapers, Inc. 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


hold on first position and in 1957 — for the first time — 

it topped all Northern California counties in total retail 
sales. 

FAIRFAX M. CONE 

Chairman of the Executive Committee 

FOOTE, CONE & BELDING, 

CHICAGO 
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COMIC 
 *FEATURE MAGAZINE | 
e $$ so a es ne 


Cinvcage Daily Tebour 


The Weekly Illustrated Food Guide Color Comics A 
The ladies love it! In Chicago and suburbs, 9 out The greatest show in print! Read by 8 out of 10 adult 
of 10 housewives in more than 700,000 homes read readers of the Sunday Tribune. Advertising here gets 
it every week! standout position, plus all the color and showman- 


ship of the comics section itself. 


“sag — - 


Fai 


Seasonal Promotion Supplements 


Your choice of more than 50 other special supple- 
ments and features every year. They stimulate 
active buying interest for travel, furniture, homes, 
autos, boats, appliances and many other products. 


R.O.P. Color 


Available in units from 1,000 lines to a double 
truck, Tribune r.o.p. color delivers a tremendous 
selling wallop. 
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Magazine of Books 


Mid America’s most widely circu- 
lated book review! Book sellers in 
five states testify to its powerful in- 
fluence on reading habits. 


A ne ea EN ea Ae aah 


A vivid, forceful personality makes the Tribune Chicago’s 
most productive newspaper. Every page invites action and 
makes people want to buy. The Tribune can register your 
brand image with more customers here than any other medium. 

When you add color to the impact delivered by your mes- 
sage in the Chicago Tribune, you get response unequalled by 
any other medium. Nothing sells in Chicago like Tribune color. 
No other Chicago newspaper has a comparable record of suc- 
cessful results produced for advertisers. 

In run of paper color advertising alone the Tribune printed 
460 pages last year. It has printed 4,044 r.o.p. color pages 
since 1947. And during the first 7 months of 1958, r.o.p. color 
advertising in the Tribune shows a 29.2% increase over last year. 

Total Tribune circulation tops 900,000 daily, 1,275,000 Sun- 
day. It reaches more families in Chicago and suburbs than the 
top 7 national weekly magazines combined. More than 6 times 
as many Chicagoans turn its pages as turn on the average 
evening TV show. 

Why not see what Tribune color can do for you? 


THE TRIBUNE CAN DO ALMOST ANYTHING IN CHICAGO 


aps 


eal arta 
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Chicago Tribune Magazine TV Week 
Seven-day sales power at low cost! 
96% of its readers keep it for a full 
week. Enamel stock for excellent 


Ranks 5th in ad linage among all 
national magazines! Only Life, 
Business Week, the Post and New ; 
Yorker publish more total adver- reproduction. 


tising. 
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Color adds power to your selling message 


... buy it now in 


The Gary Post-Tribune 


In Regular News Sections, daily or Sunday 
Black and one color—1,000 lines minimum. Black and two or three colors, minimum full 


page—9 columns by 310 lines. 
ask a Burke, 


Kuipers & 
Mahoney man 
to show you 
color samples 


In Sunday PANORAMA Magazine Section 
Black and one, two or three colors, minimum full page— 


1120 lines—5 columns by 16 inches. 


See rate card or SRDS listing for rates. 


Advertising Age, September 22, 1958 


‘Meritorious Activity’ .. . 


Agency Execs 
Gain in Fame, 
‘Who's Who’ Finds 


New Publication Shows 
52% of 423 Noted Ad 
Executives Are in N. Y. 


By Don Morris 

Cuicaco, Sept. 18—According to 
'a newly published appendix to the 
|1958-’59 issue of “Who’s Who in 
| America” there are 423 advertis- 
ing agency executives sufficiently 
well-known for inclusion in that 
famous compendium. 

The appendix includes, for the 
first time since 1950, a vocational- 
geographical breakdown; agency 


fourth 


for the Poked consecutive 
month (May, June, July.1958") 


and AUGUST> 


THE HOUSTON POS 


leads all Houston 


‘newspapers in dail 


retail linage. 


Post Circulation 
at all time high 


216,209 Daily 
225,374 Sunday 


* Media Records Full Run 


THE 


HOUSTON POST 


W. P. Hobby 
Chairman 
of the Board 


Oveta Culp Hobby 
President 


Represented Nationally by Moloney, Regan & Schmitt 


executives are included for the 
| first time as a separate classifica- 
tion in this breakdown. (In 1950 
'a broader group—advertising ex- 
|ecutives—was given. It amounted 
to 0.2% of the total.) 

By now the agency execs alone 
constitute 0.3% of the noteworthy 
folk included in the volume. And 
another hint that the group is a 
growing one may be found in the 
fact that, of the outstanding agen- 
cy executives listed, 28.8% appear 
for the first time in the current 
“Who’s Who.” 


s More than half (52%) of the 
/agency executives are in New York 
|—a total of 222. Chicago has the 
| second-largest cluster: 65 of the 
| fortunate 423. Detroit has 21; Los 

Angeles 15; San Francisco nine; 

and Boston, Philadelphia and Pitts- 

burg seven apiece. There are six 
|in St. Louis, five in Cleveland, and 
\four in Milwaukee. 

The agency men are located ac- 
cording to their places of business 
rather than their homes. Connecti- 

‘cut, despite its standing as an ex- 
j}urbanite hotbed, has no agency 
exec listings. A number of states 
have one outstanding man apiece 
(Colorado, District of Columbia, 
Florida, Georgia, Indiana, North 
Carolina and Texas). 

One Montreal agency executive 
and four in Toronto make up the 
Canadian roster. The remainder of 
the world is covered by inclusion 
of two British admen in London. 

Marquis-Who’s Who, publisher 
of the volume, points out that the 
vocational listing is not to be re- 
'garded as definitive. 


|# “It must be recognized,” an ex- 
|planatory note says, “that “Who's 
Who in America” encompasses 
within its now-bulging red covers 
representatives of nearly every 
known meritorious human activity 
[Ah, there, Vance Packard], with 
the exception of sports. 

“Furthermore many of these 
representatives are engaged in 
work which is a blend of two or 
more activities usually thought of 
as being separate. 

“Practically speaking, then, an 
exact classification scheme which 
fits closely all ‘Who’s Who’ biog- 
raphies is not possible.” 

The editors of the book, to cite 
one example of the difficulty of 
the classification job, could not 
very well classify each biography 
by both location and vocation. So 
only in cities with 40 or so list- 
ings are the vocational cross-clas- 
sifications made. This results in 
such an oddity as the inclusion of 
two outstanding admen in Prince- 
ton, N.J., simply because that com- 
munity is included for other rea- 
sons, and none in a number of 
other cities where the total in all 
vocations is too small to make a 
/vocational breakdown feasible. + 


Vickers Promotes Two 

Donald E. Young has been pro- 
moted to advertising supervisor 
of Aero hydraulics products and 
William C. Bennett has been pro- 
moted to advertising supervisor 
of industrial hydraulics products 
of Vickers Inc., a division of Sper- 
ry Rand Corp., Detroit. Mr. Young 
has been with Vickers since 1955 
and Mr. Bennett has been with 
the company since 1953. 


Scripto Adds Division 


Scripto Inc., Atlanta, as part 
of a change in its advertising 
specialty policy, has formed an 
advertising specialty division to 
replace its Adgif division. Here- 
after, Scripto will abandon its di- 
rect sales policy and will sell 
through advertising specialty job- 
bers, both on a local and national 
scale. 


_Levinger Advertising Moves 

Levinger Advertising Agency, 
Santa Rosa, Cal., will move to 
larger quarters at Second and E 
St. on Sept. 29. 
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Meet an Ottawa, Ontario 


GOVERNMENT 
WORKER 
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OTTAWA Citizen 
MEDICINE HAT News 


MERILYN WALKER is a graduate X-ray technician who’s working as a 
research technician in the thermo calibration division of the National 
Research Council. Merilyn represents more than 65,000 government 
workers in Canada’s booming capital. 


Look at the facts: 

e A $2 million shopping centre is now under construction to serve 1,650 
new homes in South-east Ottawa. 

e An outlay of $10 million by the Federal District Commission will be the 
initial cost of re-locating Ottawa’s downtown railroad system. 

e A new $60 million housing, commercial and industrial development has 
been announced for Ottawa’s West-end. 

e A new $10 million span across the Ottawa River into Hull has been 
approved and is now in the final planning stages. 


WINNIPEG Tribune 
VANCOUVER Province* 


*Published for Pacific Press Ltd. 


NORTH BAY Nugget 
EDMONTON Journal 


HAMILTON Spectator 
CALGARY Herald 
TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 


MONTREAL—The Southam Newspapers, 1070 Bleury St., J. C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 


UNITED STATES— Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


All in all, industrial, commercial and government expansion planned for 
Ottawa over the next few years is nothing short of staggering. 

These tremendous expansion plans are just a few of the many good reasons 
why the City of Ottawa proper, plus neighboring Hull, Quebec, with 
combined populations of 362,400 can now boast a retail sales figure of 
$325,422,000.* 

To sell this wealthy market you must use the Ottawa Citizen . . . the 
paper the people know and trust. The Citizen now boasts a hard-selling 
circulation of over 60,000. 

FREE MARKET INFORMATION 

Ask your Southam representative for a free booklet, featuring complete, 
up-to-date market information. 


*Sales Management, 1958 


re 
IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 
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500 More 
Homes Due 
In County 


w 500-home addi- 
ill be built this fall 
e Hutchinson Con- 


n 


where Denver mee 
mountains an i 
idly is becomin 


Cherry Hills. 
The new Hutchinson project ‘ 


1 adjoin the swank Applewood 
which is being devel- 
ron T. Bunger, for- 
mer regional director of the U.S. 
Reclamation Bureau. 
Bunger’s Applewood - Mesa, 
which extends from the Clear 
Creek Valley area at W. 32nd 
Ave. and Youngfield St. clear 
up the slopes of South Table 
Mountain (now renamed Apple- 
wood Mesa) 
160 homes in the $25. 
000 price pracket 
tracts of one-half acre to two 
acres in size. 
Some 10 of the 
finest custom b 
work in Applew 
summer. A few c 
are for sale. 


g a secon 


wil 
Mesa area 
oped by My 


Denver area's 
uilders are at 
ood Mesa this 
hoice sites still 


Hutchinson homes 
project will adjoin Applewood 


—. ages. 


will be locate 

. site purchased by Hutchinson 

; : last week from Bob Creighton, 

who has been using part of it 

i as site for an airport for small 

lanes. 

Hutchinson officials said Sat- 
urday their homes probably will 

range in price from $18,000 to| The new 28-story, $1 

$20,000 with a “puffer strip” f| flanked by the sed com 

homes immedi-| Mile High Center on the rig 


oom Denver U. $4,7 44,776 Ap 


Symbols of Denver's Gro 
financial institution, open 


nal Bank Building (center) is 
d Steelwork for the new Br 


Club Building on the left an 
First National. 


6 million First Natio 
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pleted Denver 
ht. The First National Ban 


NEW RANCH DESIGN 

mes will be of a new 
n. Construction 
multi- 


The ho 
ranch type desig 


959. | went UP $20 


Pay SAR A ME Bs Ons tae 
TENSE OARS SR ee E * 


oe: septs eh hie “eer uee rye eal Sprai. 15 ies: 2 age amen oe ee Sk Ve a ee Eee 
ey “ vai Sj - wd Se Pe ee al ae a om ee Ainge age a. z Megas kl a ieee ae a at fr, 
ii : ~—— a ee, ee) UE ae aan es ee — oe 
se = se oO ee Meee eee ae ae The 
re phe . ae — ae hae i 
~ P ‘ . em af ike i hil | = aaa " € cay 
—————————— ieee 
es es 
ans % ry 
yee ” figs 
the cae 
- 3 ET - 4 " Te SRS Cre arsine saa naam 7 ae sea a 
i 1g * ae 
ai os: 
a - e 
or — a ee - of the Rocky Mountain Emp - 
a The Voice ol the ocky ountain Empire ——i 
= ny i 2 e 4 
“a ‘ . “ 
a Vol. 67, No- 26 Denver, Colo.—Climate Capital of the World po 
cee 
13 
‘eae ; 
re : a 
weet: | r q 4 
ee, — 
oe; : = i 
a : — 
a tion W a 
-) = ee : 
om : by th + : eT ae : b 
st : : struction Co. in the $e ee iat esi — 
™ a ; eins ; oe ah ie @ lee me esos a ee ae Bek ee : 
< wood Valley section of Jef- > SM ee ete rte tT Aga — 
. Si TTT td Labbe TTL habe = 
me n County — the area Be" A A iid > a 
os ts the ; gs? nit iietint WAH ant ae" | 
: E Se : + RS t - : ; 
: +h rap- - Be GaN KFT og 
i 3 F AG k Ag ’ 4 APES } hw a H ib Hl) 3 - ; J ; 
a | s - eA: Wee saa sc 
ie Os a ee Mee ity PERE a 
. | eae ait Whe cay . 
| a ate hee ii sie nit) ora rai 3 ae 
" : % Tee Eas eatin. pat a - * 
rdf " 7 fa? a. peaaaeat 4 ie noe baa ae, Gere Pere on « a 
‘i fi = Sat, ha ee z aS ein Hid itt a shi Pll aie niee eee a ae 
i i Ren tees es Ee ke Te b "Eee tS a See ee ny 
oy i “ oy oe Hed cB se = ae HN be or aes He mea = at = : 
i ; i eae pa a ae UE he saeco mpl wage . 
nen # etre ai ff oaak ii am! j vt a a 3 ‘tee om. et — 
5 yee i ee eh ee ee Tl a. ; ea : Mi 7” 
oe ‘ 3 Bags Wb % % x a : 
fs pice qennee Bia Win a we gin 
ae ; ing tl : i 
© ee rt e Pt ere +4 ts a. ai * att ii ij i 2 . : ¢ Fi  ## \' : ; a 
¥ ; fe Se Hi ; ar i a 
as ! cnmasrusseneneeysysailsl: S004 til eat 3 ae 4 i | _- © 
i e - os wanna wear a a eeeesa:. oe ce J hae 
ae : . ze Bs 3 es memes Loo a epee > b a. = er a =o aoe 
$i : ee aa oo eo Tae ae ae m= ae 
bi i iy eee. os Ree) eee ee ae i hie a CU 
cg a ee Bane cha fake | Gea ge ee ee | ee fs 2S j 
oq : taee wr se Se Pree pe pe Sey gy aa 4 “er eee ae ee :. 
ie + ne 28 Se & nome ahaa Se SMa oS 1s: aie il 
2 § e Bese res ; nemesis has 25 ero e mf) Oe wey 1c Whe so pcan 
is: : ee ae os Pe ‘pone 1 passe! Se 7 | aati, Desa 4 ge Gee eee Ae 
3 4 Eta girth vas iol Oe et be ae ey i peels a a 
a : ee : fs? Ce a Po - a ao see i, i a eee, 
i Ee TP ~ SHIR ne yogaenbng aa 7 "te Ge ae & : a f | 
yee f eR  cneneencinre TG LEY: AY. 4 Se Ptdlnated. ted : —_ wo re 7” gore: - ~ : ' 2 § 
: M oe al a oe | see wes ~~ es) i it . | ren | 
is esa on ; | Bg oe ae 2 lors De - © big ee aoe ae eS ok she ’ “aa a Sees, 
ice 4 ae > 1 i — + ee 4.8 | ote 
Ave. and Youngfield st. It be earl : a a 2. 2a eee yrs oe oe dome : J 
a ae ae [asin ae a a : yg es BS, ao Mata Sk ea Cae ah peer pa 1 ques : sont q ..3 Be 
; ea A Ee oe 4 oe 7 scenario dy pene cert. gh ooh . > aa | 
ee SO ae ee re pee rae aor cat : a — a 
OS pen suet secage diy ve ORE lo Oy paca : oe 3 . aR . 
eo ae ee 2) 
oN. gic ae ai a 
f 
{ 
\ 
- ‘ 
U 
. ‘ 
by , . i ' | 
ae * a ‘ 
oe - — 
are : — 
; — | 
i @ 
s ' EERE 
: - 2 Ry Mat is, Sa 5a tect act Trier ° j pier ; 
ee Conte FOr NCW TES s chee. 
4 os er : : . ss j iy 
7 oe ; ; — 


ess teases 2g 


PENING 


Many See 


The new First Nation- 
al Bank of Denver threw 
en its doors to the 


and the open 
of the week—is 10 a. m. 


Actually, 
ers started moving through the 
bank’s drive-in f 
in 15 minutes after that de- 
partment opened at 7:30 a. Mm. 
Regular drive-in hours are 


* 
Qa Event 7:30 a. m. to 6 p- ™- 
. Opening at 9 m. was the 
safety 4 it ult depart- 
do of 1958, eg ——« 


Tellers began werk at the 
other windows a little before 
the 10 a. m. scheduled time. 

Tours of the pank’s quarters 
in the lower four floors of the 
$16 million, 9g-story skyscraper 
at 17th and Welton Sts. were 
being conducted by more than 
a score of college-girl guides. 

Moments after the ribbon cut- Hundreds of customer and 
, i ’ : visitors entered the building in 
ting, the two-level major de- 

? : the first two hours after the 
partment store was jamme 
with visitors and customers. opening. 

They a as wy 8 20- The bank was dedicated Sun- 

; y nor mayer y day night in ceremonies aired 
piece shirtsleevey? band, and yee 
hey heard ton A. B “al by all four of Denver's com 
they hea =” arr, preS!-) mercial television stations. 
dent of the pillion dollgr Ward The sky puilt b 
hain, say that his m_ built e skyscraper Was OY y 
ns , hang coerce’ the bank and Joh 
a ccf 0 ee ropolites| feaas multi-millionaire. It 

steal h vege cals a ie opened to its first two tenants 
rowth ar apr gee a er last March, less than 24 
any of grow and| months after the ground- 

Count sheriff's breaking. 

y During the dedicat 
timated 4,500 per. ing 


~~ 


¥ tae oe 


to open 
new Montgomery ward & 


Co. store in the 


Shopping Center, W. 44th 


Ave. and Harlan St. 


CIRCULATION 


“tg except Saturday. . . 251,880 
O64 
Empire Magazine and bowie. sedan 


A.B.C. Publisher's Statement 
March 31, 1958 
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Editor and P 
ublisher: PAL 
; MER 
chia Nationally by gags 
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LONEY, REGAN & SCHMITT, INC 


ion cere- 
building's 


th oo 
its doors at its new location Avg- 11. |Denver’s. ate 
n Palace West Hotel rises in front of the \ToOP OFFICIALS ATTEND 

Officials of Jefferson County 


a 


5 7_™ — . . 
} ’ | SSS ——— | and top-ranking regional and 
j iD; ° national executives of Montgom- 
ved Pioneer Paint ery Ward attended the cere- 
e monies. 
Firm Launches George P. Osborne, chairman 
+ 4 of the Jefferson County Board 
, ol Big Expansion of Commissioners, officially wel- 3 Markets 
; ed t Ward to th 
A pioneer Denver paint a oe bocren facto The Denver metropolitan, 
$345 for the schoo area's multi-million-dollar boom 
; joos went up| sion whic . 
iia’ ; sine canacity 250 pet- The new store is the second new impet 


area Mont omer 
. J y nnouncement by Safeway 
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THE EVANSTON REVIEW 
WILMETTE Lire 
« 2,900 WINNETKA TALK 
NORTHBROOK (star) GLENCOE News 
j +3.210 *2,150 


* OCCUPIED DWELLING WINNETKA \ 
Unit Figures 1 (Talk) 


Consumer Markets NORTHFIELD *5,561 


© 3,790 
GLENVIEW 


WILMETTE (ite) 
‘7667 


EVANSTON 
(Review) 


*22,356 


-And= THIS IS THE RATE 
THE EVANSTON REVIEW .. .25e per line 
THE HOLLISTER PUBLICATIONS Any One — Ite per line 
All Five — 30 per line 
Combination of THE EVANSTON REVIEW ond the five HOLLISTER PUBLICA 
TIONS can be bought on ONE ORDER @ SS per line through 


The North Shore Publishing Co., 1928 Church Street, Evanston, Ml, or 
Loyd Hollister Inc., 1232 Central Ave., Wilmette, Mi. 
Chicage Office. 20 W. Jackson, HA 17-1488 


Portland retailers watch the women go buy. 
That's why they use the newspaper that 
reaches WOMEN. Last year they placed 
4,193,367 more lines of advertising in 
The Oregonian than in the 2nd paper. 

They know there’s more buying when they 
use the newspaper that’s big as all Oregon 

. .. The Oregonian. 


Almost 2'%-billion annually . .. that’s double 
Cleveland and almost 3 times Atlanta! 


the Oregonian 


Portland, Oregon 


leads in retail advertising 


Largest Circulation Newspaper in the Northwest 
231,829 Daily; 295,740 Sunday 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 


Rep ted Nationally by Moloney, Regan & Schmitt, Inc. 
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How big is the Oregon retail market? | 
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GLENVIEW ANNOUNCEMENTS 


NORTHBROOK STAR 


THE FIRST MAJOR GROUP OF 
SUBURBAN NEWSPAPERS TO QUALIFY FOR 
AB C MEMBERSHIP 


Covering Chicago's 
North Shore . . . One of 
AMERICA’S TOP 
SUBURBAN MARKETS 


Published every Thursday 
Copy deadline Thursday 
Preceding date of Issue. 


Advertising Age, September 22, 1958 


freshing about-face b; j 
Stars Spoof Fall | network, which took the occasion 


of the fall program to go light on 


Off » , NBC its teet, put tongue in cheek and 
| poke fun at its own foibles and 
er Ings y | follies. 50 of NBC-TV’s biggest 
| | personalities, including some of 
|its sharpest wits, appeared on the 
fo Promote Them | telecast. The show may end up 
|/remembered as a much brighter 
| New York, Sept. 17—In the| program than many it was touting 
| rosy-tinted hues of NBC’s closed-| for later in the season. 
(circuit color tv, Bob Hope smiled 
/smugly from the screen at the|@ Irreverence and iconoclastic 
jaudience of agency men, admen, | good-humor, no holds barred, were 
reporters and station executives in the approaches which sparked a 
140 cities. | presentation whose special in-the- 
“Excuse me, folks,” he said, | trade references might have mysti- 
strolling offstage after a few typi- | fied a consumer audience but hit 
|cal Hope gibes, “but I’ve got to/a derisive bull’s-eye with the press, 
|meet the account man from Mc- | sponsors and prospective buyers. 
Cann-Erickson. We're going to! The telecast was designed to create 
pick out six beautiful models for | excitement for and an outline of 
my Sept. 19 tv musical, ‘Roberta.’|the over-all NBC fall program- 
| And some of you fools,” he added |ming “concept”—and maybe make 
| with a roguish leer at the rere be few last-minute sales. 
lence’s admen, “didn’t want to| NBC Chairman Robert Sarnoff, 
sponsor my show!” who introduced the telecast, con- 
Mr. Hope’s sally was part of a|tributed one of the few serious 
|moments by soberly commenting: 
“It will be a season of greater va- 
riety, higher quality and more col- 
/or than ever before. We’ve added 
(a dozen promising new evening 
| programs, and we'll be doing more 
‘than 100 special shows.” 
| 


's Along with elaborate dance 
| spectacles, serenading by such tv 
|troubadors as Perry Como and 
|Dinah Shore and clips from the 
new shows, many of the most 
/sacred white cows of network tele- 
casting were taken for a humor- 
‘ous ride by a wide assortment of 
|tv’s most celebrated clowns in 
|skits, satires and informal com- 
|ment. The script was credited to 
| Jess Oppenheimer, but no doubt 
Milton Berle, Ed Wynn, George 
Gobel, Jack Paar, George Burns 
and Mr. Hope embroidered it free- 
ly. 

| Among the topics tackled by one 
| wag or another during the 90 min- 


WATCH THE WOMEN GO BUY...WATCH THE WOMEN GO BUY... | utes of entertainment were: 

Quiz Shows—“There’s been more 
singing on the quiz shows lately 
than there was all last year on 
the ‘Hit Parade’.” 

| “They’ve got a new title for 
‘Twenty-One.’ It’s called 30-to- 
WATCH THE WOMEN GO BUY... WATCH THE WOMEN GO Buy. ‘a life.”’ 


0 


“Of course, you'll take the prize 
money. You’ll need it to pay bail.” 

Westerns—“We’ve got a new 
western coming up called ‘The Gay 
Caballero.’ Most tv cowboys carry 
a gun. This one carries a purse.” 

“We've finally found out what’s 
in that ‘Wagon Train.’ It’s replace- 
ment films for the new shows.” 

Desilu Productions—“We'd bet- 
ter watch it. I walked into an NBC 
studio, and there was Desi Arnaz 
with a tape measure.” 

Tv drama stars and hostesses— 
“And now we present the nation’s 
most popular fashion show, Miss 
Loretta Young.” (Miss Young 
shown coming through the same 
doorway five different times in 
five different dresses.) 

Tv commercials—“We've got to 
do something about that child. 
When the Lysol commercial comes 
on, he roots for the germs.” 

Network brass—‘Who is the 
president this week?” 

“He is called administrative head 
of corporate planning, but he’s 
really what you’d call a nag.” 

CBS—‘“We’'d better hurry up 
with this show. We’re liable to be 
‘jammed’ any minute by CBS.” 

Tv Merchandising—‘The ‘Bat 
Masterson’ western show is so pop- 
ular they’re manufacturing a whole 
line of Bat’s canes for children. 
The parents will buy ’em just to 
beat the little kiddies over their 
heads with.” 

Spectaculars—“That was a name 
dreamed up by a network vp for 
/a show stretched out so long you 
| forget how bad it is.” 


# Considering NBC’s blockbusting 
investment in color, the remark 
most indicative of the telecast’s 
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FURNITURE SAVER—“It takes a heap 

of living” is the theme of a promo- 

tion by General Tire & Rubber 

Co.’s Bolta products division, Law- 

rence, Mass. Ads and display ma- 

terials like these help put across 
the slogan. 


flip and relaxed approach was 
George Burns’ comment during an 
insert from his forthcoming b&w 
series. “As you can see,” he said, 
“I’m bringing back glorious black- 
and-white.” = 


Remington Rand Sets Print 
Drive for Office Furniture 
Remington Rand is breaking a 
$100,000 national print media cam- 
paign for its office furniture line 
in the Sept. 21 issue of the New 
York Herald Tribune. Also sched- 
uled are color pages in October is- 
sues of Business Week, Fortune, 
Interiors, Interior Design, Nation’s 
Business, Newsweek and U.S. 


_News & World Report, plus b&w 
ads in Ebony, Time and the Wall) 


Street Journal. 
Paris & Peart is the agency. 


Roman Sets Radio Drive 

Roman Products Corp., South 
Hackensack, N. J., has kicked off 
a heavy radio campaign in eastern 
markets for its frozen macaroni 
products. 66 commercials will be 
heard weekly in New York, Phila- 
delphia, Baltimore, Washington 
and other major eastern cities. 
Smith/Greenland Co., New York, 
is the agency. 


IN THE 
PHILIPPINES 


Che Panila Times 
has Ni @ ] R E 


net paid 
circulation 
than all 
other major 
newspapers 
combined. 


Weekdays 
103,580* 


Sundays 
148,710* 


Home Office: 
Florentino Torres Street 
Manila, Philippines 


U. S. and Foreign 
Representatives 


= REPRESENTATIVES, 


120 East 56th St., 
New York 22, N. Y. 


*K auaitea by the Philippines 
Bureau of Audited Circulations 
for the period of six months 
ending December 31, 1957. 


Harris Named Ad Manager 


P. Jay Harris has been named 


| advertising manager in charge of 


consumer and trade advertising 
and public relations of Empire 
Brushes Inc., Port Chester, N. Y. 
He formerly was marketing and 


|advertising manager of the paper 
leup division of Hudson Pulp & 


Paper Corp. 
L&N Out of Qantas Race 


Lennen & Newell, one of the 
agencies invited to make a presen- 


tation to Qantas Aijrlines 


(AA, | 


ficers include Stanley R. Tippett, 


Sept. 15), has voluntarily with-| Tippett & Co., exec vp; Morris 


drawn from the solicitation, be-| 
L&N | 
the American Airlines| 


cause of “prior interests.” 
handles 


account. 


Eastern NIAA Names Horton 
John A. Horton, president of 
Horton, Church & Goff, Provi- 
dence, R. I., has been elected 
president of the Eastern New Eng- 
land chapter, National Industrial 
Advertisers Assn. Other new of- 


Silverman, Barry Controls, secre- 
tary, and Malcolm C. Choate, 
Cory Snow Inc., treasurer. 


Hollingbery Adds § Stations 
George P. Hollingbery Co.’s ra- 
dio division has added five radio 
stations. They are KLIK, Jefferson 
City, Mo.; KHMO, Hannibal, Mo.; 
KSAY, San Francisco; KEEN, San 
Jose, and, effective Jan. 1, 1959, 
WTTM, Trenton, N. J. 


69 
Faulkner Buys WHEP 


Jimmy Faulkner, president and 
principal stockholder of South- 
west Alabama Broadcasting Co., 
Bay Minette, Ala., has purchased 
WHEP, Foley, Ala., radio station, 
from Alabama Gulf Radio Inc. 


Weitzman to Schneider-Stogel 
Louis S. Weitzman, formerly as- 
sistant promotion director of the 
Bureau of Advertising, ANPA, has 
joined Schneider-Stogel Co., New 
York, as vp and plans director. 
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You can sell it everyday in 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells @'% 


billion 


dollars 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES’ 
CLEVELAND 26 ADJACENT TOTAL 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,936,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 1,100,571 
Retail Drug Sales 88,498 55,405 143,903 
Automotive 435,242 430,796 866,038 
Gas Stations 146,580 176,027 322,607 
Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


®Akron, Canton and Youngstown’s Counties are not included in above Sales, 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Networks 
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B THE COLOR WORLD IN 90 DAYS! 


Just 90 days after the Sun-Times began producing color in its great 
new plant on the Chicago River, a four-color ad in its pages for Hamm's 
Beer won top honors in the Editor & Publisher R.O.P. national contest — 
most exacting competition in the field. 


A decade of careful planning and preparation, and the finest equip- 
ment available were behind that seemingly quick achievement. No effort 
or expense was spared in placing the Chicago Sun-Times at the top in 
machines, technique and know-how. Results followed quickly — proof 
that fine craftsmanship combined with good tools can still achieve a 
high quality product. 


The Campbell-Mithun agency supplied the original excellent art work 
and carefully prepared color plates for this prize winning Hamm's 
advertisement. 


Materials were expertly handled by the Sun-Times color production 
team shown on the opposite page. Communication between agency 
production personnel and Sun-Times craftsmen was maintained by a 
carefully conceived system. 


All this planning and cooperation were brought to effective fruition 
in the Sun-Times new plant. High calibre stereotype machines and 
modern Goss Headliner presses preserved the high fidelity of original 
copy to final form. 


This kind of achievement is typically Chicago—the kind of achievement 
that will bring success to your R.O.P. color campaign if you schedule 
your ads in the Chicago Sun-Times 


Call for Hamm on drali, too! 


. i 
the same famous relreshing favor! (Oy 


The Chicago Sun-Times won First Award with the 
reproduction of this Hamm's Brewery Co. adver- 
tisement in the 1958 Editor & Publisher R.O.P. 
color contest for a general subject in 3 colors and 
black printed by newspapers with circulation over 
250,000 


Editor 4 Publisher 
ROP COLOR 


AWARD 
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Lavoris Stockholders |Gradiaz, Annis Launches Fall 
Okay Acquisition by Vick Drive for Gold Medal Cigars 


Stockholders of Lavoris Co.,| Gradiaz, Annis & Co., Tampa, 


Minneapolis mouthwash manufac-|Fla., has launched a fall adver- | 


turer, have ratified an agreement /tising push in print media boost- 
for acquisition of the company by|ing its Gold Label havana cigars. 
Vick Chemical Co., New York, on! Fractional ads for the cigars and 
Oct. 1. Negotiations for the acqui-|a special premium offer will ap- 
sition had been going on for more| pear in newspapers and maga- 
than a year (AA, Sept. 1). Lavoris | zines, including 
stockholders will receive four New Yorker, Sports Illustrated 
shares of Vick stock for each seven and Time. Emil Mogul Co., New 
shares of Lavoris. | York, is the agency. 


Newsweek, The} 


MONTREAL 


Canada’s largest urban market with population 
heading for the two million mark .... To keep your 
sales growing in this growing city, make sure The 
Montreal Star is on your schedules. With The Star 
you reach 83% of Montreal’s English market. 


Facts and figures on request. 


Che Montreal Star 


Represented nationally by O'Mara and Ormsbee Inc. 


Smith Joins Blair-TV as 

San Francisco Head 

| Ned Smith, formerly . general 
manager of KOVR-TV, Stockton, 
Cal., has been named head of the 
San Francisco office of Blair-TV, 
station representative. He succeeds 


Lindsey Spight, who resigned. Mr.| 


Spight will serve Blair-TV and 
Blair Television Associates in an 
advisory capacity while devoting 
most of his time to personal busi- 
ness. 


C. Glover DeLaney, managing | 


director of the broadcasting divi- 
sion of Gannett Co., will assume 
added duties as Mr. Smith’s suc- 


cessor at Gannett’s Stockton sta- 


| tion. 


| Stebbins Gets WNBQ Post 

Russell Stebbins, formerly direc- 
tor of television sales of WNBQ, 
| Chicago, has been appointed man- 
"ager of local sales for WNBQ, not 
|WMAQ, NBC’s radio station in 
Chicago, as erroneously reported 
in the Sept. 15 issue of ADVERTISING 
AGE. 


James Joins Independent TV 

Hal James, previously vp of ra- 
|dio-tv of Doherty, Clifford, Steers 
& Shenfield, has been named na- 
tional sales manager of Independ- 
;ent Television Corp., New York, 
new tv film distributor. 


SELL WITH 


IN PONTIAC 


PONTIAC 


Stroh’s Beer Betty Crocker Frosting Mixes 
Flufto Duncan Hines Coke Mixes 
Rinso National Dairy Products 
Buick —_ ~~ — 
*.° jampagne Velvet Beer 
among top cities Pontiac Swift Frozen Fried Chicken 
in Michigan GMC Trucks Kellogg Sugar-Frosted Flakes 


SALES 


Per Household 


$ 
Gar NET PAID 58,059 


74% of Press homes take no other daily paper 
and 88% no other evening newspaper 


THE PONTIAC PRESS 


Pontiac, Michigan 


Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


*SRDS 1958 Consumer Markets 


The Pontiac Press has been running up to 4 colors r.o.p. 
daily for over 22 years! Adding color to a finely edited 
newspaper with top market coverage and you have a 
sure-fire method of securing maximum sales. Net paid 
circulation of 58,059 daily is highly exclusive for 74% 
of Press homes take no other daily newspaper. 


A few of the top products that have appeared 
in 4 colors in the Pontiac Press 


Black and one color minimum 1,000 lines 
Multiple color minimum, one page 


Dromedary Cake Mixes 
Sara Lee Coffee Cake 
Lux Toilet Soap 
Standard Oil Co. 

GE Vacuum Cleaner 
RCA Whirlpool Washer 


Advertising Age, September 22, 1958 

Nielsen Network TV 

Two Weeks Ending Aug. 9, 1958 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience” 
TOTAL HOMES REACHED 

Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) 2..............ccccccccccceseeeenensees 16,383 
2 RN TI, We PI I aia accececcsccsvecccnsssesecsoesoncssacnsnecesones 13,416 
3 WR ne a mee Ge, Fy TI, GID nncceocssccoccvecocesccvescovccesevenscsccnevceccosscoce 13,115 
4 Ed Sullivan Show (Mercury, Kodak, CBS) .....0..........c.ccccccecesesscessensenescvsnees 13,072 
5 All Star Football (Several sponsors, ABC) .0............cccccccccscesseeeceeseeeseesevenenrs 12,642 
6 Top Ten Lucy Shows (General Foods, CBS) ................cccccccesceesceessenseenevvenes 11,954 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) .0...............ccccccccccscceseeeeeeeeeee 11,653 
8 I Rs Sis ein ansan geiababoumantaunroscenacsiaen 11,567 
| 9 Tales of Wells Fargo (American Tobacco, Buick, NBC) ............cccccccccceeeee 11,137 
10 Wagon Train (Several sponsors, NBC) ................ccccccesscesesseeseesseersereeeeees 11,094 

PER CENT OF TV HOMES REACHED? 
Homes 
Rank Program (“) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) o.............6.ccccceccceeeseeeeee 39.0 
2 a ne conics cepunnspndesadtonuonaidiuaséa ease 32.2 
3 ne Re noc ncscnonsinussntesosonspedvoinndcunsanncsnoind 31.4 
4 Od Sellivan Show (Moreury, RModakk, CBS) ....<........0cccccrcccsccorcscoscsscossccssssssccssonse 31.0 
5 All Star Football (Several sponsors, ABC) ..................ccccsccsssessessseeseeceneeneareeeee 31.0 
6 Vow Vor Camp Shaws Gimmes Feeds, CBE) ....ccccccccccescccscsssesssssssessscccncssosersseee 28.5 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) ...............ccccccccccccecsesseeseeeseneeeee 28.2 
8 I I as abasiosa ch captmetsievonaunnvedsdianies 27.4 
9 Tales of Wells Fargo (American Tobacco, Buick, NBC) .............0..:00c0cees 26.5 
10 ee ne cause savsieccsucedassadsanusapiincovantecben 26.4 

Nielsen Total Audience** 
TOTAL HOMES REACHED 

Homes 
| Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) o...........c.cccceeeees 15,566 
2 ern, We NI NUON MID, |. 1 serensnscbouidnenidonsensnssibvnosesnecons 12,513 
3 UD MR We MIE Oy By WI ID seca csinccvenssisonesctvebetsnenseecescebensessse 11,567 
4 Top Ten Lucy Shows (General Foods, CBS) .................ccccccccseceesseseeeseenseeveee 10,836 
5 I ao al aaldsanugbudbiovessmeitia’ 10,578 
6 Alfred Hitchcock Presents (Bristol-Myers, CBS) .............:cccccccccccessceseneeeees 10,062 
7 Tales of Wells Fargo (American Tobacco, Buick, NBC) .................cc0cccc00000 9,976 
8 Price Is Right - 10 p.m. (Speidel, RCA, NBC) .................:cccccccceesceesceseeeeeees 9,804 
9 J a | I sclaSlinevesapvntbcauciptecedbacteinis 9,804 
10 Ci Gtr. Diemer PRR Sart, CI nas acces caves csccecccccesvsscccccnsecesecsscnscee 9,589 

PER CENT OF TV HOMES REACHED} 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry Rand, CBS) o...........ccccccccccceceeesesseeeees 37.1 
2 a ee er TS cee pea pnavsababiciuebecdosesseseaeenveseodi 30.0 
3 FR ED ti i IN, ID sais ccsscesececcssncccecssersentnrscesoncoaspstocnsoes 27.7 
4 Top Ten Lucy Shows (General Foods, CBS) ...............cccccccccseeesceeseeeseeseeseceeeeees 25.8 
5 SR I I a. sabinnonvulbnatiadenavwbaianentionuerennedeoi 25.1 
6 Alfred Hitchcock Presents (Bristol-Myers, CBS) ................ccccccccccecseeeesseeseeeeeees 24.3 
7 ee Tir... sasuesensnaovennpebcastorsnsonvncesestorente 23.9 
8 Tales of Wells Fargo (American Tobacco, Buick, NBC) .................cccccceceeeees 23.7 
9 Price Is Right - 10 p.m. (Speidel, RCA, NBC) ..............::cccccecessecsseeseeeeessteeees 23.4 
10 ey Tres Time. a Ct GI vncesecccsesecccvcccnscccsccssveseviscssccncoccroscesece 23.1 


* Homes reached by all or any part of the program except for homes viewing only one 
to five minutes. 

** Homes reached during an average minute of the program. 

¥ Percented ratings are based on tv homes within reach of station facilities used. 
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1ST CITY IN ILLINOIS 
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When it comes to ROP color, the 

Rockford Morning Star and Rockford 

Register-Republic offer you the finest facili- 

ties in northern Illinois. Add a market 

of half million people used to reading 

and responding to a steadily increasing 

amount of fine newspaper color ads. The 

results are a top market for your product 

. . . top color work for your 

advertising . . . top results in — 

sales of your products ie — 
AT THE 
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or services. 
IN HELIO IS 


ROCKFORD MORNING STAR 
f Rockford Register-Republic 
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,of New York City. His headquar- | Jssues Agency Net Directory Members of Advertising Agency 


| Engineering Book Names Rep 
ters are in South Norwalk, Conn. W. H. Long, consultant, 5347 | Networks.” The listing will be is- 


John F. Wallace has conn | 


PUSHER—This is the first of a new 
and expanded ad series for Gale 
Products division, Outboard Ma- 
rine Corp. Color pages kick off in 
October for the Buccaneer motors. 
Erwin Wasey, Ruthrauff & Ryan, 
Chicago, is the agency. 


Cost, Time Factors 
Delay Use of R.O.P. 
in N. Y., Says Corey 


NEw York, Sept. 16—New York 
newspapers were jabbed in their 
b&w ad sections today by Frances 
Corey, senior vp in charge of sales 
promotion and publicity for Ma- 
cy’s. 

“I know that r.o.p. color has 
gained in importance’ almost 


R.O.P. Conference 


throughout the nation, with the 
exception of New York,” she told 
the third annual Newspaper R.O.P. 
Color Conference. 

“One wonders about these 
things, but if I may be facetious 
for a moment, I think it’s prob- 
ably that no one wants to tamper 
with success, and the b&w news- 
papers in New York have been 
acceptable and accepted. There | 
has been no reason for them to | 
change their habits; they are not} 
hungry—or at least with the 
amount of space we give them at | 
Macy’s they shouldn’t be hungry. 

“I don’t think they feel that 
color is particularly necessary for 
them,” continued Mrs. Corey. “The | 
largest-circulation newspapers do_ 
not have press units available for | 
color printing—at least that’s what | 
I hear, and then there are some) 
other problems on the other side | 
of the fence. 


= “There’s a time element for 
promotional material and a highly 
competitive market. Preparation 
of color art and color plates takes 
a minimum of four weeks. This 
can be detrimental to fashion 
news in a city where the market- 
place is at your doorstep and com- 
petitive pricing is wild. 

“IT do not think,” she added, “we | 
should take New York as the cri- 
terion on this. The question is 
really, do we need color and what 
are the problems in getting it? I 
say we do.” 

Later in her talk, she said 
r.o.p. problems in New York also 
include “the New York City cost 
of using color—and always there 
is the doubt that it will give you 
that much extra in sales.” 

“Some day,” said Mrs. Corey, 
“color will be as much a part of the 
run of the paper as b&w, but not 
at these prices, and not with these 
timetables.” # 


Bergen Names Shenton A.E. 

Elston Hunt Bergen III has 
been named an account executive 
of K. C. Shenton Advertising, 
Hartford, Conn. He previously was 
an account executive of Wilson, 
Haight, Welch & Grover. 


a appointed a sales representative 
of Consulting Engineer for New | 
| Seazend, New York state and part | neer Publishing Co. 


Mr. Wallace previously was east-|N. Santa Monica Blvd., Whitefish| sued each August and February. 
ern manager of Petroleum need 17, Wis., is issuing a semi-| First copy is $3; additional copies, 


annual “International Directory: | $2 each. 


covered by the COPLEY “‘Hometown” 
Newspopers in the rapidly expanding 


of i ae 
ey: 


A typical neighborhood in 
San Pedro California—one of 
many prosperous communities 


TH EY LIVE 


Greater Los Angeles Market. 


Only “hometown” newspapers can give you 
effective coverage of Greater Los Angeles . . . the vast suburban 


market which surrounds the city itself. 


Of all Los Angeles County sales, 53% are made outside the city. 
And 25% of the people in this Greater Los Angeles 

market live in communities served by the COPLEY “Hometown” 
Newspapers. Sell them where they live! Include these 
newspapers in your advertising plans. Maximum penetration 

.. complete flexibility . . . and strong 


merchandising support at the local level. 


CULVER CITY EVENING STAR-NEWS 

BURBANK DAILY REVIEW * MONROVIA NEWS-POST 
GLENDALE NEWS-PRESS + VENICE EVENING VANGUARD 
ALHAMBRA POST-ADVOCATE + SAN PEDRO NEWS-PILOT 
SOUTH BAY DAILY BREEZE (Hermosa Beach, Redondo Beach, Manhattan Beach) 


"The Ring Cp of Truth’? ‘sf i —— 


COPLEY NEWSPAPERS 15 “Hometown” Newspapers covering 


Greater Los Angeles—Springfield, 


iNlinois—Northern Illinois — and San Diego, California... 


Served by the COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Playskool Plans TV Spot Drive |ture its toy line including two 
Playskool Mfg. Co., Chicago,|/mew products, the tot railroad and 
manufacturer of wooden educa-|Camera Bug, a wooden camera. 
tional toys for children, began its The seven-city drive will include 
biggest tv spot promotion Sept. New York, Chicago, Los Angeles, 
15. The 13-week campaign, budg- | Philadelphia, Atlanta, Boston and 
eted at $100,000, is using minute|St. Louis. Friend-Reiss Adver- 
spots on children’s shows to fea- | tising is the Playskool agency. 


METROPOLITAN CEDAR RAPIDS 


nd (LINN COUNTY) 


Che Gedur Rupids Guzette 


Circulation Over 63,000 Daily, 65,000 Sunday 
FULL ROP COLOR SEVEN DAYS A WEEK 
Represented by THE ALLEN-KLAPP Company 


Ruder & Finn Names McCahill 
to New Anchorage PR Office 

Ruder & Finn Field Network Inc. 
has appointed Jack McCahill its 
representative in Anchorage, Alas- 
ka. Mr. McCahill, former pr officer 
for the Territory of Alaska, has 
operated his own pr and ad agency 
in Anchorage. 

The impending admission of 
Alaska into the union, according 
to Ruder & Finn, has increased the 
interest of a number of its clients 
in Alaskan distribution, hence the 
new Ruder & Finn Anchorage of- 
fice to cover that area. 


Nicosia Adds 3, Names Lahm 
William Nicosia Advertising, 
New York, has appointed William 
Lahm, formerly with Firestone 
Tire & Rubber Co., director of mar- 
keting. Nicosia also has been 
named to handle advertising for 
Hanover Penn Co., Hanover, Pa.; 
Mildred Bartman Inc., maker of 
cosmetics and toiletries, and Pro- 
Teen Gelatine Corp., Yonkers. 


tien de 
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COLOR 


Yes, the Tulsa World and 
The Tulsa Tribune rank high 
among the nation’s news- 
papers in both quantity and 
quality of ROP COLOR 
Write for actual samples, 
or ask your Branham 
man to show them to you. 


schedule, 


TULSA- the C@ LO} : te 


ceriter of a Fobulew’ Magic Enimre 
.. That's Tulsa today’. 
with a population of more than *337,- 
7 000,. Tulsa is recognized as one “oF 
, the leading MAJOR markets in the 
southwest. Oil companies exponding 
new buildings completed . 
people- employed than ever bend . ee 
people. who oO people 
who regularly read the Me 
newspapers, The Tulsa World and The 
Tulsa Tribune. Call a Branham Man = 
today, get the facts . . . and be sure to 
include Tulsa on your next advertising 


*1958 Sales Management Survey of Buying 
power for Tulsa County 


ron MORE susiness, USE 


THE OIL CAPITAL NEWSPAPERS 


MORNING @ EVENING @ SUNDAY 
Represented Metheny by The Sronbom Co,, Offices in Paeeipet USA, Cities 


.. and now 


. more 


Advertising Age, September 22, 1958 


‘Sidney Walton Starts Two Enterprises— 


New York, Sept. 16—Sidney 
Walton, who resigned recently as 
publisher of The Journal of Life- 
time Living (AA, Aug. 4), has 
formed two new companies—Prof- 
it Research Inc. and Publisher 
Broadcasts. Both will have offices 
at 18 E. 50th St. The phone is Pla- 
za 9-7979. 

In addition, Fredric Apt, media 
director of Parkson Advertising 
Agency, has resigned and will join 
Mr. Walton as vp of business ad- 
ministration. 

Mr. Walton said that he is not 
yet ready to release the names of 
the other stockholders or officers 
in his new enterprises. 

Profit Research Inc. will publish 
what Mr. Walton describes as 
“plain-language moneymaking 
books for individuals and business 
men.” The first volumes, he said, 
are already for the press, but he 
declined to name them at this 
time. 


® A radio campaign is currently 
under way on a test basis, he said, 
in California and Washington. In 
the latter part of October, he 
said, a heavy radio campaign will 
be launched in major markets 
throughout the country on an ex- 
tended test basis. In January, Mr. 
Walton said he expects to conduct 
15-minute financial commentaries 
on radio, and Profit Research will 
also have a series of 45 to 50 se- 
lected spot announcements running 
on high-rated newscasts. These 
will be on both CBS and NBC net- 
works, he said. 

During the coming year, Mr. 
Walton said, Profit Research will 
publish at least five volumes on 
personal economics, and numerous 
booklets on selected financial sub- 
jects. An editorial staff is now be- 
ing formed, he said. 

Diener & Dorskind has been ap- 
pointed the advertising agency for 
Profit Research, but Mr. Walton 
will do his time-buying on radio. 


= Publisher Broadcasts, the other 
company, will be an advertising or- 
ganization specializing in the pro- 


| curement, largely via radio, of sub- 
| scriptions, inquiries, direct orders, 


etc., Mr. Walton said. Clients will 
be limited to financial-related 
fields, such as insurance, savings 
and loan associations, 


advisory services, mutual funds, 


investment 


Profit Research and Publisher Broadcasts 


newsletters, etc. Publisher Broad- 
casts will handle and finance sub- 
scription-procurement for selected 
clients. 

“We are now negotiating con- 
tracts with two investment ad- 
visory services, a savings and loan 
association and an insurance com- 
pany,” Mr. Walton said. “Within 
a month we expect to be ready to 
go on the air.” 

No advertising agency has been 
named as yet for Publisher Broad- 
casts, but Mr. Walton said one 
would be named probably within 
a couple of weeks. 


@ Mr. Walton has had a long back- 
ground in the broadcast business. 
He started his career on the staff 
of WBAL, Baltimore. From the 
1930s to the late *40s he was a 
newsreel commentator for Para- 
mount, Pathe and Hearst Metro- 
tone News. During World War II 
he was news director for WMGM. 

He has been a commentator as 
well as advertising and publishing 
consultant for Prentice Hall, Dou- 
bleday, International Correspond- 
ence Schools, Changing Times 
and others. # 


Block Names 2, Adds to Office 

Frank Block Associates, St. 
Louis, has appointed Robert L. Ma- 
hon vp in charge of copy and pub- 
lic relations. He has been copy 
chief of the agency for the past six 
years. The agency also has reap- 
pointed Vernon E. Koby production 
manager. Mr. Koby, previously 
production manager of Block for 
more than six years, has been with 
a St. Louis printer for the past two 
years. The agency has added to its 
office space at the Chase Hotel 
and now occupies the entire ninth 
floor. 


Watson Promotes Alpha 

Homer G. Alpha, formerly 
Cleveland territory manager of 
Watson Publications, has been pro- 
moted to central manager in charge 
of the company’s Cleveland office. 


McCann Names Barton West 
Barton G. West has joined the 
creative staff of McCann-Erickson, 
Chicago, as a senior art director. 
He formerly was with Keyes, Mad- 


|den & Jones. 


for that extra 


Samples on request. 


FORT WAYNE NEWSPAPERS, INC., Agent 


PUNCH.. 


nos COLOR 


Add the impact of color to the power of 
newspaper advertising in the great 
Fort Wayne, Ind., 15-county market and 
you've got a promotional punch that's 
bound to bring results. Try it this fall 
and see for yourself. Spot (any color) 
and full color available 7 days a week. 
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Three Sections 
5 Cents “ 


Kefauver Visit Stirs 
ow of DFL Unity 


Fi Freeman, Humphrey 
on Reception Line 


By WALLACE MITCHELL 


Minneapolis Star Staff Writer 


THE MINNEAPOLIS ST AR 


Just Call Me Red! 


Steve Gurek, 3, 5254 N. Knox Av., 
watches his sister, Margie, pour out the 
turpentine which will be used to correct 
a situation. It seems Steve's mother 
thought he was outdoors playing. He 
wasn't. He was in the basement playing 
Indian and applying a certain amount of 
war paint. Steve used a paint roller to 
get the over-all effect. He never did finish 
the job, though. Mother found him be- 
fore he got to his hair. 


44 PAGES 


C-VIII—-NO. 255 


Ike Says Truth 
About Record 
Will Win Voters 


age 24 | 


ential mary fe faded behind 


Property 
cl Values Top 
in the exaggerations of par’ EAalf-billion 


gan politics... 

On the reception line to meet the Tennessean were rep- 
resentatives of the party bloc that successfully backed him 
last March, as well as Gov. Freeman, Sen. Humphrey and 
DFL party officers who battled him in behalf of Adlai 
Stevenson, 


undine a pe +} > issessed Valuations 
Mr. how t on Page 4A, 


By AL WOODRUFF 


Mr. Eisenhower told the «~ "| 
campaign workers that eco- **-~ 
nomic progress in the 3'4'_ 
years of his administration is as AE ‘ ‘ ri : . 3 f 1 
“attested by economic facts. sh sti nies , ; f ” ee oe 

The budgets for county 
hich had been 


En route from the airport 
to Nicollet hotel, Kefauver 
was due for a 5 p.m. stop at 
the Ebenezer Old People’s 
home for picture-taking and to 
greet residents there. | 


Kefauver was to dine with 
Humphrey, Freeman and a 
small group of party leaders 
before going to the WCCO} 
| building for a 7 p.m. telecast 


} 
| sa | KEFAUVER ROUTE 
i C _ Appear ng with Kefauver on} Here today 
usis of the new as-| anh i the television question-and-| 

eo cmt Seine a eae og janswer show will be Hum-|cept channel 9, as well as 
| phrey, Freeman, Cecil New-/stations in Iowa, North Da- 


| nan, co-chairman of the vol-' kota and South Dakota 


non, each mili 


———— 


i= 3} ee = 2 
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What makes a newspaper 


When Steve Gu- 
rek’s mother at last 
found him in the 
basement, becrim- 
ale soned by his first 

‘> and now historic do- 
i | SRe! | it-yourself project, 
mem.) did she scream? 

ROK (Anywhere else, 

mothers would.) 

No. She phoned the Minneapolis Star 
and Tribune: A picture idea! But, good 
mother that she is, she did check Gen- 
eral Hospital to find that turpentine and 
a bath were antidotes enough, and they 
could wait. 

As it happened, two excellent pictures 
were taken. The black and white one 
didn’t make the front page—or the news. 

Color made the difference. At the 
Minneapolis Star and Tribune, color és 
news. 

These are colorful times in the Upper 
Midwest, where readers have seen color 
pictures in their favorite newspapers 
since 1949. 

And, since the spectrum became rou- 
tinely spectacular front-page fare in 
1956, color has portrayed almost every- 


thing under the sun. From Mrs. Gurek’s 
self-painted son to the Sun’s own eclipse 
in flaming stages (a U.S. “first’’). 

Color follows racers flashing the turn 
at the Minnesota State Fair, the nation’s 
largest for 10-day paid-gate shows (1958 
attendance: 1,193,022). An airliner crash 
appears in newsprint color the same day 
it happens (August 28, 1958). 

Color makes a fine arts masterpiece 
front page news, the first such printing 
ever or anywhere. Faces shine pink 
through haze, and a national political 
convention is made more meaningful. 
Color captures the happy tears below 
the tiara of a just-crowned Aquatennial 
Queen of the Lakes. Dark eyes stare 
from angry visages in a Middle East mob. 

All of this and more, since the Star 
became the nation’s first newspaper to 
schedule news color five days a week 
on the front and picture pages. Readers 
of both the Star and the Tribune received 
a picture bonus of more than 1,200 col- 
orphotos last year, including more news 
color than was seen by any other news- 
paper audience. 

And Mrs, Gurek, who knows a picture 
when she sees one, typifies the largest 


and most responsive newspaper audience 
in Minnesota, North and South Dakota 
and. western Wisconsin. - 

This is the same audience that buys 10 
tons of one product—or nine carloads 
of another—following one full-color ad- 
vertisement printed with the news. 

As you read this, responsiveness to 
color on newsprint grows increasingly 
warmer among families throughout the 
31/,-state Upper Midwest, who are alive 
to news in its newest dimension. And 
where color is synonymous with news- 
papers whose editors and staff keep 
ahead of the future. 


Copyright, 1958, The Minneapolis Star and Tribune Co. 
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EVENING MORNING & SUNDAY 


630,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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S.F. Ad School Sets Courses Art Arlett, account executive, Hoe- 
The Golden Gate College Schoo! f¢", Dieterich & Brown. 

ef Advertising, San Francisco, 7 

working in collaboration with the Platt Joins ‘Bulletin ; 

San Francisco Advertising Club,| The Philadelphia Bulletin has 

will offer a 16-week three-unit | named Maurice L. Platt manager 

fall semester of evening ad| of a new department store adver- 

courses, starting Oct. 6. The cours- | tising division. Mr. Platt has been 

es will include: Retail advertising|44 director of the Courier-Post, 

and sales promotion, Monday eve- | Camden, N. J., for the past seven 

nings, under Lou Brown, retail Ye@rs- 

ad department, San Francisco Ex- 

aminer; direct mail advertising, Barnes to W. R. Simmons 

Tuesday evenings, under Jack| Hilda Barnes, formerly super- 

Shelton, direct mail consultant; ad- | visor of consumer research of 

vertising production, Wednesday|Grey Advertising Agency, has 

evenings, under Richard Baznik, joined W. R. Simmons & Associ- 

Young & Rubicam; general adver- ates Research, New York, as man- 

tising, Thursday evenings, under ager of research, a new post. 


wouldn't advertising be wonderful 
... if all markets were like 


(TEXAS) 


ase e@ee@ ee @ @ & @ @ & 


According to Sales 


Management: Population’s 


up 27.8% ...and buying 
income’s up 29.2% 
(SBP, 1957-1958) 


AVALANCHE- 
JOURNAL 


CIRCULATION OVER 63,000 


LUBBOCK is rich and ready 
to spend ... growing and growing... 
and easy to reach through advertising 
inthe... LUBBOCK 


WAYNE HENLY ADV Dwe + LESTER M HORNER, Ger 


Represented Nationally by TEXAS DAILY PRESS LEAGUE, INC 


to Ady Mar 


LUBBOCK; 


Representing Daily Newspapers Only | 


| kom much of himsell does 


, 
a father see in his son 


Advertising Age, September 22, 1958 


One way to measure 
a business 


—study its customers, 
one by one 


Institute of Lite insurance 


-_ 


| PROVIDERS—Scheduled to run concurrently are a “Good Provider” 
series and an institutional campaign by the Institute of Life Insur- 
ance. The “Provider” ads are slated for 570 newspapers and will run 


from October through May. The institutional ads will appear in 


Newsweek, Time and U.S. News & World Report. J. Walter Thomp- 


son Co., New York, is the agency. 


Chapman to McIntyre 

Robert Chapman, formerly with 
the computer sales department of 
Remington Rand, has joined the 
|New York sales staff of O. E. Mc- 
|Intyre Inc., New York, direct 
mail marketing specialist. 


iggltiTadts ret 
ooget 3ifs-$ 9971 


r irre ta. g ar. neeeh: Cagbenetcteal 
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“Business newspapers 
contribute much to 
the growth and 
Stability of our 
economy.” 


Mr. Gordon writes, “Business newspapers of 
Canada have an important job to do on behalf 
of our increasingly industrialized society. Cer- 
tainly in a group of industries as widely diver- 
sified as those in A. V. Roe Canada Limited 
there is a keen awareness of the necessity for 


President, A.V. Roe 
Canada Limited, 


“The creators 


dependable reporting and interpretation of signi- 


CRAWFORD GORDON, 


A. V. Roe president, Gordon, concludes, 


of both editorial and adver- 


tising pages in our business press share an 


|New Rules Set Up for 
_Young Adman Contest 

Deadline for entries in the 1958 
|Outstanding Young Advertising 
Man of the Year awards contest is 
Oct. 28. This year the contest has 
been expanded to “give the smaller 
budget adman an even chance to 
compete with his bigger spending 
brother” by setting up four class- 
ifications: (1) Over $1,000,000 
consumer budget, (2) Under $1,- 
000,000 consumer budget, (3) Over 
$100,000 business/industrial budg- 
fet, and (4) Under $100,000 busi- 
ness/industrial budget. From the 
winners of these four classifica- 
tions the Outstanding Young Ad- 
vertising Man of the Year will be 
selected. 


John J. Patafio Jr., eastern ad) 


manager of the Reporter of Direct 
Mail, is contest chairman, and con- 
test rules and applications may be 
obtained from him at Assn. of Ad- 
| vertising Men & Women, 15 W. 
144th St., New York. 


Meltzer Adds Soil Solv 
| The San Francisco and Los 
|Angeles offices of Richard N. 


’|Meltzer Advertising have been 


|appointed to handle national mag- 
azine and direct mail advertising 
|for Soil Solv and the Sterile line 
of industrial and sanitation prod- 
ucts of Advance Chemical Co., 
Los Angeles. 


TV Spots Offer 
Banks Best TV Deal, 
Banker Tells Admen 


New ORLEANS, Sept. 16—The 
trend among banks in using tele- 
vision is toward tv spots, George 
J. Watts, vp, Republic National 
| Bank of Dallas, told the Advertis- 
‘ing Club of New Orleans last 
week. 

Mr. Watts said that this is the 
result of the increased cost of us- 
|ing television. 
| “Many banks are _ increasing 
|their use of spot announcements 
or IDs,” he said. “Others look 
for bargains in tv packaging of 
special events, such as sports pro- 
grams and other features of com- 
munity interest. There is also in- 
creased interest in certain areas 
as to use of educational televi- 
| sion. 
| “But the most notable trend, 
among banks as well as other ad- 
|vertisers, seems to be toward ex- 
pansion of budget outlays for tel- 
evision spots, rather than for the 
more costly network and other 
programs,” he said. 


'a Mr. Watts described the ad- 
|/vantages of tv spots in terms of 
| his own bank’s experience. 

| “In my own bank, we have 
|found that tv spots permit great 
| flexibility of use, allowing us to 
|pinpoint our impact for the serv- 
|ice we may wish to promote at 
a given time. Also, there is no 
long-term commitment, as may 
be the case with a full hour or 
half-hour program. 

“We use eight-second IDs five 
days a week on each of two Dal- 
las television stations. These sta- 
tions claim coverage of some 50 
|to 71 counties in northern Texas 
| and southern Oklahoma, with a 


|population of approximately 3,- 
000,000. About 14% of our total 
advertising budget—our largest 
expenditure for a single medium 
—is allocated to television. While 
others may differ, I believe an 
eight-second spot announcement 
has better impact without anima- 
tion. I feel that for the brief time 
|the picture is before the viewer, 
animation may detract from the 
message. Therefore, for the most 
part, we use drop-cards or balop 
slides for visual effect to back up 
our spot announcements,” he told 
the group. + 


Gateway to 
the MOON 


We Dominate at Cape Canaveral 
{Moon Missile Base| in Brevard and in four 
other Florida counties where we 

outsell Miami, Jax and Tampa papers 5 to 1. 
Canaveral spends $124 million a year 


to shoot the Moon. 


Down in Orlando, Fla. we have just started 


printing on our big new 


$22 million (including 
8 unit Hoe Color 


building and color gadgets) 
Convertible press, fully equipped with all the lat- 
est devices to insure the best color printing possible. 


important responsibility toward their fellow 


ficant developments wherever they may occur.” Canadians.” 


Full color isn’t new to us. 
We've been doing it for over ten years. 


We're the only newspaper in the world to 
print a full color front page cartoon daily for the 
past decade. 


BUSINESS NEWSPAPERS ASSOCIATION OF CANADA 


137 Wellington Street W., Toronto, Canada 


. circulation independently audited . . . edited to highest ethical standards, 


We've got the facilities and the know-how. 


And we've got a new bigger A B C City Zone 
figure of 171,168. 


Orlando Sentinel-Star 


“Ask Branham about Sentinel-Star Color” 
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e MRS. AMERICA joves the way 
"© Cuttigan soft water lightens her day 


| Lanolin Plus Slates Drive 


Lanolin Plus Inc., Chicago, has 


|slated a multi-media push for its 


cosmetics and beauty aids line 
this fall. The campaign will in- | 


|clude spot tv in about 80 mar-| 


=aes> , & 
. 

bale 
COMING—This page in the Sept. 27 
Saturday Evening Post launches 
Culligan Ine.’s fall campaign. It 
runs also in October in Better 
Homes & Gardens, Farm Journal, 
Good Housekeeping, House Beau- 
tiful, Parents’ Magazine and Sun- 


set Magazine. Alex T. Franz Inc., 
Chicago, is the agency. 


Nes (lig an 


SOFT water 


Handbook in Mass 
Communications 
Research Published 


BATON RovucE, Sept. 16—Meth- 
ods of conducting mass communi- 
cations research are detailed in a 
new book, “Introduction to Mass 
Communications Research,” edited 
by Ralph O. Nafziger, University 
of Wisconsin, and David Manning 
White, Boston University (Louisi- 
ana State University Press, Baton 
Rouge; $5). 

The book is intended as an in- 
troductory text for beginners in 
journalism and mass communica- 
tions research. Chapters are de- 
voted to research planning, meth- 
ods and measurement. 

Wilbur Schramm, Stanford Uni- 
versity, is author of the opening 
chapter, “The Challenge to Com-| 
munication Research.’ Other) 
chapters and their authors are 
“Research Planning,” by Malcolm 
S. MacLean Jr., Michigan State! 
University; “Experimental Meth- 
od in Communication Research,” 
by Percy H. Tannenbaum, Univer- 
sity of Illinois. 

“Field Methods in Communica- 
tion Research,” by Roy E. Carter 
Jr., University of North Carolina; 
“Statistical Methods in Communi- 
cation Research,” by John E. Al- 
man and David Manning White, 
Boston University; “Measurement 
in Communication Research,” by 
Paul J. Deutschmann, Michigan 
State University, and “Scientific | 
Method and Communication Re-| 
search,” by Bruce H. Westley, | 


— 


University of Wisconsin. + 


Gross Co. Gains Two 

H. M. Gross Co., Chicago, has 
been appointed to handle two new 
accounts: Super Whip Sales Co., 
Chicago, and Bramson Women’s 
Apparel, Chicago. Meanwhile, Ed- 
ward Baumgartner, formerly art 
director at Erwin Wasey, Ruth- 
rauff & Ryan, has joined Gross as 
art director of the agency. 


Tatham-Laird Adds Two 
Walfred C. Johnson, formerly 
account supervisor 
ham, Louis & Brorby, Chicago, has 
joined Tatham-Laird, Chicago, as 
an account supervisor. At the 
same time, Earl Cole, 


partment as a staff writer. 


Hardwicke-Etter to McCarty 
Hardwicke-Etter Co., Sherman, 
Tex., manufacturer and distribu- 
tor of ginning systems, franes and 
excavators, has appointed the Dal- 
las office of McCarty Co. of Texas 
to handle advertising for its two 
manufacturing divisions. 


with Need-| 


formerly | 
with Bozell & Jacobs, Chicago, has | 
joined Tatham-Laird’s copy de-| 


kets, newspapers and radio in| 
187 markets and 22 consumer pub- | 
lications. Included are Charm, 
Everywoman’s Family Circle, Har- 
per’s Bazaar, Ladies’ Home Jour- 
nal, Life, Look, Mademoiselle and 
Vogue. Erwin Wasey, Ruthrauff 
& Ryan, Chicago, is the agency. 


National Renews ‘Charlotte’ 

The St. Louis division of Na- 
tional Food Stores Inc. has signed 
a $100,000 contract with KSD- 
TV, St. Louis, renewing for 52) 
weeks the food chain’s sponsor- | 
ship of “Shopping with Charlotte,” 
a five-days-a-week noontime | 
half-hour variety and women’s 
participation show. National says | 
it attributes much of its big re-| 
cent area sales increases to the! 
show. 


‘‘NEWSPAPER ADVERTISING PLAYS A MAJOR ROLE 
IN OUR ADVERTISING PROGRAM EVERY YEAR!’ 
“We have a high regard for the effectiveness of consistent news- 
paper advertising. In an active growing market such as Topeka, it 
has been our experience that newspaper advertising produces in a 
sound and dependable manner for us.” 


Dale Sharp, Pres. Dale Sharp, Inc. (Pontiac Distributor) 


EXPERIENCED AUTOMOBILE DEALERS RECOGNIZE THE 
PULLING POWER OF NEWSPAPER ADVERTISING! 

Metropolitan Topeka shows an amazing 93% increase in the num- 
ber of automobiles in the 10 year period from 1947 to 1957. This figure 
is a rise from 26,853 automobiles a decade ago to 51,871 in 1957. 
Successful and experienced automobile distributors of the Capital 
City of Kansas will tell you that to sell a major purchase item, such 
as automobiles, you need the Capital-Journal, the only newspapers 
really covering this prosperous market. 


Represented 
Nationally By 
JANN and KELLEY, INC. 


STAUFFER PUBLICATIONS’ NEWSPAPERS 


English, 6-shot ‘Pepper-Box"’ Pistol, 
percussion-cap, .44 caliber, early 1800's. 


THE INDIANAPOLIS AREA‘ 


e@ You can really pepper one of America’s richest markets when 
you use The Star and The News. With over 2,000,000 people it ranks 


*THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


with the biggest. And with more spending power per family it’s 


ahead of most. In Indianapolis alone, average annual income per 
family is $6,865 .. . 15.6% above the national average and 15th among 
cities of over 600,000.+ Retail sales per family average $4,620 an- 
nually, 11th among cities over 600,000.+ And The Star and The 
News give you saturation coverage of top-ranking metropolitan 


2,117,100 
$3,740,248,000 
Retail Sales: $2,472,792,000 
Coverage: 56.4% By 

The Star and The News 


Population: 


Income: 


Indianapolis and 56.4% coverage of the 45-county area. Write for 


complete market data. 


t Sales Management, Survey of Buying Power, 1958 
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KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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Cost Still Deters Some 
R.O.P. Users: Bondy 


(Continued from Page 1) 
ported an average premium of 


22.2% to be in force on newspapers | 
|}expressed on other questions,” re- 


offering black and one color pages, 
ANA respondents thought an av- 
erage premium of 17.2% was jus- 
tified. Where the average premi- 
um is actually 31.6% for a page 


purposes. 
“We found this attitude reflec- 
ted time and again in opinions 


ported Mr. Bondy. “There were 
numerous comments which indi- 
cate many respondents look upon 
newspapers as a ‘special purpose’ 


of black and two colors, respon-| medium, rather than one they con- 


dents said a justifiable premium 
would amount to 24.2%. For black 


|sider basic for carrying their con- 


tinuity and year-’round sched- 


and three colors, which the BofA| ules.” 


said got am average premium of} 
advertisers | 


38.3%, ANA _ color 
thought a markup of 31.3% would 
be okay. 


# Another major finding of the 
survey was a widespread convic- | 


Mr. Bondy said this attitude was 
“very noticeable” in replies to a 
question asking advertisers to list 
the purposes for which they 
thought r.o.p. color to be most ef- 
fective. 


“Special purpose usages were 


tion that r.o.p. color is more ef- | far out in front,” he said. Leading 


fective when used only for special | 


reasons were “new product intro- 


NEWSPAPERS. inc. 


N ARIZONA 


1,2 and 3-Color 
ROP lineage 1957 


Over 2,000,000 lines 


*STAR AND CITIZEN 


IF YOU WANT TO COVER ARIZONA the 


Tucson Star & Citizen are a MUST. The Star 
& Citizen Retail Trading Zone accounts 
for ONE THIRD OF THE STATE'S 
POPULATION AND RETAIL SALES! 


Ghe Arizona Bail Star 


Tucson Daily Citizen 


Evening 


2 Independent Newspapers Produced in the Same Plant 
Represented Nationally by Cresmer & Woodward, Inc. 


ductions,” “special deals,” “promo- 
tions,” “announcements,” “product 
identification” and “price ads.” 
Products or categories to which 
advertisers thought r.o.p color gave 
greatest effectiveness were (in 
order) food product, by fashions, 
clothing, beverages, cosmetics, 
home furnishings and furniture. 


® Advertisers in the survey reeled 
off a list of 39 cities in reply to 
a question asking where they 
would like to see more r.o.p. color 
available. Nearly every respondent 
mentioned New York. Several 
mentioned Baltimore, Boston, 
Hartford, Bridgeport, Los Angeles, 
Buffalo, Philadelphia and New 
Haven. 

“While many advertisers said 
they varied the size of their ads 
to fit marketing and advertising 
purposes of their own making,” 
reported Mr. Bondy, “a consider- 
able number said they found it 
necessary to alter the size of ads 
they ran from city to city because 
of the lack of flexibility in the 
variety of space units made avail- 
able by individual newspapers. 
Particular mention was made of 
dissatisfaction at being required 
to purchase full-page space in 
some very key newspapers.” 

Mr. Bondy said about half of the 
r.o.p. color advertisers in the sur- 
vey reported having problems. 
These centered on reproduction and 
registration and on rates and high 
costs. 


s “Here are some quotes on prob- 
lems which advertisers have had 
with newspapers: ‘We can’t figure 
how rates are fixed. It is difficult 
to understand how newspapers ar- 
rive at their premiums for color.’ 

“‘Registration and color fade 
were our only problems.’ 

“‘Color varied all over the lot, 
in spite of careful ink specifica- 
tion.’ 

“‘Color is not available in some 
of the papers on our proposed 
schedule.’ 

“Minimum size requirements.’ 


Advertising Age, September 22, 


“ ‘Some papers required electros 
instead of mats.’” 

Attempts to measure the relative 
effectiveness of b&w versus r.o.p. 
color were made by 17 ANA com- 
panies. Methods used for this in- 
cluded split-run tests, coupon re- 
demption ads, retailer checks, 
special agency readership studies, 
research on comparative costs and 
participation in special studies 
such as the Milwaukee Journal’s 
“ColoROPtics” and the _ recent 
Houston Chronicle color test (AA, 
Sept. 15). 


s Mr. Bondy said several compa- 
nies found results inconclusive, but 
more definitive statements re- 
vealed that “given good reproduc- 
tion and supported by intelligent 
merchandising, we feel r.o.p. color 
pays off.” 

“Color is cheaper per 1,000 read- 
ers.” 

“We are satisfied with sales re- 
sults; we feel that the extra im- 
pact is worth the penalties of some 
poor color printing we got.” 


s “In sum,” said Mr. Bondy, “a 
goodly number of r.o.p. color 
advertisers were able to trace in- 
creased sales to their color adver- 
tising, but the majority of com- 
ments emphasized that color added 
readership and impact to the ad- 
vertising message.” 

Half of the respondents to a 
question asking about tangible 
sales results said they didn’t know 
if their r.o.p. color produced re- 
sults. 

A handful reported no tangible 
sales results. On the other side, 17 
advertisers were able to measure 
sales. Here are some comments: 

“*R.o.p. color was most success- 
ful in the launching of two gro- 
cery store-distributed products.’ 

“‘Color ads obtained features 
and end displays with chain and 
independent supermarkets.’ 

“‘Color stimulated dealers to 
buy the product advertised.’ 

“*R.o.p. color increased dealer 
support and our trade shipments.’ 


1958 


“One appliance manufacturer re- 
ported: ‘R.o.p. color quadrupled 
our sales in one market.’” 


® Asked whether results were 
good enough to warrant use of 
r.o.p. color in the future, advertis- 
ers cast “affirmative votes at a 
ratio of 14 yeses for each negative 
answer,” said Mr. Bondy. 

“Only three advertisers felt 
results from r.o.p. color ads were 
not good enough to keep them in 
the medium. They said they’d ex- 
pected better reproduction, more 
impact and higher sales results.” 

Advertisers who have not used 
r.o.p. color expressed doubt in the 
survey about the productivity of 
the medium. 

“Some seem to be seeking proof 
that r.o.p. color will produce re- 
sults, and others that the extra 
cost of color is justified,” com- 


FLAT RATE 
Black and One 


COLOR 


73. 


PLUS LINAGE — 
NO MINIMUM SIZE 


OVER 35,000 DAILY 


The Roanoke Newspapers 
PRIMARY Market is 


Virginia’s 


Situated in West Central Virginia, isolated from 
others, this 16-county Roanoke primary market 
embraces 552,000 people and 7,516 sq. miles. As 
The Roanoke Times and The Roanoke World-News 
are the only daily newspapers that cover this area, 
they are the most effective and economical media 
to reach them and sell them. Detailed facts on 


request. 


SOLID MERCHANDISING COOPERATION 


NEARLY '/2 BILLION 


DOLLAR MARKET 


16 COUNTY 


rd 


Market 


COVERAGE 


552,000 
PEOPLE 


100% Coverage” 
Roanoke City 


95% Coverage 
61 principal 
cities and towns 


65% Coverage 16 


county primary 
market 


INTACT TEST 
MARKET 


SELF-CONTAINED 


ECONOMY 


/ ROANOKE 


TIMES AND 
WORLD-NEWS 


_ National Representatives 
SAWYER — FERGUSON — WALKER co. 


Spot Color is available 
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mented Mr. Bondy. Considerations 
that keep advertisers away from 
r.o.p. color include “fear of bad 
reproduction,” a feeling that the 
medium is “too expensive” and the 
ad budget is “too limited to permit 
use of color.” 


® Robert D. Nelson, of Oscar May- 
er & Co., Chicago, which last year 
spent $693,000 promoting its meats 
in newspapers, told the conference 
that “the only advantage of r.o.p. 
color advertising over bew news- 
paper ads is in providing greater 
appetite appeal and creating more 
authentic reproductions of our 
products and packages in the local 
market.” 

He added that the “most impor- 
tant sales or merchandising facet 
of r.o.p. color is excellence of re- 
production.” Food ads that are out 
of register, or dirty, or smeared 
“can have an adverse rather than 
a favorable effect on the reader.” 

Mr. Nelson, whose company first 
used r.o.p. color in 1948 and this 
year is using 26 color pages in Chi- 
cago dailies and space in 14 other 
cities, urged publishers to improve 
their standards for color printing. 
“The future of newspaper r.o.p. 
color advertising depends on it,” 
he said. 


s The ANPA’s Bureau of Adver- 
tising made a color slide presenta- 
tion at the sessions which stressed 
“the adaptability of r.o.p. color 
to every kind of advertising and 
marketing requirement.” 

Successful users of the medium, 
said the bureau, include the Bank 
of America, which used r.o.p. color 
to develop new business; Pepsi- 
Cola, to win better dealer support; 
Winston cigarets, to build product 
identification; United Air Lines, to 
dramatize an exclusive feature; 
Regal Beer, to strengthen market 
position; California Packing, to 
stress taste appeal; Progresso To- 
mato Products, to increase outlets; 
Land O’Lakes butter, to increase 
consumer preference; Eversweet 
orange juice, for an introductory 
campaign; and Cudahy, to spark 
immediate sales. 


s Robert L. Moore, vp of the bu- 
reau, said r.o.p. color in a repre- 
sentative group of 200 dailies 
boomed from 47,000,000 lines in 
1951 to 114,000,000 lines last year. 
There are 889 dailies in the U. S. 
and 81 in Canada—with a com- 
bined circulation of 46,000,000— 
that offer r.o.p. color, it was said. 

Prior to the BofA presentation, 
Charles T. Lipscomb Jr., president, 
said unanimous approval has been 
given to the newspaper industry’s 
unified “total selling” program. 
Mr. Lipscomb said the okay came 
this past weekend at a meeting of 
officers of all national newspaper 
organizations. The program calls 
for expanded research by the bu- 
reau; four national industry pro- 
motions in the food, automotive, 
health and beauty aids, and appli- 
ance fields; expanded bureau par- 
ticipation in major business 
convention programs; expanded 
seasonal promotions with national 
and retail advertisers, and new, 
hard selling among key advertis- 
ers and agencies. + 


Columbia Records Boosts Two 
Joan Tietjen has been appoint- 
ed manager of sales promotion 
and Joseph Lawrence manager of 
advertising, both new titles, in a 
realignment of the advertising and 
sales promotion departments of 
Columbia Records, New York. 
Miss Tietjen formerly was ad- 
ministrative assistant to Arthur 
Schwartz, director of advertising 
and sales promotion. Mr. Law- 
rence previously was advertising 
manager of Bourjois Co. Both ap- 
pointments were made, Mr. 
Schwartz said, to provide a func- 
tional division between Columbia’s 
sales promotion and advertising 
operations to increase efficiency. 


Sterling Salt Drive Started 
International Salt Co., Scranton, 
Pa., maker of Sterling salt, has | 
kicked off a fall and winter ad-| 
vertising push for the brand with | 
large-space b&w ads in newspa- 
pers and trade publications. Ads 
for Sterling will appear in 260 
newspapers in over 180 markets 
throughout the winter plus other 
ads in food trade publications. 
Outdoor posters and radio in sel- 
ected markets will back the news- 
paper promotion. Batten, Barton, 
Durstine & Osborn is the agency. 


Goodman & Rouse Adds Five 

Goodman & Rouse, new Beverly 
Hills agency, has added five new 
accounts. They are Whittier Con- 
struction Co., La Habra, Cal.; Ran- 
cho Santa Fe Inn, San Diego; 
Whitcomb Hotel, San Francisco; 
Corriganville, Simi Valley cowboy 
ranch, and California Tours, a new 
package eight-day tour of Califor- 


nia, Nevada and Old Mexico. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Meiville, inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


--- and dor color advertisers 


win the year ‘round! 


our press room, installing a battery of modern Goss, 
high-speed ROP color presses. High-quality repro- 
duction of color advertising with sales-producing im- 


We were mighty proud to step up at the Third 
Annual Newspaper ROP Color Conference and ac- 
cept the E&P Award. The DISPATCH won with a 
FRESHLIKE advertisement by Campbell-Mithun, Inc. 
Our hearty thanks to E&P, and other sponsoring or- 
ganizations . . . and our congratulations to the Larsen 
Co. and its advertising agency. 


Day after day COLUMBUS DISPATCH color 
advertisers win another kind of contest. That would 
be the competition for the brand loyalty of Columbus 
and Central Ohio consumers. 


Realizing color advertising packs an extra sales 
punch —a few years ago we completely revamped 


pact is the result! 


This is just one of the reasons why the DISPATCH 
is among the nation’s leaders in ROP color advertising. 


Che Columbus Bispatch 


Represented by: O'MARA & ORMSBEE, INC. 
New York, Chicago, Detroit, San Francisco, Los Angeles 


McASKILL, HERMAN & DALEY, INC. 
Miami Beach 


' * ; 
a ee 79 
et : 
Bie Wy : os galas ee" mye 
: a 
: parr 
; I RL ee ee, en ae ie 
* : pa pees ot 
Y a ‘ Bes 2 iid 
< : Beez ts zm a 
% | — STM BIGSALES * 
. | 2 , —,ay— = - 
Rese a => adit 
— — K_2. 4 —| —| — i 
es | mF y ROP (oj fe 
& | Olor A Word s 
Bs Y J 00d LC es 
ee 3 Vy . 
= ye “bsificatinn, 
ee | lor, £ ' 
s | G TO THe i 
a “ § a 
ae Se Ween Oh, bs, SE 
iy | ae) iihus pj. 2 
a | - | Patch = 
4 | . ie 
«i, es aa ae aN 
a ¢ eat 
a | 5 
: : | ee 
a on 
et 4 | | ro 
Be | % 
ie a 
3 } | aL 
: cas 
1 sy 
. 


80 


Ostrander Named Media Head 

Anderson-McConnell Advertis- 
ing Agency, Los Angeles, has 
named Kay Ostrander head of its 
media department. She had been 
with Honig-Cooper, Harrington & 
Miner. Faythe Vent, former media 
head, has resigned to seek a mas- 
ters degree at the University of 
Southern California. 


DO YOU WANT THE ACCOUNT? 

. « » Reach for BRAD-VERN’S! 
Over 10,000 reconstructed ad schedules 
in "58 BLUE BOOK of Business Paper Ad- 
vertisers. 50,000 more available to sub- 
scribers. 

Write: V. H. Van Diver, Sr., Woolford, Md. 
Phone: Cambridge 171 or 2980. 


SOMETHING 
MISSING 


...LIKE CALIFORNIA (/7HOU7 
THE BILLION-DOLLAR 
VALLEY OF THE BEES | sy 


Sell Magazines’ 
‘Tangible Intangibles’ 
Matthews Advises 


| Cuicaco, Sept. 16—Magazine 
|salesmen should quit fighting the 
“battle of numbers” with other 


|media and sell their advertising| 


(on the basis of the “tangible in- 
| tangibles”’ of magazines. 
| This advice, from Len Mat- 
thews, vp in charge of media for 
Leo Burnett Co., was given to 
Agate Club members at a lunch- 
| eon here yesterday. 

Mr. Matthews listed among the 
|“tangible intangibles” such things 
as the believability and the pri- 
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Advertising Age, September 22, 1958 


vate, individual nature of maga-! needed for an effective magazine 
zines. He said also that magazines| ad campaign. Thus, Burnett usual- 
are best for image building ads. | ly uses fewer magazines for a 

“This is a job magazines can | campaign than other agencies, but 


|do better than any other medium,” | uses them more often. 
| he said. 


|e Impact and visibility are im- 
® Mr. Matthews described the | portant in magazine advertising. 
“magazine selection philosophy”| 15¢ ads must look | important 
at Burnett, listing some points | 2nd be sharply visible,” Mr. Mat- 
which the agency considers when | thews stated. 


making up its media list: |e Good reproduction is vital, since 


e Total audience is the best meas- Burnett has many packaged goods 
urement of the quantitative as-/| accounts. 
pect of a magazine. 


e The agency has no one maga- 
zine selection pattern; the adver- 
tiser’s budget, the product and 
|the competition involved are some 
e Continuity and repetition are | of the elements which help de- 


e Subscription readers are con- 
sidered as good as readers who 
buy from a newsstand, 


* 
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. .. and your color schedule without 


the 3 Bees 


e THE SACRAMENTO BEE 


McClatchy newspapers pioneered the use of ROP color in the 
West and have superb facilities to reproduce your color faith- 
fully. The Sacramento Bee won an Editor and Publisher award 
for ROP color work this year. 


e THE FRESNO BEE 


a 


% 


MCCLATCHY NEWSPAPERS ha 


NATIONAL REPRESENTATIVES...O’MARA & ORMSBEE 


Only the three Bees can get your message home into the 
fruitful Inland Valley. 


In the newspaper field, only McClatchy gives national advertisers three types of discounts ... bulk, frequency and a combined bulk-frequency. Check O'Mara & Ormsbee for details. | 


Ree a UE er ne ee ia 


_ © THE MODESTO BEE | 


termine magazine use. 


|s Mr. Matthews revealed that 
| Burnett places about 20% of its 
| media dollars in magazine ad- 
| vertising (against a national aver- 
|age of 21.7%). He said his agency 
| has a larger media research staff 
|than any other agency of compar- 
able size. 

“There is still a need for more 
science in media selection,” he 
said, but added that “we try not 
to lose sight of the qualitative as- 
pects” of magazine selection. 

For magazine salesmen calling 
on agencies, the Burnett vp had 
these tips: Have some real news 
to tell, or come prepared to show 
how your magazine can help a 
client with a specific problem. 

“There is an appalling lack of 
understanding of what the adver- 
tiser’s problem is,” he noted. 


= He advised salesmen to be per- 
sistent in their efforts, and to 
avoid asking for a sale solely on 
the basis of personal friendship. 


7 | Exaggeration of claims is another 


| pitfall to be avoided, he said. 
| “Some say their book is the an- 
swer to every advertising prob- 
lem you ever heard of,” he added. 
Finally, he advised salesmen to 
ljavoid negative selling—trying to 


we | discredit one another. “The major 


advertising bureaus spend too 


much time on this,” he said. # 


Steffee Joins Henderson 
Manson M. Steffee, formerly 
with Campbell-Ewald Co. of De- 
troit and VanSant, Dugdale & Co. 
of Baltimore, has joined the staff 
of the Henderson Advertising 


i |Agency, Greenville, S. C., as a 
ee | copywriter. 


: © Corley Named Manager 


William P. Corley, formerly ad 


=| manager and public relations di- 


rector of Georgia Power Co., has 


© | joined Communications Counse- 


lors as manager of its Atlanta and 
Miami offices. 


Bill Bauer to Bolling Co. 

Bill Bauer has joined the Boll- 
ing Co. in Chicago as an account 
executive. Mr. Bauer was former- 
\ly an account executive of Forjoe 
& Co. 


John L. Danforth Joins ‘LH]’ 

John L. Danforth, formerly with 
McCall's Corp., has joined the New 
York advertising sales staff of La- 
dies’ Home Journal. 


Press CHRONICLE* 


To ComPEL ACTION 


Ress ee ee eee 


IN JouNson Crry, tenn. 


*NAT. REP. THE JOHN BUDD CO. 
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Big new things are happening 
in America’s Middle West. 


Willis Cooper is part of the change 


Iowa farmer Willis Cooper, 38, is caught up—and happily—in a major revolu- —people as different as an Iowa farmer and a Michigan architect . . . a St. Louis 
tion. Almost overnight, he has seen the farms of the Middle West grow bigger society woman and a Chicago slum dweller . . . an Ohio football team and an 
and richer . . . less numerous but more productive. It’s just one phase of a sudden Indiana ambulance squad. 


boom that has struck this 12-state region with unexpected impact, bringing 


prosperity and turmoil and a new look not only to its farm lands but to its fac- Issue after issue, Look delves deep into the many surfaces of today's world— 


and always in terms of the people involved. For LOoK believes that nothing 


ries, its cities, its people. 7 
ane interests people . . . nothing evokes their response . . . so much as the exciting 


In the current LOOK, the results of two years of research and 50,000 miles of story of people. It’s this interest, this response, this excitement, that helps make 
travel by 13 writers and 11 photographers are blended in a 60-page report on Look America’s fastest-growing major magazine . . . and such a powerful force 
America’s New Middle West. Because it’s a LOOK report, its accent is on people in selling the products of American industry. 


...and doesn’t he know it! 


| READ BY 27,900,000 PEOPLE 


LOOK the exciting story of people 
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THE SOUTH BEND TRIBUNE'S 


BIG NEW DISCOUNTS 


FOR TEST TOWN, U.S.A. ADVERTISERS 


The South Bend Tribune's new general advertising rates offer advertisers new flexibility. 

Select the contract that suits your needs—and saturate Indiana's 2nd market with only 

one newspaper, the South Bend Tribune. 

* NEW BULK DISCOUNTS; You enjoy contract discounts whether you run 500 lines or 
100,000 lines in a contract year. 

+ NEW : Whether your frequency is 10 weeks or 50 weeks 
in @ contract year, you benefit from reduced contract rates. 

« NEW PRE-SELL, HARD-SELL DISCOUNTS: Earn an additional 20% discount in the 
South Bend Tribune Sunday M Magazine by running a schedule in the daily South Bend 


oy Tribune. FOR DETAILS, CONTACT YOUR NEAREST STORY, BROOKS & 
FINLEY REPRESENTATIVE LISTED BELOW, OR WRITE US. 


f Phil, phat il, ten Op 


Block and three colors ore 
available daily and Sun- 
day — 1,000 line minimum. 


PLEX 
o** oh ag ‘ka, 


Soulh send 
- Cribune — 


Franklin D. Schurz—Editor and Publisher 


Miami, Fla.—200 S. Miami Ave. 


’ Bldg. 
Los Angeles, Cal.—1651 Cosme St. 
Detroit, Mich.—1775 Penobscot Bidg. 


Cleveland, Ohio—1900 Euclid Ave. 


| McWilliams to SPEA Board 

Shirley McWilliams, advertising 
and promotion manager of Rose 
Marie Reid, Los Angeles swim 
suit manufacturer, has been 
elected a member of the national 
board of the Sales Promotion Ex- 
ecutives Assn., the first woman 
ever elected to that board. She is 
a charter member of the Los 
Angeles chapter of SPEA and a 
member of its board. 


Johnson & Lewis Moves 

Johnson & Lewis Advertising, 
San Francisco, which reports it 
has doubled its billings and its 
staff in the past nine months, has 
moved to larger quarters at 433 
California St. 


Paulus to Steel PR Post 

John D. Paulus, formerly pr di- 
rector of Firestone Tire & Rubber 
Co., Akron, has joined Allegheny 
Ludlum Steel Corp., Pittsburgh, 
as director of public relations. 


The Boston Globe is the first 
— and only — metropolitan 
newspaper in New England 
to offer its advertisers ROP 
Full and Spot Color. Join the 
leading advertisers who are 


gaining these huge advantages 
of COLOR ADVERTISING: 


1) Vastly Increased Readership (Lq - 


a. by women — 77% 
b. by men — 87% 
3 Vastly Increased Retention Value 


a. by women — 67% 
b. by men — 133% 


a8 Increased Action 
27% more women and 50% more 
ni ; men did something about 
i color advertising. 


4) Increased Desire To Buy 


Ne (All figures from survey by 
Publication Research Service 
F for The Milwaukee Journal.) 


| The Boston Globe 


Scolaro, Meeker & Scott, Chicago, Detroit e Cresmer & Woodward, Inc., New York, San Francisco, Los Angeles + 


The Leonard Co., Miami Beach, Florida 


LEAD-OFF—Orient & Pacific Lines 
comes out in October with its first 
consumer magazine advertising 
since the merger of the P&O and 
Orient Line in May. On the sched- 
ule are Atlantic, Harper’s, The 
New Yorker, Saturday Review and 
Sunset Magazine. Ogilvy, Benson 
& Mather is the agency. 


Marketing Views 
Compiled in New 


Management Book 


HOMEWOOD, ILL., Sept. 16—‘‘Mar- 
keting as a discipline is a relative- 
ly new area of study and academic 
pursuit,” according to the “Edito- 
rial Postscript” in a new book, 
“Managerial Marketing—Perspec- 
tives & Viewpoints.” 

The book, consisting of selections 
on various phases of marketing, 
was compiled by Eugene J. Kelley 
and William Lazer, associate pro- 
fessors of business administration 
at Michigan State University. The 
508-page book sells for $7.20; Rich- 
ard D. Irwin Inc., Homewood, II1., 
is the publisher. 


@ The readings in the book are 
grouped in three main divisions: 
“Dimensions & Forces of Manager- 
ial Marketing”; “The Marketing 
Viewpoint & Business Strategy,” 
and “Frontiers of Marketing 
Knowledge.” 

The editors emphasize that mar- 
keting today consists of more than 
applied business administration. 
“The task of adapting research 
findings from sociology, psychol- 
ogy, anthropology and other dis- 
ciplines to marketing is as crucial 
a problem as any facing market- 
ing,” they say. + 


Two Magazines Will Bow 

Two specialized agricultural 
magazines—lIrrigation Farmer & 
Water Management and Irrigation 
Dealer & Well Driller—will bow 
in January, 1959. Both will be 
published by Agricultural Press, 
4710 N. 16th St., Phoenix, which 
also publishes Land Improve- 
ment. Irrigation Farmer will be a 
controlled circulation monthly. 
Irrigation Dealer will be a con- 
trolled circulation bi-monthly. 
Both will have a circulation of 
10,000. 


Wissler Joins Wells Aluminum 

Roger S. Wissler has been named 
advertising and sales promotion 
manager of Wells Aluminum 
Corp., North Liberty, Ind., in a 
move by the company “to develop 
a comprehensive merchandising 
program in the building products 
field.” Mr. Wissler previously was 
with Kawneer Co. 


Shervington to ‘Courier’ 

Norris G. Shervington, formerly 
western regional manager for As- 
sociated Publishers Inc., nation- 
al advertising representative, has 
joined the advertising staff of the 
Pittsburgh Courier as a national 
salesman. 
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first 6 months of ‘58 


So in Kansas City are discovering the smash merchan- 
7 dising impact of color in a prestige, home-delivered newspaper. Color 
7" orders now on hand at The Star indicate continued rapid increase in 
the use of this brilliant sales tool. 


OS eS 


13-time-a-week R. O. P. spot and full color in full page or fractional 
units (1,000 line minimum). Top quality reproduction is assured by 


Star color service is flexible. Advertisers have choice of 7-day 
| 
¢ The Star’s all-new, high speed color press equipment. 


a In Kansas City, business pickup is marked. The big selling season 
: is just beginning. Give your merchandising here the power-punch of 
Kansas City Star color advertising. The superior results amply justi- 
fy the color premium. The Star’s 98.1% color linage gain—nearly 
double—indicates sales “pay dirt!” 


THE KANSAS CITY STAR 


KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 


1729 Grand Ave. 202 S. State St. 21 E 40th St. 625 Market St. 
HArrison 1-1200 WEbster 9-0532 Murray Hill 3-6161 GArfield 1-2003 
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Klein Resigns as B&B Head Hottman Names Gladys King Sheaffer Will Use 
Herman L. Klein has resigned Gladys H. King, former space e 

as president and director of|and time buyer in the San Fran- | Print, TV as New 

Brown & Bigelow Agency. He/jcisco office of Kenyon & Eck- | s P 

served as president since 1955 and|hardt, has been named media | Pencil Line Bows 


director since 1952. No successor'director and office manager of | 
has been named. The Brown &/Hoffman Advertising, also San 
Bigelow Agency is a wholly-owned Francisco. The agency was re-| 
subsidiary of Brown & Bigelow and cently formed by Robert P. Hoff- | 
supplies special advertising serv-|man, former Kenyon & Eckhardt | 
ices. | account executive. | 
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effective with the October 1958 issue 


Fort MApison, Ia., Sept. 16— 
W. A. Sheaffer Pen Co., which 
last spring introduced the Lady 
Sheaffer Skripsert line of foun- 
tain pens designed as women’s 
fashion accessories (AA, March 
24), is following up this fall with 
matching mechanical pencils. 

The new pencils will be sold 


TAILORED—Mercantile Trust Co., St. Louis, is appealing pointedly to | both individually and in sets with 


women with outdoor posters like this. Krupnick & Associates, St. |the pens. Following the introduc- 
Louis, is the agency. tory campaign for the pencils, all 


changes its name to advertising will feature both items. 


a 4 ATE z | A [ HA 4 D LI H G ABC-TV Adds WKBW-TV | Scott Paper Names Ketchum ® National introduction of the 
| WKBW-TV, Buffalo, will affili-| Scott Paper Co., Chester, Pa.,| pencils is slated for early October. 


ate with ABC Television when it has appointed Ketchum, MacLeod | Highlighting the advertising will 
goes on the air Dec. 1. WGR-TV,|& Grove, Pittsburgh, to handle|be two CBS spectaculars, “Little 
ABC’s previous affiliate in that advertising and sales promotion| Women” Oct. 16 and “Gift of the 
lcity, will become affiliated with/|for its Hollingsworth & Whitney | Magi” Dec. 9. 


‘Engineering 


am INOUSTRIAL PUBLISHING CORPORATION ie : NBC when the network’s current | division, producer of paper card| Following the pattern of ads in- 


812 HURON ROAD © CLEVELAND 15, OHIO affiliate, WBUF-TV, goes dark stock, tag and index stock and | troducing the pens last spring, the 
| Oct. 1. multiwall bag stock. pencil print schedule will include 


Ebony, Life, Look, National Geo- 
graphic Magazine, The New York- 
er, Vogue and Reader’s Digest. 
Supplements—including The 
American Weekly, Parade, First 3 
Markets Group and selected inde- 
pendent supplements—will also be 
used. 

Batten, Barton, Durstine & Os- 
born, Chicago, is the agency. # 


Kal Kan Promotes Freedman 

Kal Kan Foods Inc., Los An- 
geles, manufacturer of a line of 
dog and cat foods, has promoted 
Hy Freedman to vp in charge of 
sales and advertising. He will be 
responsible for sales, advertising, 
promotion and publicity. Prior to 
joining the company in December, 
1955, he was advertising and 
sales promotion manager of Hunt 
Foods. 


Colman Joins Weiss Agency 
Donald Colman has been named 
a media supervisor for several ac- 
counts at Edward H. Weiss & Co., 
ye Were oat serie’ 4 Chicago. He previously was an 
NC ee ee ey 7 advertising representative for the 

- : p. Chicago Sun-Times. 


Swinehart Joins Kight ° 
John R. Swinehart has joined 
Kight Advertising, Columbus, O., 
as an account executive. Mr. 
Swinehart was previously sales 
promotion manager of Armstrong 
Furnace Co., also Columbus. 


Our Customers Liked 


Mad. She Leet burial the 173 local, 
I 


. ‘de 88 national 
in the % BILLION DOLLAR Genesee County market 


Want your rightful share in the $503,818,000 * Flint and Genesee 261 Color Ads we 
County retail market? Here’s the way to get it for sure: 


Using the amazing strength of The Flint Journal. It will printed last year. 
introduce your product, in friendly, persuasive fashion, to 9 out 
of every 10 families in Michigan’s 2nd largest metropolitan area. (Spot & Full Color) 


Flint’s only daily newspaper will do your sales job more 
completely, more effectively and more economically than any 


other medium you can select. The Fargo Forum 
*SRDS—July 15, 1958 
Fargo, North Dakota 


HTHE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 © Brice McQuillin, 785 Market St., 53,997 Sunday 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 


54,660 Daily 


A Booth Michigan Newspaper 
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COLOR 


IN PHILADELPHIA-= 


Evening and Sunday, Philadelphia's home newspaper—The Bulletin— 
publishes the largest amount of color advertising in the giant 14-county 


Greater Philadelphia market. 


With complete color service available seven days a week, The Bulletin 
also gives advertisers a quality of reproduction that shows their products 


with greater realism and presents their sales messages with increased impact. 


THE EVENING AND 
SUNDAY 
BULLETIN 


The Bulletin goes home...delivers more copies to Greater Philadelphia 


families every seven days than any other newspaper 


Advertising Offices: Philadelphia » New York + Chicago 


Representatives: Sawyer Ferguson Walker Company, Detroit 


Atlanta « Los Angeles « San Francisco 


Florida Resorts: The Leonard Company, Miami Beach 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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ideal test market. 


PEORIA, ILLINOIS 
IS LARGER THAN ANY MARKET 
IN INDIANA 


(except indianapolis) 


Metropolitan Peoria, Illinois, has more 
people (293,200) . .. more consumer spend- 
able income ($577,124,000) . . 
retail sales ($405,744,000) than any market 
in Indiana, except Indianapolis. 

Peoria Journal Star delivers a daily cir- 
culation-to-homes ratio of 94.2% in Metro- 
politan Peoria . . . 100,000-plus circulation 
. . . covering a 13-county billion-dollar 
market. R.O.P. color 7 days a week ... 


Peoria Journal Star 
Ward-Griffith Co., National Reps. 


Advertising Age, September 22, 1£58 
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. more total 


Langendorf Bread 
_ | Push Is Based on 
‘Oven-ly Fresh’ Tag 


| San FrRANcIscOo, Sept. 16—Prob- 
|ably the most extensive advertis- 


any results from 


our advertising 


” 


upon. 


The specific effect of industrial advertising upon 
the market can seldom be measured alone. 

Because: advertising is only one member of a 
marketing team which also includes product devel- 
opment, market research, sales control, field engi- 
neering and product performance — all reinforcing 
the work of the salesmen. 

Most industrial salesmen today know that their 


John L. Gillis replies to this one... 


According to Mr. John L. Gillis, vice-president of marketing, Monsanto 
Chemical Company: “ Industrial advertising produces results when it puts into 
people’s minds ideas which create a favorable attitude for salesmen to capitalize 


companies’ advertising is an invaluable aid to them 
in selling — particularly the unseen, unsuspected 
and inaccessible buying “‘influences’’ whose ‘“SOK”’ 
is often vital. These salesmen would be the first to 
agree .. 


Effective advertising support is one of the most 
valuable tools in the salesman’s kit. 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION, INC. 
271 MADISON AVENUE, NEW YORK 16, NEW YORK 


An organization of over 4000 members engaged in the advertising and marketing of industrial products, with 
local chapters in ALBANY, BALTIMORE, Boston, BuFrrALo, CxrtcaGo, CLEVELAND, CoLtuMBus, DALLas-FortT 
Wort, Denver, Derrorr, Hamitton, Ont., HartrorD, Houston, INDIANAPOLIS, Los ANGELES, MILWAUKEE, 
MINNEAPOLIS-ST. PauL, MONTREAL, Que., NeEwaRK, New York, PHILADELPHIA, PITTSBURGH, PORTLAND, 
Rocuester, Rocxrorp, Sr. Louis, SAN Francisco, Toronto, OntT., TULSA, YOUNGSTOWN. 


Langendorf flavor 


i 


Langendc 


E18 12,8) Sd 


‘OVEN-LY’—Stanley S. Langendorf (right), president, and Stan Col- 
| berson, ad manager, Langendorf United Bakeries, inspect one of 
: | 3,198 outdoor posters to be used in an “extensive” campaign. 


| ing campaign ever carried on by a 


regional baker was started yester- 
day by Langendorf United Baker- 
ies. 

The campaign, prepared by the 
bakery’s agency, Young & Rubi- 
cam, will result in the expendi- 
ture of approximately $1,000,000 
throughout California, Oregon and 
Washington, where Langendorf has 
scheduled more than 750 radio 
spots a week on 70 stations, com- 
mercials during prime evening 
hours on 36 tv stations and 3,198 
outdoor bulletins. 

To reach the retailer, ads have 
been scheduled in eight grocery 
trade publications, telling about 
the campaign and offering shelf 
strips, shelf liners, wire hangers 
and other display materials. 

Explains Stan Colberson, Lang- 
endorf ad manager: “We have cov- 
ered every base to help the retail- 
er build bread sales and increase 
bakery department profits. 

“The emphasis,” Mr. Colberson 
said, “will be on white breads, but 
with the saturation schedule, all 
Langendorf products will move 
more rapidly.” 


# Mr. Colberson reported the bak- 
ery had completed a survey among 
housewives on the key words of the 
campaign, “Oven-ly flavor—oven- 
ly fresh.” The response, he said, 
was “extremely favorable.” 

“Almost 30% reached in the sur- 
vey,” he said, “felt more like buy- 
ing Langendorf bread, and 60% 
felt these words were more attrac- 
tive and agreeable than other bread 
advertising. 

“Some typical responses to what 
‘oven-ly’ meant to these women 
were: ‘fresh,’ ‘fresh tasting,’ 
‘heavenly,’ ‘old fashioned flavor,’ 
‘warm bread,’ ‘nice smell,’ ‘aroma,’ 
‘baked in an oven,’ ‘oven fresh,’ 
‘wonderful,’ ‘delightful,’ ‘like 
homemade,’ and ‘brick oven taste.’ 

“With such favorable responses,” 
Mr. Colberson declared, “we knew 
we had the right words. The next 
step was to develop a character 
that would appeal to women in a 
memorable way. 


= “It was decided that a Langen- 
dorf ‘angel’ would tie the theme 
together. Hundreds of sketches 
were made; the one selected is un- 
doubtedly as lovable a salesman as 
we've ever seen,” he added. # 


Dahlberg Shifts Four Execs 

Ralph Campagna, marketing vp 
of Dahlberg Co., Minneapolis, has 
been appointed hearing aid sales 
vp in addition to his marketing 
duties in a sales reorganization at 
Dahlberg. At the same _ time, 
Joseph S. Stockett was named 
field sales manager; Don Arndt, 
former manager of sales and serv- 
ice, was named administrative 
sales manager, and Manuel Von 
Rabenay was appointed export 
sales manager. A new advertis- 
ing-promotion program is being 
planned, according to Mr. Cam- 
pagna. 


Burdick & Becker Moves 
Burdick & Becker Inc., New 
York, has moved to 630 Third 


Ave. 
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You calculate with an abacus, as your 
ancestors did. You keep accounts with 
knotted strings or piles of colored tiles. 
Your records are clay tablets or parchment 
sheets .... Then suddenly double entry 
bookkeeping is invented, with standard 
currency, bank credit, check payments, 
adding machines, calendar billing, and 
electronic computers, all within fifty years. 
As an old abacus man, you had a lot of 
new things to keep up with! 

With respect to accounting, the above 
instance is wholly hypothetical; but as an 
anology with farming, it is literally factual. 
Since the first World War, agriculture 
has advanced as much as in the previous 
thousand years. And the degree and the 
rate of change is wider than ever before. 

Hundreds of ag schools, government 
laboratories, manufacturers and suppliers 
are engaged in all phases of agricultural 
research, fostering developments and 
discoveries that affect the business of 
farming. No individual can keep up—any 
more than in science, medicine, or industry. 
So to the best US farmers, SuccEssFUL 
FARMING is not merely another business 
publication, but also a pertinent and 
profitable management consultant. 

SuccEssFUL FarMING is not published 
for all or any farmers. It focuses on the 
volume producers of livestock and field 
crops. SF has only 1,300,000 subscribers 
but in 1956 they planted 58% of total US 
corn, 46% of the wheat, and in 1957 sold 


62% of the hogs and pigs, 47% of cattle 
and calves. 

The value of SF is in its thorough and 
detailed documentation, with illustration, 
of applications of new ideas, tools and 
techniques. Like the Harvard Business 
School, SF specializes in the case history. 

The laboratory report may be helpful; 
but before you make a change, invest time, 
labor and money, you want some certainty 
of results. SF supplies this certainty, with 
actual instances from actual farms; and 
specific directions. Instruction manual and 
work guide, SF saves work, increases yields, 
lowers costs, increases profits—in dozens of 
ways every year for any subscriber. 

Consequently SF enjoys a degree of 
influence that no general medium can 
match; and a fifty year record of service to 
farm families that results in extraordinary 
reception and response for its advertising. 

The SuccessFUL FARMING audience is 
one of the world’s best class markets. The 


‘ You count with an abacus — 


estimated average cash farm income of 
the SF farm subscriber in 1957 was 
$10,870; represents an annual market of 
more than $11 billion! 

These SF families have high buying 
power, and the same wants and desires 
of other prosperous families; constitute 
the brightest market picture in the U. S. 
today. And no other medium sells them 
so effectively and at such low cost. 

For more sales, and for better balance 
in your national advertising schedules 

where general media 
have light penetration, 
there is no better sales 
publication buy — than 
SUCCESSFUL FARMING. 
Any SF office will give 
you the details. 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 


£ 


$12.0 billion of home furnishings & equipment 


Successful Farming... Des Moines, New York, Chicago, Detroit, St. Louis, 
Philadelphia, Cleveland, Minneapolis, Atlanta, San Francisco, Los Angeles. 


rrr ne 


$28.5 billion of livestock, machinery & vehicles 


owed $19.5 billion mortgages, etc., 
were worth $157.6 billion, free & clear! 


the country’s wealthiest farmers. 
SF farm subscribers last year had 


estimated average cash farm income 


of $10,870—have more this year! 


you need SF. Details, any office. 


ea 


eee 


and tomorrow’s plans. 


$157.6 billion, free & clear! 

In 1957 US farmers owned 
$109.5 billion of real estate 
$8.4 billion of crops 

$18.7 billion of financial assets 


Successful Farming sells 


For more sales, better balance 


in your national advertising, 


y, 
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Chicago 10, Ill. New York 11, N.Y. 
SUperior 7-1722 CHelsea 2-6092 
27 Calendar Ave., LeGrange, ill., Fl 2-2433 


ESTABLISHED 1920 


Te A. ual “T 
i ERATIO 
= MAIL OP 
—_— woe DIRE TLE 
ECONOMY — 
4 ALL. SERVICE, SPEED, 
| 
~~? l Photo-Offset Printing 
| Offset Plate Making 
: Planographing 
| Addressing 
| Typewritten and Mechanical 
DOOLITTLE & CO., INC. | All Letter Services 
320 N. Dearborn St. 6-8 W. 20th Street | 
| 
| 
| 
| 


Complete Bulk Mailing Services 


38 YEARS' EXPERIENCE 


NEW TECHNIQUE—Caesar, the white horse, and rider still perform for 
Browne-Vintners Co., importer of White Horse scotch, but the back- 
Premium Redemption Service | ground has been changed for the 1958-’59 ad series. Last year’s back- 
| ground props have given way to drawings with the photo super- 
imposed. The new series breaks in the October Esquire. Doherty, 
Clifford, Steers & Shenfield, New York, is the agency. 
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Ner the game.. 
Let White Horse carry you pleasant|y 


a) 


HERE’S YOUR AWARD-WINNING 
COLOR TEAMIN THE WEST.... 


Offering sympathy to color-teammate Dale Morgan, 
Head of Photo. Sery., temporarily hospitalized with broken leg, 
are department managers representing the mechanical departments 
which comprise a part of the color team 

at The Spokesman-Review and Spokane Daily Chronicle 

Left to right: Al Keigley, engraving; Don Scott, Mech. Supt.; 
Bill Fyfe, Asst. to Mech. Supt.; Ray Aue, pressroom; 

Art McQueen, stereotype; Collins Anderson, composing room 


HIGHEST HONOR 


The Spokane Daily Chronicle placed first in 
the ROP Color category in the 15th annual 
‘News Pictures of the Year” competition for 
1957. 


TOP AWARD 


In 1957 E & P Color Contest the Spokane 
Daily Chronicle received the top award given 
newspapers of 100,000-500,000 circulation for 
one color and black, general subject. 


FIRST PLACE 


The Spokesman-Review was awarded first 
place for advertising color among some 300 
entries at the Fall 1957 meeting of the Pacific 
Northwest NAEA. 


BESTIN U.S. 


The Spokane Daily Chronicle was singled 
out by the Associated Press as the newspaper 
producing consistently the best news color 
in 1957. 


From the editorial departments . . . through each mechanical department . . . it’s a com- 
petent, color-conscious team at The Spokesman-Review and Spokane Daily Chronicle. 
Producing a combined total of 337 editorial color cuts during 1957—that, plus the above 
widely acclaimed accomplishments in ROP Color. Doesn’t it make good sense that when 
your Color looks best—it sells best? In the two Spokane newspapers, sales-winning Color 


is available every day of the week! 


THe SPOKESMAN-REVIEW 


SPOKANE 


Daity CHRONICLE 


Advertising Representatives: Cresmer & Woodward, Inc. 


Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 


Now Admen May Get 
‘Trading Stamps with 
Their Art Supplies 


| New York, Sept. 16—An incen- 
| tive trading stamp plan by an art 
and production supplier has stirred 
up a lot of trouble for the supplier 
—Advertising Trades Institute. 

It proposes to give trading 
stamps, redeemable in merchan- 
dise, office equipment, employe 
awards and office anniversary 
gifts. To learn what people thought 
about the idea it mailed out 2,350 
questionnaires. Of these, 450 were 
sent to New York advertising 
| agency presidents and 1,900 to ad- 
vertising managers of New York- 
based national corporations. 


s The agency response was 75% 
|in favor of the stamp plan, while 
'60% of national corporation ad- 
vertising managers were opposed. 
The large corporations in consumer 
fields, however, seemed to be less 
opposed to the plan than corpora- 
| tions in the industrial field. 

| The upshot is that before going 
ahead with the plan Advertising 
|Trades Institute will sponsor a 
meeting of suppliers and others 
interested to discuss the merits and 
{objections to the trading stamp 
‘plan. It will also solicit further 
| opinions from advertising manag- 
|ers and agency heads on the sub- 


_Two-Month Drive Promotes 
_New-Size Simple Simon Pie 

| Simple Simon frozen fruit pies, 
|a product of the frozen food divi- 
|sion of Carnation Co., will intro- 
| duce a new extra-large 9-inch pie, 
|via a two-month ad campaign in 
October and November. The 
|schedule calls for page insertions 
‘in Everywoman’s, Family Circle, 
| Reader’s Digest, Sunset, and vary- 
ing sizes of ads in 86 newspapers. 
Currently, the pies have distribu- 
tion in 29 states. 

The new size pie is being mer- 
chandised as a greater value to 
consumers, and representing a 
bigger dollar volume turnover and 
profit for retailers. Erwin Wasey, 
Ruthrauff & Ryan, Los Angeles, is 
the agency. 


Heiland Sets Flash Drive 

The Heiland division of the Min- 
neapolis-Honeywell Regulator Co., 
Denver, will launch a pre-Christ- 
mas advertising campaign in Oc- 
tober for its photo flash units and 
other camera equipment. Six 
magazines are on the schedule, 
which includes 25 insertions, some 
in’ color and others in b&w. Maga- 
zines to be used are Holiday, Mod- 
ern Photography, National Geo- 
graphic, Popular Photography, 
Sports Illustrated and U. S. Cam- 
era. Tool & Armstrong, Denver, is 
the agency. 
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Major Appliance 
Sales Reviving, 
Anderson Reports 


BUFFALO, Sept. 16—John J. An- 
derson, manager of the major ap- 
pliances division of Westinghouse 
Electric Corp., said here last week 
there has been a decided upturn in 
the industry’s sales of major ap- 
pliances from levels prevailing 
earlier this year. 

“We think we’ve turned the 
corner—not only for Westing- 
house, but for the industry,” said 
Mr. Anderson. “We expect the re- 
mainder of the year for our indus- 


try will about equal the same peri- 
od last year. For us it will be bet-| 
ter than this period last year. Of| 
course, sales so far this year are| 
below last year at this time.” 


# Mr. Anderson conjectured that 
“1959 looks as if it will be a pretty 
good year for the major appliance 
industry, but there’s no tremen-| 
dous boom in prospect.” Next year 
definitely will be better for West- 
inghouse and for the industry, he 
added. 

Mr. Anderson said he expects 
“some increase in prices as we get 
into 1959,” but, considering the 
new features, prices still will be 
lower than ten years ago on major 
appliances. 

He said inventories of major ap- 
pliances in the industry now are 
at about the lowest point since the | 
Korean War, and employment inj} 
the field is picking up. | 

Mr. Anderson was in Buffalo for | 
the showing of 1959 Westinghouse 
appliances to western New York 
dealers. + 


Whaley-Simpson Adds New 
Division; Gets Ag Book 

Whaley-Simpson Co., West Coast 
publishers’ representative, has es- 
tablished an industrial magazine 
division to service trade publica- | 
tions in its 11-state area. William | 
F. Mills, formerly West Coast} 
manager of Industrial Publishing | 
Corp., will head the new division. | 

Agricultural Leaders’ Digest | 
has appointed Whaley-Simpson as} 
its representative in the 11 west-| 
ern states. 


Lynch & Hart Adds Kas Co. 

Lynch & Hart Advertising Co.,| 
St. Louis, has been appointed to 
handle advertising for Kas Potato 
Chip Co., Centralia, Il. 


BIGGEST 


Retail Sales 
In Connecticut! 


New London has 
$8041 retail sales per 
average household .. . 
highest of all Connecticut 
cities of 25,000 or over 
population (SM ‘58 Sur- 
vey). 

It's also wonderful- 
ly easy to cover. You'll 
reach 99°% of New Lon- 
don's 66,547 ABC City 
Zone with just one buy: 
it's only daily! 


Che Day 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 


Kreicker & Meloan Adds Two 

Kreicker & Meloan, Chicago, has 
been appointed to handle advertis- 
ing for W. J. Dennis & Co. and 
Payson Mfg. Co., both Chicago. 
Dennis makes weatherstripping, 
squeegees and other hardware 
items. Payson is an 83-year-old 
manufacturer of builders’ hard- 
ware and casters. 


Case, Stanley Form Group 
Deryl Case and Lawrence 


> 


.| Flanagan, 


|Stanley, formerly vps of Smith,, joined Suburbia Today, Chicago, 


Stanley & Co., New York, have 
formed Case-Stanley Marketing 
Consultants Inc. at 21 Bridge St., 


tion offers management and mar- 
keting consultation services in 
consumer and industrial fields. 


Badger to ‘Suburbia Today’ 

John M. Badger, who formerly 
had his own company of Badger & 
representative, 


+ 
sine 


Westport, Conn. The new organiza- | 


has 


as western advertising manager. 


|Reed Made Publisher 

Howard A. Reed, formerly gen- 
eral sales manager, has been 
jnamed publisher of Electronic 
| Technician, New York. 


| Lester-Voorhees Moves 


The offices of Lester-Voorhees | 


| Co. have been moved to 1022 S. 
|La Cienega Blvd., Los Angeles. 
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Max-Sige Results! 


That's What Advertisers ; 


The Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies W. \ 
With 98% Male mete 


Lorgest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Yeors 


This is the kind of hold our station has on people 


How do we know that such a bond exists? 
How does an advertiser assay it? 

Well, the basis lies in the growth of mu- 
tual respect throughout the years. We see 
it in our mail counts—in our virtually level, 
far-superior ratings—in mail and word-of- 
mouth commenting gratefully on our com- 
mercial and public service programming, 
free of triple spots—in the stature of our 
veteran personnel in the community. 


ONE 


OF AMERICA'S 


George P. 


GR 


{t warms the cold statistics which our 
advertisers must evaluate—our 747,640 TV 
homes in 41 counties of 3 states, with their 
$3,361,973,000 of annual retail purchases. 
Because a great portion of these figures ap- 
ply especially to those who communicate 
with our advertisers through us. 


Hollingbery has other figures 


you can evaluate at a glance, too — our 
very realistic rate card. 


EAT AREA 


Reaching and Holding 2,881,420 People 


channel 


whio-tv 
cBs 


dayton, 
ohio 


STATIONS 
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The doctor’s market place 
for products he buys, 
prescribes or recommends 


in MODERN 
MEDICINE 


_reaches every practicing physician 
in the United States to age 65 


Dr. Walter C. Alvarez, Editor-in-Chief 


| 


Advertising Age, September 22, 1958 


Special Grand Jury to Probe 
Quiz Show Rigging Charges 
A special grand jury has been 


impaneled in New York to look in- | 


to the rigging charges that have 
been made against some tv quizzes 
in recent weeks. The district attor- 
ney has been investigating these 
charges and counter-charges for 
some time. 

So far the publicity, which has 
focused on this situation, has re- 
sulted in the cancelation of two 
giveaways—“Dotto” and “$64,000 
Challenge”—with the rest riding 
out the storm. 


ABC Film Changes Name 

| ABC Film Syndication, New 
York, subsidiary of American 
Broadcasting-Paramount Theaters, 
has changed its name to ABC 
| Films. The tv film distributor’s ti- 
itle switch was prompted by the 
company’s growth and expansion 
|into areas other than syndication, 
‘including foreign and network 
sales, George T. Shupert, presi- 
dent, said. 


087 advertiser: 


cashed in by running 
- 1,049,481 lines of ROP 


COLOR int 


(Off CASH REGISTER, we mean) 


WHEN YOU WANT TO SELL FORT WORTH AND 

WEST TEXAS use COLOR in the FORT WORTH 
STAR-TELEGRAM! A COLOR ad in the STAR-TELEGRAM 
INCREASES SALES! More people SEE your product — 
more people BUY it when it’s advertised in COLOR! 


AMON G. CARTER, Jr., President and National Advertising Director 


LARGEST COMBINED DAILY CIRCULATION 


without the use of schemes, premiums or contests 
“Just. a good are at ees 


es. qe 


IN TEXAS 


3 = Ne 


Merchandising Idea 
File, New Service, 
Is Offered by Weiss 


STAMFORD, CONN., Sept. 19— 
Noted merchandising expert E. B. 
Weiss is’ introducing an analytical 
reporting service devoted exclu- 
sively to tested merchandising 
ideas in all fields. 

The service, labeled Merchan- 
dising Idea File, consists of 30 
pocket-size monthly cards, each 
one reporting and analyzing a cur- 
rent merchandising idea which has 
broad applications. Each idea will 
be covered in about 200 words and 
each card indexed for filing. Sub- 
scribers will receive a file box big 
enough to hold more than 1,000 
ideas. 

Better. than 100 merchandising 
practices will be covered, ranging 
from store fixtures to disposing of 
old models and packages. Publica- 
tion date is Oct. 15. Charter sub- 
scription is $37.50 annually, in- 
cluding a file box. 

Mr. Weiss will continue with his 
duties as director of merchandis- 
ing at Doyle Dane Bernbach Inc., 
as well as merchandising columnist 
for ADVERTISING AGE. 

Merchandising Idea File’s ad- 
dress is 551 Summer St., Stam- 
ford. + 


Pacific Instruments Sets 
Drive for Stenocord Division 

Pacific Instruments Corp., Los 
Angeles, has launched a long-term 
advertising campaign designed to 
gain a major position for its Steno- 
cord division in the dictating ma- 
chine business. Stenocord, sold and 
serviced in 39 countries, is manu- 
factured in Europe by Atlas Wer- 
ke, Bremen, West Germany, a part 
of Hugo Stinnes Industries. It was 
introduced in this country a little 
more than a year ago. 

Beginning in mid-September, 
page ads are scheduled for Man- 
agement Methods, Modern Office 
Procedures, Newsweek, Office, Of- 
fice Management and U.S. News 
|& World Report. Other publica- 
| tions will be added to the schedule, 
|according to Lew Schroeder, vp 
/and general manager of the divi- 
sion. 

The campaign theme “Perfect 
Playback,” is intended to spotlight 
|a feature considered an important 
| contribution to speedier transcrip- 
| tion. McCann-Erickson, Los Ange- 
| les, is the agency. 


A Correction 


In a double-spread advertisement 
that appeared recently in trade 
papers, we said of Cosmopolitan: 


“Every month some 996,000 con- 
sumers go to the newsstand and pay 
35 cents for their favorite magazine”. 


Actually, the figure quoted represen- 
ted total circulation of Cosmopolitan 
averaged over a six-month period— 
not simply newsstand circulation. 
We apologize for the misstatement, 
and submit herewith revised figures 
for the comparison made of news- 
stand sales with other major maga- 
zines. 


Average Newsstand Sales 
(ABC — Last 6 months 1957) 


COSMOPOLITAN 950,458 
Look 789,144 
Life 780,906 
Esquire 259,118 
Holiday 155,135 
New Yorker 117,414 


Hearst Magazines 


be zi , : fa : ‘ Cg: j ee Lage ae BC 
; in a i : eerie Pan f ei ee a ie . wit pt gy ae ol 2 Tends hice Gl » ae Sr 
ie pe P oN aoe sae Geeta sae: a f Babe ties vs ee pee iw ee ge 4 : oh e OS AAS 4 ti : : : 
foe ee ae x Cc i ore ee Shira etattiee al £ . 5 < cg. 2 a ey eh 
see 
e. 
ia 90 a j 
a 
= 
; 5 
am <= <—t $503 
# =/ R ee 
. 
. . ° 6 . 
i *-.* 
Fe ; + ; 
a : : ve 
; ‘ . 
i he mw eC, ft * 
: nae * Sy . s 
ry ‘ . 
‘ pate & 
i oe § ’ 
i 1 - 
ae ee 
Pit oe 
Cee, i) 
wet oh 
te ‘ | | e : 
7 
pt ae e . 
wag 
a wu %%) 
= 
my : : ee 
Z OV CAML 
pel 
mt 
et : 
ie 
Pe 
“a ; nen Me a 5 Saas ae : Pr sy etm lie tie” ee | 
me ‘ eee wee ; Ses a rae J % pe: mes PRAT ge nee | NaS 
ie sine | a we ee gee eS qi See ee 
oe eg ee = ee UE eer ok ae § 
os ES ohare = : are Se Pape 8 come cere ce : 
ie é be ae —— < aml ogee tes Ee oe the On 2 ee 
Ve Le : Te SO ee ee ee a Seip ecdae aa scum 
Selah doe pec R ores. Weer Me SR Ptr wai mat eo a 
Ret Sia ay be ea EE a I "i eee 3 - See Seaton ee : ate 
iS, Seats | YD , ; a ae perc SS tae aa &% 
¢ ; x go tap / mt A oe ; ie oe eS eee pee 
er a" ihe ‘ Vag re ie ee ssi ie ae : ee 
ete ama oR Sa eer er lies 
ee = tn ) easy. 3 a ee ail 
“ Si Paey-, aut pe Rees, © hieereceaie eC 
ties a oak ooh PRY 
Ser. wile SE Tn ? ; eo senaeal 
* ? .> . 7  . ‘ : ey 
; An ~~ 
pe 7 A * cull re oe ae . 
F ose ? ¥ : a She pig, x ae al ae 
BE a : a\ x is 
t 5)  # . ‘a 
se eee 
ao: geet ile eo: | ae Ss 
re ae Sanaa Ne seam SE ‘ 
a Senne i ts. ae 
eo a 5 cag 
os ae a a a 
ae gc: ©. ee a) Sapam po 
| subg eaten " a 
a ; ting Rerney ery: ' linac Shs 5 
4 6.) Se ree a Ce ee © 
ar 2) CS See ) Papas ek A : 
ee - ARE a A 
, a s) : : A 1») 4y | 
aa (F . " e i “ aa: : 
= san SS Cie 4 sees 
s : ae ] 
; : ‘ “ ee | 
ie | 
i 
i 
4 es 
~ | 
Pr e | 
o7 seit 
ae 3, Peete ie eae 
oi ore aie ci : 
} a ag eS args 
4 pete <A TE Se or ae ee to | 
ont en ee te | 
: 2 analy Rea 
a, eae hes q or ~<a RR El ig | a 
~ af ¥ i ae ge ee ' 
me as silt ian iia ed a oS a a | | 
ae 2 het aalieeiaial a eee BS aa AD MS aan la 
ak ote hen peekeg 2 lia is alae — ERCP anemia <2 
Ba) =| —— RR et, RU ae 
a fae ee eee ee a ree 
a = he STAR- Bae EE ORR ee emer gn) ea Aelia Ms ee : 
i ea) ee reigns ove Se ee eames races SRE ea i 4 | 
hts Bes ores oa ay: Ree es vic Ri eli ivheehs gre 0h ear ogee dee ete. | hg alban ei kee | 
= oot SE Fhe ran eR NM as fees: Beas cae eee RY re 
ae ee ee oe eee | 
: ORES ok oo So RRR SPR or peo aes Swen eT, keg 
t me ee va <n “4 ee i Oe ee en hy ies Say e eee 
i eo eee ‘ae Pee 
Reketine 9S, Bie 1 oats et ie Rie (ae mee ees 
Ba aM , eras vies a wo RH ee | 
Ss. eee, 2S iF ge yen; rei ts ie 7 | 
nara ee x , | 
, 3 week ane sas 
Sp Ce ts wh ce” 4 se; ihe 7 ; 
ae 2 Sistedery ¢ Pee ieee : } 
me ie ee mo Se oe ee . 
> fie 5 epee, ees Ae, Re 
Waa ee ee, ae, ees See, Baer 
ia ten 2 ee é 4s ROD ic: meat ‘a = 
§ Bat a Nae Ree ag Cima yee Ne Se Sg 
tg Sore cok Cs Spe OR! as) i MPR Mo sy ‘ < 
i ae Tapa: ete lee Mey 
Tee an SP EE Ete keer FMS : .. ne “ 05 
fe a ie sae a eae as tata. epee: Si leet = 
ieee ar ee ee ee Sptepy Rae ee lg ‘ 
Ja  RiSHES 1 CO cra | 
2 a ise, an ae aes | 
_ j 7M zy a 
ie ie pee ee a 
“- ji eh eee ge ia 
oa PTT Bae se ry ro : 
2 ee ; Os aoe AOS ghee alas” ‘ : : | 
a: Sisto: a hen eg aoe LN Sd ease: 
ae eee ee eee ee | 
Bs c 
b> ; : ; - Ay ve 
; me gee ee : * = ae eee Base ~*~ wee ATI a, BITE Se a Aetna * - EE ee TUE Ge tueiie ees Peon aos: 
1 y Svea aay “shngcdcte «See ete aire eier tie tS 
fj on pee et A Se le (to. ae » patie. 


Pp aetew 


Send jon the tnd edition o P 
Washington Post cnd Times Herald 
Color Data Book 


Whether it’s Indian rain-makers. . . 


or advertising, color adds the magic touch when it comes to results. Advertisers 
who have used color in The Washington Post and Times Herald sing its praise. 
Across the nation, tests show that in any season of the year newspaper color 
creates added interest, longer remembrance, greater sales and as high as 200% 
greater readership than black and white for only small additional cost. 


In The Washington Post and Times Herald, which has nearly 50% more 
circulation than any other Washington paper, advertisers can buy black and 
one color for a lower advertising cost per 1000 circulation than the other stand- 
ard size newspaper's cost in black and white. 


The Washington Post 


Rie (sti 


ne 


Times Beralad 


430,000 Sunday circulation 390,000 daily circulation ape : hae aes 
read by more families than Washington's other two papers combined Color, cost and circulation information Ss Gen 
for all newspapers of 20,000 or more circulation 
in the 227 largest U. S. Metropolitan markets. 
in addition to color information, consumer mar- 
ket data is alse provided. Write, wire or coll the 
nearest Washington Post ond Times Herald rep- 


resentative. 


Represented nationally by: Sawyer, Ferguson, Walker Company—New York, 
Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles 
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S. F. Art Directors Plan Show 

The 10th annual San Francisco 
Art Director’s Advertising Art 
Show will be held Oct. 10-31 at 
the public library. This year the 
show’s general chairman will be 
Don Bonfigli, exec vp and art di- 
rector of Guild, Bascom & Bon- 
figli. The show is sponsored jointly 
by the San Francisco Art Direc- 
tors Club and the Society of De- 
signers & Illustrators. 


want an award film? 


Quolity is not an 
attribute of stu- 
dio size. It is the 
result of yeors of 
motion picture ex- 
perience — work- 
ing with modern 
facilities . Warning: select a 
professional producer— 


Atlas Film Coperaticn 


/metics and 


| powder, 
‘and nail, 


Information for Advertisers 


Lipstick is worn by 99.8% of teen 
age American girls, with 92.6% 
of them wearing it by the age 
of 14, according to a report just 
published by Seventeen. Titled 
“The Beauty Habits and Product 
Preferences of Young Women Un- 


|der 20, Part 2,” this report is the 
| second in a continuing semi-annual 
|series of surveys designed to keep) 


up with current teen trends in cos- 
toiletries purchases. 
Covering teen usage of foundation, 
fragrance, eye makeup 
bath and tanning pro- 
ducts, it also indicates teen prefer- 
ences within these product areas 
and where they habitually pur- 
chase them. Copies of the report 
are available on request from 
Aaron Cohen, 


research director, | 
Seventeen, 488 Madison Ave., New e 
| Power” 


e Dental Survey Publications has 
just released “Selling the Dental| 
Market,” a 44-page booklet that 
presents data designed to be help- 
ful in selling this $750,000,000 an- 
nual market. The book divides the 
market into three parts: The den- 
tist and his staff, the dental labo- 
ratory and the patient. It not only 
shows what the dentist buys, what 
he prescribes, and his influence on 
the recommendation market, but 
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of a survey of Wall Street Journal 
subscribers. Responsibility for pur- 
chases of a Variety of goods and 
services 
revealed, showing a market repre- 
senting billions in purchasing pow- 
er. Breakdown by business, posi- 
ition and functions is helpful to 
those responsible for selection of 
advertising media. Average income 
of a Wall Street Journal subscriber 


for their companies is| 


Inc. Based on 366 depth interviews 
with Chicago and suburban wom- 
en, the investigation covered social 
roles and clothing attitudes, cur- 
rent values influencing apparel, 
clothing shopping habits and the 
unmarried working girl’s ward- 
robe. Additional information can 
be obtained from the Chicago Trib- 
une research department, Room 
1212, Tribune Tower, Chicago 11. 


is $22,648, according to this re-| 


search. The report is available free 
to advertising and public relations 
executives from F. X. Timmons, 
Wall Street Journal, 44 Broad St., 
New York 4. 


e A new edition of the “Directory | 


e The Midwest Farm Paper Unit 
has issued a report of grocery buy- 
|ing habits and grocery brand pre- 
|ference among midwestern farm 
| families. This is a 50-page report 
|of a study conducted among farm 
families in eight midwestern 


also the important parts played bY | of Foreign Language Publications states: Minnesota, North Dakota, 


assistants, hygienists and techni- 
cians on these purchases. This book 
also indicates distribution channels 
to follow when selling the market. 
Free copies may be obtained by | 
writing to Dental Survey Publica- 

tions, Essex Bldg., Minneapolis 3. | 


“Analysis of Subscriber Buying 
is a report on the results 


ANNOUNCING: 


THE SHERATON 
CENTRAL CREDIT CLUB 


with the new 


ito agencies, 


in the U.S.,” a circulation rate and 
data guide, has just been published 
and is being offered free of charge 
advertisers, colleges 
and libraries. A total of 265 publi- 
|eations in 27 languages is listed. 
| Also included is data on U.S. for- 


‘eign born and second generation) 


population in all states according 
to ethnic groups. Request for cop- 
ies should be sent to Rosa Lind, 
Waxelbaum Advertising Co., rep- 


resentative for all papers listed, 10) 


E. 43rd St., New York 17. 


° The Philadelphia Bulletin has| 
|issued its 1958 “Food and Grocery|in the eight states covered by the 
'Trade Directory of the Philadel- 


phia Area.” The 175-page book is 
published as an aid to those selling, 


distributing or merchandising food | 


and other grocery store items gen- 
| erally handled by retail and whole-| 
sale outlets in the Philadelphia | 

market. Copies are available from 
Harry D. Keller, national advertis- 


|ing manager, Philadelphia Bulle- 
| tin. 


ALL-IN-ONE CREDIT CARD 


/media and advertising, has been 
|prepared by the research depart- 


NOW ONE CARD, ONE MONTHLY BILL, ONE CHECK, 
COVERS ALL THESE PRIVILEGES, AT HOME 


OR ON YOUR TRAVELS 


x+ HOTELS AND MOTELS: Your Sheraton Central Credit Club Card 
lets you charge at all Sheraton Hotels coast to coast in the U.S.A. and in 
Canada and at leading hotels and motels here and abroad. 


| ment, 


e “Advertising in France,” a 44- 
page brochure containing popula- 
‘tion statistics, information on 


ment of Elvinger Advertising 
Agency, Paris. The brochure is de- 
|signed to serve as a handy refer- 
/ ence for anyone interested in ad- 
| vertising in France today. It is 


|available from the research depart- 
78 Avenue | 


Elvinger S.A., 
Marceau, Paris 8, France. 


|e Apparel shopping habits and at- 


> RESTAURANTS: You will be able to charge at the best restaurants 


medium-priced restaurants included. 


> SHOPS: This new card will permit you to charge at leading retail stores 


> CAR RENTALS: You will be able to charge car rentals wherever you 


x TRANSPORTATION: Negotiations are now underway to include lead- 
ing airlines and oil companies in the Sheraton Central Credit Club. This will 


enable you to go anywhere with a minimum of cash. 


TO JOIN THE CLUB 


just fill out and mail this application. Dues are only $5.00 a year. This entitles 
you to the all-inclusive credit card that will cover your traveling expenses with 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood York 22. 
everywhere 
and specialty shops coast to coast. 
are, wherever you’re going. 
just one monthly bill. 
al 


Name (printed). . 
Residence (printed) 
Employer. 
Address... . 


be honored, of course, and will 


Signature... 


give you all present privileges. 
extension of Sheraton’s credit system, providing central billing and many additional privileges. 


=e ee ee ee eee THIS IS YOUR MEMBERSHIP APPLICATION a= a= am oe oe oe oe oe oe 


SHERATON CENTRAL CREDIT CLUB, 470 Atlantic Avenue, Boston 10, Massachusetts. 


Check which address we are to use. Home []_ Business [[] 
List below the name and address of bank and two credit references 
1. Bank (Checking Account) 


NOTE TO SHERATON HOTELS CREDIT CARD HOLDERS: Your present Sheraton credit card will continue to 
The new Sheraton Central Credit Club is a major 


Bill me $5.00 [] Check enclosed [] Check here if you now have a Sheraton credit card.[T) A 


| discussed 


titudes of metropolitan Chicago 
homemakers and career girls are 
in a motivational re- 
search study conducted for the Chi- 
cago Tribune by Social Research 


South Dakota, Iowa, Nebraska, 
Illinois, Indiana and Wisconsin. 
The first section of the report of- 
fers information on such subjects 
as the type of store where groceries 
are purchased; how many different 
stores are traded in; which member 
of the family does the shopping; 
how often the family shops; what 
day they shop, etc. Section two of 
the study deals with the usage and 
brand preference among these 
farm families of some 25 packaged 
'and processed grocery items. The 
|study is based on questionnaires 
received from 4,971 farm families 


study. A report of this study is 
available at no charge from Mid- 
west Farm Paper Unit, 35 E. 
Wacker Dr., Chicago 1. = 


/_WOC Names Pax Shatter 


Pax Shaffer, formerly with the 
midwestern office of Peters, Grif- 
fin, Woodward, radio-tv station 
representative, has been appoint- 
ed sales manager of WOC and 
WOC-TV, Davenport, Ia. Mr. 
Shaffer replaces Mark Wodlinger, 
who resigned. 


Peizer Named Copy Chief 
Maurice Peizer has been ap- 
pointed copy chief of Paul Klemt- 
ner & Co., Newark, succeeding 
Howard S. Wesson, who resigned 
to join Erwin Wasey, Ruthrauff 
|& Ryan. Mr. Peizer has been with 
the ethical drug agency 12 years. 


Nabkey to Donahue & Coe 
Frederick J. Nabkey has joined 
Donahue & Coe, New York, as an 
account executive in the grocery 
products division. Mr. Nabkey was 
formerly a product manager in 
Lever Bros.’ foods division. 


FOR ECONOMY — for more 


IF YOU SELL MEN remember that 
the Courier-Express carries 74.2% 
of all daily men’s store linage 
in Buffalo—75.7% of total when 
Sunday insertions are added. 


IF YOU SELL WOMEN the selling 
power of the Courier-Express is 
shown by the fact that it carries 
66.5% of the daily women’s store 
linage—and 73.7% of the total. 


IN ADDITION the Courier-Express leads in overall linage 
in 16 local and 20 national classifications—and in 8 others 
combining space of both types. 


advertising for your dollar 


concentrated on those with more dollars to spend—use the 
Morning Courier-Express. FOR SATURATION use the 
Sunday Courier-Express, the state’s largest paper outside 


of Manhattan. 


ROP COLOR available 


both daily and Sunday 


Buffalo Courier-Express 


Western New York’s Only Morning and Sunday Newspaper 


Representatives: Scolaro, Meeker & Scott 


Member: Metro Sunday Comics 


Pacific Coast: Doyle & Hawley 
and Sunday Magazine Networks 


Pat PR Shy iat bance : ava Dae cy i. as ye a"? 4 Bae * i $ ny x 7 am ip Neca Sn 
og 
a 
| RE a 
be oe ee pO 
pe 
Se 
af 
X 
= 
eS 
ae a 
eu 
eS 
= 
a 
sid 
“ oe 
sila Po 
4 ee 
os aL wh OO. | 
cy - aod 
: See 
5 3. $328 %9 
= B..2, "BS 
i "24S 030% <3 
Sat FRC 2.6 FZ 
} LINAGE LEADERSHIP! 
o 
i s +i : .. 
ee Oc nc 
. Toe es, NOs 
ONG ee 
; me c 
me on sta Lahce 
* 20° : ra a 
A i : ) or . 
| a ee i Fo og 
- i 5 i 4 wwe 
iy 1 ro eet. es Oe. i | 
E | i : 
if 1 Kw Soa eee ROT ES TENN. “set conc un Ess oe ddan 1 ? 
:, : | 
| i i 
i 4 
¥ “Re Tet ibe ' 
- ' Pe By | 
: : BP 
t 4 4 ee 
: ns: SE ee 
as ee 
| Lend oe eewiiebembhinnntimmmeed SSS 
t 
P tt 
i : er ica) a - Ns Oe ee ia a ca all aa sg ed —— 7 2 ‘eos oe o | ERG ey 
7 


| 


John Shumberger, 
Allentown Publisher, 
Is Dead at 85 


ALLENTOWN, Pa., Sept. 16—John 
Calvin Shumberger, 85, newspaper 
publisher here, died yesterday aft- 
er a long illness. 

A publisher in Pennsylvania 
since 1913, Mr. Shumberger was 
former president and, since 1952, 
board chairman and publisher of 
Call-Chronicle Newspapers Inc., 
which publishes the morning Call, 
the evening Chronicle and the Sun- 
day Call-Chronicle. 

Mr. Shumberger was born in 
Fairview, Pa., and graduated from 
Keystone Business College, Har- 
risburg, in 1898. Early in his career 
he was active in business educa- 
tion, operating at various times the 
Lebanon Business College, the 
School of Commerce, Harrisburg, 
and the Carlisle Commercial Col- 
lege. 

A veteran of the Spanish-Amer- 
ican and Mexican border cam- 
paigns, he served as a major in the 
Pennsylvania National Guard and 
was on the advisory staff of four 
governors of that state. 

A former director and president 
of the Controllers Institute of 
America, Mr. Shumberger was as- 
sociated with many companies and 
philanthropic activities, including 
a stint as president of the Lehigh 
Valley Broadcasting Co., which 
operates WSAN. He entered the 
newspaper field in 1913, when he 
acquired a financial interest in the 
Allentown Democrat, a predecessor 
of the Call. 


J. DAVID HOGUE 

Utica, Sept. 16—J. David Hogue, 
60, general manager of the Utica 
Observer-Dispatch and its morn- 
ing edition, the Press, died after 
a heart attack Sept. 12 while va- 


ae BI hate —— 
ENS RRs 


& 


ROP 

COLOR 

MARCHES | 
ON! 


25,000 Bs 
QUARTS: al 
OF 
ORANGE eI 
DRINK : 
SOLD 
IN 
JUST 
ONE 
DAY!* 


*In Pittsburgh, 
with an 
ROP color ad 
for Country 
3 Belle Dairies! 


ae 
a 
“4 


RAMOE LOM 


+ 910 East 138th Street 


a] 


% New York 54, N.Y. 


J Sates Offices: Boston NewYork 


a3 
Chicago ¢ Dallas we 
Pe. 
; San Francisco Be 
¥ oats cq 
s _ pepe ic , 
Reema. 
yk el 


Advertising Age, September 22, 1958 


|cationing in Europe with his wife, 
Mildred. 

Mr. Hogue joined the Observer- 
Dispatch after working in the Chi- 
cago office of J. P. McKinney & 
Son, national advertising repre- 
sentative of the Gannett newspa- 
per group, parent company of 
the Utica newspapers. Before that 
he published newspapers in Vin- 
cennes, Ind., and Orange, N. J. 

A 1921 graduate of DePaul Uni- 
versity, Mr. Hogue was elected ad 
director of the Gannett group last 
February. He was also a vp of the 
Utica newspapers and a director 
of Mohawk Airlines, as well as past 
president of the New York State 
Publishers Assn. 


V. A. WILLIAMS 

Seneca, S.C., Sept. 16—V. A. 
(Sambo) Williams, veteran adver- 
tising man with the Greenville 
News-Piedmont, died suddenly at 
his home here Sept. 14 following 
a heart attack. 

Mr. Williams had been with the 
display advertising department of 
the Greenville newspapers since 
1940 except for a brief period when 
he was advertising manager of the 


| News, Gainesville, Ga. He served 
| with the U.S. Coast Guard for two 
/years during World War II. 

} 


LESLIE M. KAY 


| New York, Sept. 16—Leslie M. | 


Kay, 52, vp and senior art director 
of Lewin, Williams & Saylor Inc., 
died after a long illness Sept. 8 at 
his home in White Plains. 

Mr. Kay joined Lewin, Williams 
& Saylor in 1941 and had been a 
longtime active member of the 
Art Directors Club of New York, 
| winning an award from that group 
for a water color painting at the 
club’s annual members exhibition 
last December. 


WILLIAM E. SIMLER 
| New York, Sept. 16—William E. 
|Simler, 73, advertising director of 
|ASTA Travel News, official pub- 
|lication of the American Society 
|of Travel Agents, died Sept. 10 of 
pneumonia at University Hospital. 
Born in Dallas, Mr. Simler dur- 
ing his early career was an ad- 
vertising salesman on newspapers 
|in the Southwest and Midwest. 
During the 1930s he was an adver- 


tising salesman for the Crowell- | 


| Collier Co. and later was adver- 
tising director of Promenade. In 
| 1952 he did advertising and public 
| relations work for the Finnish gov- 
}ernment in connection with the 
| Olympic Games in Helsinki. Dur- 
ing the past six years he was ad- 


} 


} 


| 
| 


vertising director of the travel, 


| publication. 


WILLIAM MALSBERGER 

| PHILADELPHIA, Sept. 17—William 
| F. Malsberger, 66, vp and account 
|}executive of the Madara Adver- 
'tising Agency, Upper Darby, Pa., 
| died Sept. 14 in Norristown, Pa. 


Mr. Malsberger had been in the | 


|advertising business in this area 
for more than 40 years. He started 
|as a clerk for the eld morning and 
/evening Philadelphia Ledger in 
| 1907 and held various advertising 
| posts until he was named head of 
| the classified department in 1934. 
| He held that post until 1942, when 
| the evening Ledger ceased publica- 
| tion. 
| During World War II, he worked 
for Sun Shipyards. He resumed his 
| advertising career in 1946, when he 
| joined the Madara agency. 


_Shaller-Rubin Adds Ayer; 
_Names Kempler Media Head 

Ayer Chemicals, New York, 
maker of hygenic chemicals, has 
appointed Shaller-Rubin Co., New 
York, to handle advertising and 
sales promotion for its new sani- 
tary napkin spray, Perdue. 

Jerome Kempler, formerly an 
account executive with Kudner 
Agency, has joined Shaller-Rubin 
as media director. 


| 
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Don’t miss the big” 


in Charleston 


Situated in the valley of the Kanawha River 
(often referred to as America’s Magic Valley), 
West Virginia’s state capital has mushroomed in 
a big way during the past decade. Take a look: 


Let’s start with population. Up 34.2% in ten 
years, compared to the U.S. total of 18.8%. 
And buying power — up over 90%. Now look 
what’s happened to retail sales—climbed nearly 
152% during this period, compared to the U.S. 
total of 92.2%. 


Because of its unlimited supply of coal, its 
oil and its excellent transportation facilities, 
the Charleston area has become the hub of a 
network of industrial giants. Union Carbide 
Corporation is completing a giant research and 
development center. DuPont has finished a mod- 
ernization program. Other big industrial names 
include Monsanto, American Viscose, Westvaco, 
Goodrich-Gulf Rubber, Libbey-Owens-Ford, 
Owens-Illinois and Evans Lead. 


If you want a greater share of sales in busy 
Charleston, the Sunday Gazette-Mail and 
PARADE can help you. Each Sunday they call on 
more than nine out of every ten homes in town. 
Each Monday they begin to move goods off 
dealers’ shelves. 


PARADE ...The Sunday Magazine section 
of 6O fine newspapers covering some 
2900 markets ...with more than 16 million 
readers every week. 


wa 
se a be 


parade 


How big is |Parade . 


in Charleston? 


Per cent of families reached 


LIFE ........ 10% 
POST........14% 
LOOK ....... 16% 


Home County 
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‘Agricultura’ Uses 
Dealer Lists to Hit 


‘Big Latin Farmers 
| Cuxrcaco, Sept. 16—How Agricul- 
|tura de las Americas reaches Lat- 
\in America’s prosperous farmers 
by building its circulation on the 
|customer-and-prospect mailing 
lists of farm implement distribu- 
|tors and dealers was shown in a 
| motion picture presented to an 
'audience of advertising people at 
a lunch here last week. 

Implement & Tractor Publica- 
tions, publisher of the Spanish- 
language farm paper, is making 
the presentation in a number of 
centers. 

Despite the Latin American 
'farm market’s potential, only pin- 
pointed circulation and a how-to- 
| do-it editorial approach can over- 
come some of the obstacles with 
which an advertiser wishing to 
reach this market is confronted, 
Agricultura’s presentation indicat- 


eee ae iia Stat ce Ac fe iia 


ed. These include the inaccessibil- | 


ity of many farming areas; eco- 
nomic disparities which make it 
necessary to pick out the affluent 
farmer from the many illiterate 
or semi-literate subsistence farm- 
ers; and population shifts toward 
metropolitan centers. + 


Southern Comfort to Run 
Recipe Guide Ad in Magazines 

Southern Comfort Corp., St.| 
Louis, will print 10,000,000 copies | 
of a new 12-page recipe guide, | 
and 7,500,000 copies of the guide| 
|will run as a tear-out recipe ad in| 
| the October Esquire, the Novem- 
ber Redbook and the December | 
Coronet. Entitled “How to Make) 
the 32 Drinks Guests Most Often | 
Ask For,” the guide will be print- | 
ed in four colors and will be)! 
about the size of a Coronet page. 

Southern Comfort will back the} 
‘campaign with two-color ads in| 
Newsweek and Time and a car 
card campaign in the New York | 
‘metropolitan area. Krupnick & As-| 
| sociates, St. Louis, is the agency. 


Your salesman on sight 


to more than 3 million people in 


THE SOUTHEAST’S BIGGEST, 


RICH MARKET 


Advertising Age, September 22, 1958 
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adds speed reading to water metering 


Here's the big news behind the industry's 
fst practical outdoor register 


BINDER—Badger Meter Mfg. Co., Milwaukee, ties its two half-page 
ads (in opposite corners of facing pages) together with the “wire” 
drawn from the meter to the register. The ad appears in trade jour- 
nals in September and November. Klau-Van Pietersom-Dunlap, 


Milwaukee, is the agency. 


Detroit’s most 
colorful newspaper! 


Gaeta eho 25 MRS 


FIRST 


in editorial 
excellence 


More awards, honors 


— including four 
Pulitzer Prizes 


in circulation gains 
Growing faster 

in past 

five years than 
evening papers 


FIRST 


in advertising gains - 


Five year growth 
greater than 
evening papers 


and $+ +-_F— 


—you see the friendly 
Free Press everywhere! 


MATIOMNAL REPRESENTATIVE: 


TELEVISION 
EM INSTON-SALEMY 


Put your salesman where he can reach the largest 


| 
| 
| 
| 
| 


number of potential customers, the 3 million plus people 


with over 4 billion dollars to spend who live 


Winston-Salem 
for { Greensboro 
High Point 


| popular length was 15 minutes. 


AFFILIATE 


Story, Brooks & Finley 
RETAIL REPRESENTATIVE: . Call Headley-Reed 
George Molloy, New York ° 


in the 75 county WSJS market. 


| Top Radio Spot Users 


Cater to Five-Minute 
Segments, RAB Finds 


New York, Sept. 16—Who are 
the top spot radio program spon- 
sors and what length shows do 
they prefer? 

This double-pronged question is 
among those answered in the Ra- 
dio Advertising Bureau’s latest 
analysis of the data from the report 
covering spot radio activity for the 
second quarter of 1958 (AA, Aug. 
53). 

The big five among regional and 
national advertisers, who buy their 
radio shows locally on a selective 


| basis, were Lucky Lager Brewing 


Co., Shell Oil Co., Fruit Industries, 


| Scandinavian Airlines System and 


International Union of Electrical 
Workers. 


# Runners-up were United Auto 
Workers, Ford Motor Co., Esso 
Standard Oil Co., Kiplinger Wash- 
ington Editors, Massey-Ferguson 
industrial division, Tidy House 
Products Co., Sterling Drug, Met- 
ropolitan Life Insurance Co., Ral- 
ston Purina Co., Stewart-Warner 
Co., Standard Oil Co. of Indiana, 
International Nickel Co., An- 
heuser-Busch, White Tower Man- 
agement Corp. and Pearl Brewing 
Co. Their preference in program 
|length—by heavy odds—was for 
five-minute segments. Next most 


® These RAB “leadership” rank- 
ings are based not on the amount 
of money spent; these figures have 
not yet been made available by 
the industry. The rankings are 
made on the amount of time 
bought. 

Only five of the leading pro- 
|gram buyers were listed among 
the top 30 spot users—announce- 
ments and programs—announced 
earlier by the bureau. They were 
Shell, Ford, Sterling, Ralston-Pu- 
rina and Anheuser-Busch. 17 of 
the top 30 most active in spot were 
program buyers to some extent. 
RAB figures that 80% of the 
business in the quarter came from 
“spots.” + 
Simmons-Boardman Promotes 
Casey; Stockdale Returns 
Daniel J. Casey, central dis- 
|trict representative for American 
|Builder, has been named central 
regional manager of Simmons- 
Boardman Publishing Corp., Cleve- 
|land, which publishes the maga- 
| zine. Mr. Casey succeeds Harry H. 
| Melville, who continues as a cor- 
porate vp. 
| Arthur W. Stockdale has re- 
joined American Builder as dis- 
trict manager, with offices in 
Cleveland. He left the magazine 
in 1953 and was with Homes Guide 
and Home Modernization. 
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Rambler Scores 
in 12-Make Test 


of Recognition 


Edsel Is 2nd Among 5 
U. S. Makes; Volkswagen 
Tops 7 Foreign Autos 


New York, Sept. 16—79% of a 
group of consumers succeeded in 


Advertising Age, September 22, 1958 


|munities excelled those in large 


cities. 


# “Altogether,” the Psychological | increase 


Corp. reported, “the results show a 


Brandy Distillers Ups Budget 
Brandy Distillers Co., an affili- 

ate of Schenley Industries, will 

its advertising budget 


A substantial 


Jayark Names Sales VP 
Gerald E. Liddiard, former 

eastern sales manager of United 

Minot & Motion Picture Service, 


. ‘ ‘ |during the coming year by ap- film distributor, has been named 
high level of interest in the smaller | proximately 20%. 


vp in charge of sales for Jayark 


cars, but not a clear-cut distinction | share of the budget will be used Films, Newark, new tv film pro- 
between large and small cars as|for pre-holiday advertising in se-| ducer-distributor. 


such,” # 


lected daily newspapers and the 
following national magazines: Eb- 


‘Aircraft & Missiles’ Joins NBP ony, Esquire, Gourmet, Holiday, 
Aircraft & Missiles Manufac-| House Beautiful, The New York- 


turing, Philadelphia, 


a Chilton|er, Sports Illustrated, True, and 


publication, has become a mem-/|U.S. News & World Report. Nor- 


ber of National Business Publica- 
tions. 


| 


man, Craig & Kummel, New York, 
is the agency. 


Ahrens Appoints Hoffman 

Edwin F. Hoffman has joined 
Ahrens Publishing Co., New York, 
as advertising representative in 
New York, Pennsylvania and Ohio. 
He formerly was with Ogden Pub- 
lishing Co. 
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ST Anthony 


Belongs on every 
mail order schedule 
because it PAYS! 


DECEMBER ISSUE CLOSING OCT. 20 
Orders and Sample Copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Blvd., Chicago 4 
Telephone: HArrison 7-7176 


identifying a photo of a Rambler 
in a group of pictures of 12 U. S. 
and foreign cars. 71% recognized 


and named the Edsel. 
Tops among the foreign cars in 
/ the test was Volkswagen, with a 
| consumer recognition score of 55. 
The 1958 Buick enjoyed less con- 
} sumer recognition than the Volks- 
wagen, English Ford or Jaguar. 
; These are among the findings of 


a study made last May by the Psy- 
chological Corp. 

Some 1,300 urban household 
heads were interviewed. They were 
shown a four-page leaflet display- | 
ing photo-offset pictures of 12 cars | 
—Chrysler, Mercedes-Benz, Fiat, | 
Jaguar, Vauxhall, Edsel, Thunder- 
bird, Rambler, Austin-Healey, Bu- 
ick, Volkswagen and English Ford. 

Next to each picture were the 
names of five makes of cars. Re- 
spondents were asked to select the 


correct name for each car shown. p % E 

The identification scores were ra ek pe 

follows: re 
Rambler ........ 79% Thunderbird .. rad nes 
ne 71 Chrysler ........ 45 f : 
Velludanee . 55 a... wailed a ; PARENTS’ MAGAZINE leads all 
English Ford .. 54 Mercedes-Benz 21 i H H 
Jaguar ......... 51 Vauxhall ...... 15 magazines in the following 

‘ I sakedesnices 49 = Austin-Healey 13 ss ‘ : = Coe Spies ae significant magazine audience 

Ability to make the correct iden- | ; z . a ictine. 

tifications varied among different in Bi est-Bu in characteristics: 

segments of the population: gg y g : 

1. Men excelled women. Ber ca | ara e Households with children 
2. Younger people excelled older F | ¢ I ° 
oman | ramiles! under 18 97.0% 

3. White people excelled non- | ae fa PAS i 
whites, | e Families married less than 


4. People of higher socio-eco-| 
nomic levels excelled those at low- | 
er levels. 

5. Tv 
owners. 

6. People in the western and 
north central areas were somewhat 
ahead of people in the South and 
Northeast. 

7. People in small urban com- 


10 years (the years of prod- 
uct accumulation)....... 57.8% 


owners excelled non-tv 


= Buy Ing Categories! : e Total number of consumers 


re per reader homes 4.26 


PARENTS’ MAGAZINE leads all women’s magazines in these important buying categories: 
@ Weekly food expenditure of $25 to $45 


In the leadership spotlight 


@ Purchase of life insurance during last 12 months 

@® Remodelling of homes during last 12 months 

@ Purchase of automatic washing machines during last 12 months 
@ Purchase of clothes dryers during last 12 months 

® Ownership of one or more automobiles 


@ Use of cameras 


| ® Purchase of electric coffee makers during last 12 months 
Top-drawer advertisers 


are buying WGN 


You’re in good company when : PARENTS’ MAGAZINE ne: ” 

you join smart time-buyers who Ask your PARENTS ae This Seal CIRCULATION GUARANTEE 1,800 ,000 

select ete! ype sg ng MAGAZINE representative MEWS Nee "effective with February 1959 issue 

dollars worth of goods for top- : BY THE ui 

drawer clients. Exciting new | to show you a detailed Cuneo ssncinii CHILDREN IN PARENTS’ MAGAZINE FAMILIES 

programming in 1958 makes 9 f ; 

WGN’s policy of high quality a - the 1966 Consumer PARENTS confidence — 4,100,000 

at low cost even more attrac- | Magazine Report Sens oie and SALES! 

tive to you. by Daniel Starch and Staff. MONTHLY READERSHIP 
WGN-RADIO 6100,000 

eeorkdeumees NEWYORK + CHICAGO + ATLANTA + BOSTON + DETROIT + LOS ANGELES + SAN FRANCISCO 
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Beard 
LINEMEN—Four who took part in Dotted Line Club’s “sales how 


Lindsey Wolfe Williams 


day” in New York included Thomas Lindsey, eastern ad manager 


of American Lumberman and president of the club; Bill Beard, 

president of Associated Business Publications; Eugene Wolfe, sales 

promotion manager of House & Home; and Leo Williams, ad director 
of Home Furnishings Daily and board chairman of ABP. 


[im “UMADAS SUAVIZADAS y PURIFICADAS 


TRAFFIC STOPPER—Villaamil, Santalla y Cia., Cuban cigaret manufac- 

turer, is attracting big audiences in Havana with this “human spec- 

tacular.” Three models climb into the display and cavort for four 

hours on Tuesdays, Fridays and Saturdays in behalf of Royal Pre- 

mier filter cigarets. Publicidad Fergo-Arregui S.A. is the agency and 

one of the two girl models is a regular employe of the agency (any- 
thing for the client). 


HEALTHY PROMOTION--WNEW-TV, New York, wants its viewers to be 
sound as a dollar and fit as a fiddle for the new fall shows. To make 
sure of this, the station is using these cartoon slides to remind viewers 
of the need for good posture and periodic eye examinations. “Can 


14000 
PATE NT 


Ferro 
orange juice. Marketing starts Oct. 1 in Houston. 
Mr. Fox is president of Minute Maid; Mr. Bonvie is 
ad manager, and Mr. Ferro, label product manager. 


Fox Bonvie 
Iv’S NEW—Minute Maid executives John M. (Jack) 
Fox, Walter Bonvie and Al Ferro seem pleased with 
the ad strategy they have mapped for their new 


SPACE AGE—This rocket display will 

be offered to supermarkets during 

the fall as a general sales special 

for Aluminum Co. of America’s Al- 
coa wrap. 


FREE—Leo Burnett (right), chair- 
man of the board of Leo Burnett 
Co., Chicago, which handles U. S. 
savings bond advertising as a pub- 
lic service, receives an original 
drawing for the Treasury Depart- 
ment campaign donated by Ches- 
ter Gould, creator of Dick Tracy. 
Other artists contributing to the 
campaign, which will appear in 
comic sections, include Milton Ca- 
niff and Al Andriola. 


you look me straight in the eye and see the fine print?” asks the 
announcer, “If you can’t, maybe it’s because you need an eye checkup 
or new glasses.” With the last two slides, viewers are advised: “Try 
sitting up straight ... We do want you in the best possible condition.” 


Pitzer 


Gediman Wolff Martineau O. Bondy A. Bondy 
COLOR CONSCIOUS—H. James Gediman, exec vp of Hearst Advertising Service, and J. 
Rufus Doig, president of O’Mara & Ormsbee, greet two speakers who addressed third 
annual Newspaper R.O.P. Color conference in New York. The speakers were Janet 
Wolff, copy group chief at J. Walter Thompson Co., and Pierre D. Martineau, director 
of research for the Chicago Tribune. Lunchers are Oscar T. Bondy of Hearst; Anton 


Doig 


Murray Carew Butler Drew Nelson 


(Andy) Bondy of Lever Bros.; and Fred Pitzer of Jann & Kelley. Next trio includes 
Mal Murray of Pepsi-Cola; Gerald Carew of Story, Brooks & Finley; and Steve Ma- 
honey of Burke, Kuipers & Mahoney. Three speakers at meeting were M. Jack Butler 
of the Houston Chronicle; Robert K. Drew of the Milwaukee Journal; and Carl Nelson 
of Publication Research Service, Chicago. 
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*Richard S. Hayes, 
Director of Public Relations and Advertising 
The Okonite Company 


“In trying to get the most for our advertising dollar, 
we believe it pays to know a lot about the magazine 
preferences of customers and prospects,” relates 
Dick Hayes. *“‘That’s one reason why we refer to the 
LAP information.” During five separate investiga- 
tions of editorial preference vs. ad readership, 
McGraw-Hill’s Laboratory of Advertising Perform- 
ance discovered: 
In a given industry interest-field, readers prefer 
the advertising of the same publications in which 
they show a preference for editorial content. In 
short, there is a definite and positive correlation 
between editorial and advertising preference. 
Studies such as these are a continuing project at 
McGraw-Hill. They are designed to provide a better 
understanding of how good advertising in good busi- 
ness magazines helps create more sales. 

By concentrating your advertising in one or more 
McGraw-Hill magazines serving your markets, you 
will receive the benefits of advertising in magazines 
with preferred editorial content. 


MeGraw-Hill Publications @ 


McGRAW-HILL PUBLISHING COMPANY, INC., 


> ee 


DICK HAYES* 


ee aS 


“What is the 


relationship between 
editorial preference 
and ad readership?” 


PREFERENCE FOR EDITORIAL AND ADVERTISING IN PUBLICATIONS IN FIVE FIELDS 
’ ore Reader. 
Field terviews Preference Editorial Preference 


Advertising Preference 
| 123 Pub. A | Preferred Publication — 
Pub.B | 17% 


Preferred Publication 41% 
| 20% 
No Pref.| 22% 39% 
iT] 209 Pub. C Z 71%) 
Pub. D 12% 24 
No Pref.| 17% aed 32% 


il =169—s Pub. E _ 79%) 
Pub. F 10% 10% 
No Pref.| | 1% 36% 
IV 166 Pub.G | 
Pub. H 
No Pref. __ 20% 44% 


V 178 Pub. I ie 5 sh 


Pub. J 
No Pref. 9% 


From Laboratory of Advertising Performance Sheet 1064: 
Five surveys were made by personal interview among readers 
of two publications in each field. Only those who were sub- 
scribers (no pass-along readers were questioned) were asked: 
**Which of these publications do you prefer for its Editorial 
Content?” “ Which of these publications do you prefer for its 
Advertising Content?” In every case, editorial and advertising 
preference went hand-in-hand. For your copy of this study, 
contact your McGraw-Hill office. 
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|BPA Adds Ten Members 
| Ten new members have joined 
the Broadcasters’ Promotion Assn., 


Presentation, 
brochure or 


|\Daytona Beach, Fla.; George C. 
|Biggar, WLBK, DeKalb, 
Richard Stahlberger, WCBS, New 


Wsplay 
with some 9 Sin it 


or even 3's or 20's hS) | York; James T. Briggs, KWKH, 
Le sure to Calf Shreveport, La.; Robert Harris, 
‘ 'WSTV, Steubenville, O.; Melvin 


Rapid Art Service 
atMy 3-825 It’s af 
504 Fast 45tp St, 
New York 17 


L. Stone, WLOB, Portland, Me.; 
| Bob Meister, WBAY, Green Bay, 
Wis.; and Charles W. Fenton 
Canadian Assn. of Radio and Tel- 
evision Broadcasters, Toronto. 


929>> 


9 g Sand Knitting Names Breth 

R. C. Breth Inc., Green Bay, 
Wis., has been named to handle 
advertising and sales promotion 
for Sand Knitting Mills Corp., 
'Berlin, Wis., manufacturer of ath- 
\letic knitwear and clothing. Allan 
David Advertising, Chicago, is the 
previous agency. 


ART STUDIO @ TYPE SHOP @ SILKSCREEN @ BINDERY @ DISPLAYS 


Keep your customers 
beautifully covered 


with Hammermill Cover 


> Saar YOU PRINT on durable Hammermill Cover, its firm, 
level printing surface and high brightness give extra sparkle 
that impresses customers and prospects. Illustrations, solids, type 
—everything you sell in print looks better on Hammermill Cover. 


Hammermill Cover is made with Neutracel®, the exclusive hard- 
wood pulp developed by Hammermill. Neutracel gives Hammermill 
Cover that important feel that says “Quality”. And Neutracel’s strong 
fibers also enable Hammermill Cover to take beautiful embossing, 
to score and fold cleanly and neatly. 

Hammermill Cover is available in 9 handsome, like-sided colors 
and fluorescent “radiant white”. 

When your printer recommends Hammermill Cover for a job, 
you ll know he’s suggesting quality paper. Why not see for yourself 
how Hammermill Cover can add extra impact to your finest printed 
pieces. Send for the free sample book that shows weights, sizes and 
colors. Write on your business letterhead, please. And remember, 
for a cover job, there's no paper like a good cover paper. Hammermill 
Paper Company, 1459 East Lake Road, Erie 6, Pennsylvania. 


BY THE MAKERS OF HAMMERMILL BOND 


FOR CATALOGS - BOOKLETS + MENUS - PRICE LISTS + FOLDERS - BROADSIDES - MANUALS 


Chicago. They are Stan Neyes, 
So jf \WOPA, Oak Park, IIL; Bud 
“ YOu need a Wallick, KOLN-TV, Lincoln,| 


|\Neb.; D. J. Maitlen, WESH-TV, | 
Tll.; | 


Advertising Age, September 


QUOTA RACE 


1 WARDINER FARM RADIO ML 


Malin 


a 


39 


“ee; 


1958 


Knau Leach 


SPECIAL HELPERS—Maury Malin, Purina Chows advertising manager, 
and Jack Leach, Gardner Advertising account supervisor of that 
agency’s share of the Ralston Purina Co. account, give the lowdown 
on the “Special Purina Dealer Quota Race for Ex-Gardner Farm 
Radio Men” to Craighton Knau, who is leaving the agency to estab- 
lish his own Knau Feed & Farm Service at Iowa City, Ia. Mr. Knau 
will be succeeded as account executive for Purina broadcast adver- 


tising by Kenneth Hieronymus, formerly assistant account executive. 


Columbia Records 
Scans Effectiveness 
of Media in LP Push 


New York, Sept. 16—Mail or- 
der men, coupon fanciers and the 
disc business will be watching the 


anniversary promotion for its lp 
records with unusual interest. 

As reported in ADVERTISING AGE 
Aug. 18, Columbia Records cele- 
brated its lp anniversary with a 
$500,000 ad campaign for 46 new 
albums, on which ten coupons are 
available, each worth $1 on one of 


impact of Columbia Records’ tenth | 


|ple balanced collection; carried a 
| picture story on its album of tunes 
|\from Broadway shows and Hol- 
‘lywood movies; analyzed the 
problem of stereophonic sound and 
showed five decorators’ ideas and 
|sketches about how to furnish a 
|room around high fidelity sound 
reproduction equipment. 
Meantime, Columbia Records is 
counting coupons and basking in 
enthusiastic reactions from _ rec- 
ord dealers. It can be sure of 
what medium did well for it. ‘‘The 
coupons are all coded so we can 
tell those of one magazine from 
another,” Mr. Schwartz said, add- 
ing, “‘We’ve set up a whole re- 


the 46 new issues. The national 
drive went into six magazines: 
Esquire, High Fidelity, Life, Look, 
Playboy and Sunset. 

What caught the eye of the rec- 


search department to analyze the 
|returns to determine each publi- 
cation’s drawing power.” 

Columbia, always proud of its 
pioneering at the 334 speed, 
ord business, however, was the|maintained a kind of subdued 
24-page magazine supplement in| pride in the promotion. “I think 
the Sept. 7 New York Times. The|we’re proudest of all,” Mr. 
supplement, carefully tailored to|Schwartz commented, “that no- 
look like the Times Magazine, and| where on the cover or elsewhere 
as carefully slugged “advertise-|in the supplement is there any 
ment” on all the outside corners | blatant use of the word Columbia.” 
where editorial-style copy was| 


used, cost an estimated $100,000. | niners’ Club Enters TV 
The company expects to send out | ae Mew York 


about 500,000 copies to dealers. The Diners’ oa in tel 
Arthur Schwartz, director of | as made its initial entry in tele- 


advertising and sales promotion, V!5!0" gs a saute of - a. 
said Columbia “wanted to go to|™éerciais schedu a ee 


the consumer with an over-all ex- RCA-TV and NTA, New York, “ag 
hibition and prestige story of what boost its worldwide credit system. 
Columbia means to the record Cole, _ Fischer & Rogow, New 
business and to records in general.” York, is the agency. 


Billy Bullets. 
SMALL ADS bring BIG RESULTS 


= The idea for the unusual| 
section and advertisement was 
conceived last February, and 
the company’s agency—McCann- 
Erickson—was told to work up a 
preliminary layout. The months 
following involved pre-publication 
complexities which were unusual 
—artists’ contracts calling for top 
representation; legal difficulties in 
releasing recording and engineer- 
ing information; the necessity of 
representing all departments ade-| V7 
quately. 

“Because it was an _ industry 
first,” Mr. Schwartz said, “it had 
to be just right.” 

The “just right” supplement 
was calculated to increase reader 
interest in recordings and to pre- 
sent a pictorial history of a decade 
at 334, rpm. Year by year, the! 
accomplishments of recording| 
were traced. For instance, in 1950, 
the first Casals Festival at Prades 
was recorded, and issued as a $75 
package; in that same year, a lit-| 
tle girl named Rachel Goodman 
found a forgotten box of records 
and told her daddy; “Daddy” (fel- 
la name of Benny) told Colum- 
|bia, and the Carnegie Hall jazz 
concert of 1937 came out on Ips. 


W/MMMHH@M@@]@M]M]!’!{!”M 


“Over $1000.00 in sales already 
from my first small ad in The 
RIFLEMAN—and 300 more live 
prospects to work on. 


“So my initial investment with you 
has already given back a 285% 
return, with reasonable assurance 
of much more!” 


(Name on Request) 


~™KMERICAN — 


= What’s more, the supplement | 


| went into detail to explain the 
(birth of an lp; analyzed what a 
representative record library 
‘might consist of, sketching a sam-| 


— RIFLEMAN 20 


SCOTT CIRCLE WASH. 6 D.C. 
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‘Cases in Marketing | 
Strategy’ Published | 
as Aid to Studies 


Cuicaco, Sept. 16—‘“Cases in 
Marketing Strategy,” a collection of 
marketing case problems for cor- 
relative use in basic marketing 
studies, has been published by 
Richard D. Irwin Inc., Homewood, 
Ill. ($5.70). 

The authors, Harper W. Boyd 
Jr., Richard M. Clewett and Ralph 
Westfall, are all professors of mar- 
keting at Northwestern Universi- 
ty’s school of business. The cases 
presented were developed by re- 
search conducted at the university. 


= 77 elementary marketing prob- 
lems are cited, including both con- 
sumer and industrial product cases. 
They were selected for their focus 
on specific marketing subjects, 
such as the use of motivation re- 
search findings, the use of trading 
stamps, discount house operations 
and recent decisions by the Fed- 
eral Trade Commission and by 
various courts. 

The case problems, in which 
most of the subject companies are 
kept anonymous, are each given in 
summary form, followed by a brief 
question pointing up the market- 
ing problem posed. The book of- 
fers no text about these problems 
because it is assumed the book 
will be used only as an adjunct to 
other readings. Many of the cases 


cited, the authors note, were se- 
lected for their relevance to the 
standard texts being used in mar-| 
keting courses. + 


‘Esquire’s’ 25th 
Birthday Issue Hits 
New Ad, Page Highs 


NEw York, Sept. 16—Esquire’s 
silver anniversary number—out| 
Sept. 18—will carry 174 pages of| 
advertising worth $1,041,000 in| 
a 344-page book. Both figures are}! 
records. 

The magazine said 449 adver- 
tisers will be represented in the 
issue, which will sell at $1 a 
copy. Spreads will be used by 23 
advertisers—another record. 22 
advertisers from the magazine’s 
first year (1933-’34) will be rep- 
resented in the birthday issue. 

Esquire, which is gift-wrapping 
the anniversary number in a sil- 
ver aluminum foil carton, will 
break page ads this Thursday in 
newspapers across the U. S. to 
announce the issue. The maga- 
zine plans a distribution of 1,- 
000,000 copies, highest such figure 
in its history. 

Today, the Poor Richard Club, 
Philadelphia, awarded a citation to 
Esquire for its contributions to ad- 
vertising over 25 years. The Ad- 
vertising Club of Washington will 
present its achievement award to 
the magazine later in the month, 
and the Chicago Federated Adver- 
tising Club will make an award on 
Oct. 29. + 


Brundage to ‘Herald-Trib’ Post 
Howard D. Brundage, vp and 
secretary-treasurer of Plymouth 
Rock Publications Inc. and asso- 
ciate of John Hay Whitney, who 
recently bought controling inter- 
est in the New York Herald Trib- 
une (AA, Sept. 1), has been 
named chairman of the executive 
committee of the board of direc- 
tors of the newspaper, a new post. 
Whitelaw Reid, former board 
chairman, remains a member. 


‘Land Improvement’ Moves 
Editorial and business offices 
of Land Improvement have been 
moved from Manhattan, Kan., to 
4710 N. 16th St., Phoenix. The na- 
tional soil and water conservation 
publication will continue to be 


mailed from Holton, Kan. 
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Blackburn Opens Coast Office | with the company for several 
Blackburn & Co., Washington, | ¥¢4"s. Prior to that she was with 
D. C., media broker, has named | Buchanan & Co. as an account 
Colin M. Solph head of its new |°xecutive. 
West Coast office in the California | 
Bank Bldg., Beverly Hills, Cal. | ‘Display World’ Names Guck 
Mr. Solph formerly was presi-| Homer Guck has been named 
dent of tv station KEY-T, Santa | eastern representative for Display 
Barbara. | World, with offices at 175 Fifth 
Ave., New York. He formerly was 
a representative for Hotel Man- 
‘agement. 


Thompson Opens in N. Y. 


Le Ora Thompson Associates, | 
Hollywood animation company, | 
has opened a New York office at, WBBM-FM Names CBS Spot 
225 E. 54th St., and named Paul-| Radio station WBBM-FM, Chi- 
ine Marshall New York represent-|cago, is now represented nation- 


ative. Miss Marshall has _ been|ally by CBS Radio Spot Sales. 


Ver Standig Adds Account 
Nationwide Safti-Brake Cen- 
‘ters Inc., national chain special- 
izing in brake safety inspection 
|and service, has appointed M. Bel- 
|mont Ver Standig Inc., Washing- 
ton, to handle local and national 
advertising and public relations. 


Roger Drew Joins Philco 

Roger S. Drew has joined Philco 
|Corp., Philadelphia, as assistant 
to James J. Shallow, general mer- 
chandising manager. Mr. Drew 
formerly was manager of color tv 
market development for RCA Vic- 
| tor. 


N 


Special Ev 
We 


. a 


Local News, World News, 
Business News, Farm News, 


ents, Sports, 
ather 


ee 


a Biers, 


ree 


FILED UNDER “N” 


NEWS, all of it. Crop prices and hurricane re- 
ports. A downtown holdup and an eighty-yard 
runback. From the blaze of a local fire to sud- 
den revolt in the Mideast, listeners hear more 
news—and better news—on the 14 stations rep- 
resented by CBS Radio Spot Sales. More, be- 
cause we Carry more programs. Better, because 
in addition to our roster of distinguished Incal 
news personalities, we offer the unparalleled 
coverage of the CBS Radio Network. A recent 
study shows that as a result of our authoritative 
News programs, listeners believe more in our 
sponsors. If you have a product to sell, sell it 
with the authority of stations represented by... 


CBS RADIO SPOTSALES 


Representing: WCBS New York WBBM Chicago KNX Los Angeles 
WCAU Ph WCCO Mi St. Paul WTOP Washington 
KMOX St. Louis KCBS San Francisco W8T Charlotte WRVA Richmond 
WEE! Boston KSL Salt Lake City WMBR Jacksonville KOIN Portland 
CBS Radio Pacific Network and CBS Radio New Engiand Network 
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PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 
FRanklin 6-6175 
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rIGH* - 


the great ‘‘Mormon Country” Market 


WZ7IDE* and 


HIGH in the tops of the Rockies 


WIDE in area—nearly three times larger 
than the original 13 colonies. 


REWARDING—a market of a 
million plus high income, large 
Mormon families . . . families you can 
reach better through the Era 

than any other medium. 


[mprovement Era 


Advertising Offices: Towsend, Millsap Co., 110 Sutter St., San Francisco, Califernia; Towsend, Millsap Co., 
159 So. Vermont Ave., Los Angeles 4, California; Tyler Sangston Co., 342 Madison Avenue, New York; 
Davis and Sons, 30 North LaSalle Street, Chicago, Ill; M. Bock & Associates, Baker Bidg., 7th St. 
and 2nd Ave. S., Minneapolis, Minn.; Verl F. Scott, Advertising Director, 50 North Main, Salt Lake City, Utah. 
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Air Conditioning 
Dealers Rip Ads 


'by Manufacturers 


| CuHicaco, Sept. 16—Disgruntled 
air conditioning dealers today 
blasted advertising being done by 
manufacturers of air conditioning 
equipment at the sixth All-Indus- 
_try Air Conditioning Conference. 

31% of the dealers surveyed by 
Heating & Air Conditioning Con- 
| tractor said the advertising run by 
manufacturers was “practically 
| useless.” Half of the dealers said 
the advertising was “somewhat 
| helpful” to them while only 19% 
termed the advertising “very help- 
| ful.” 

Many of the dealers were very 
unhappy about the prices of air 
conditioning equipment being car- 
ried in manufacturers’ advertising, 
with 56% voting that no prices 
| should be carried. 


® Tape-recorded comments by 
_dealers on the advertised-prices 


| 


KSTP ~~ 


channel(5) 


) 


it happens every Bal on LXGTD. TV 


Again this year, KSTP-TV has added powerful new 
programming to its outstanding schedule... a 
schedule which already ranks first in the ratings, 
6:00 p.m, to sign-off, set en nights a week.* 

New shows such as ‘‘“MAacKENzIE’s RAIDERS” 
and “U, S. MARSHAL” plus‘‘ Rosin Hoop”’ (five 
days a week at 5:00 p.m.) join the exciting KSTP-TV 
lineup along with ““NCAA Foorsa.u” and “BiG 
TEN FoorBaLu”’ on Saturday afternoons as well as 
“Big TEN FooTBALL HIGHLIGHTS” on Monday 

*ARB Metropolitan Area Report, July, 1958 


Ten Conference). 


in the Northwest! 


evenings (a natural here in the heart of the Big 


NOW is the time to check out the few choice 
availabilities in and around these shows—and other 
KSTP-TYV shows that have proved 
to be winners in 770,600 TV homes 


Contact your nearest Petry 
office or a KSTP-TYV represent- 
ative today. That’s TODAY, 


question were played to the audi- 
ence. Some dealers charged that 
the manufacturers’ ads were false 
and misleading because they car- 
ried only the prices of the equip- 
ment. The total cost for a complete 
installation of air conditioning 
equipment is about twice as much 
as the price of the equipment, the 
dealers said. 

For example, a manufacturer 
advertises an air conditioning unit 
for $400. By the time this equip- 
ment is installed in a home or busi- 
ness, the total cost of the job is 
$800. Some dealers said they lost 
sales when the prospect, who 
thought he could get air condition- 
ing for $400 as a result of reading 
the manufacturer’s ads, found out 
that the job would cost him $800. 

57% of the dealers said more na- 
| tional advertising by manufactur- 
ers was needed; 29% said there 
was enough advertising, and 14% 
felt there was too much advertis- 
ing. The heaviest demand for more 
national advertising came from 
West Coast dealers, with 71% ex- 
pressing this desire. 

Asked where manufacturers 
should invest their ad dollars, 52% 
|of the dealers called for co-op ad- 
| vertising; 41% voted for local ad- 
| vertising and 22% cast ballots for 
| national media. Many of the deal- 
ers voted for both local and co-op. 


|® Questioned on what was needed 
| to increase sales, 43% of the deal- 
/ers voted for more direct selling; 
|39% requested more advertising; 
|15% asked for better equipment, 
/and 28% cast'their vote for cheap- 
er equipment. 
The survey pointed out that 

1958 was a poor sales year for the 
be conditioning industry. The 
| slump was blamed on the business 
| recession and cool summer weather 
| throughout the U.S. 
| Following are 1958 national 
| dealer unit sales figures for pack- 
|} aged commercial air conditioners, 
| residential units and attic units, in 
‘relation to 1957 sales. The survey 
| disclosed that the gains made by 
some dealers were not nearly as 
large as the losses suffered by oth- 
er dealers: 


|e Commercial: Up, 
ieee down, 42%. 


e Residential: Up, 
fom down, 43%. 


|@ Attic: Up, 27%; 
down, 27%. # 


25%; even, 


43%; even, 


even, 46%; 


Pfizer to Promote Eez on TV 

| Chas. Pfizer & Co., New York, 
|is launching a national campaign 
for its Eez foot powder with a 
13-week purchase of the “Arthur 
Godfrey Show” (CBS Radio), be- 
ginning Sept. 23. J. M. Mathes Inc. 
is the agency. 


Reiner Joins Hicks & Greist 

Mort Reiner, formerly media 
supervisor of Product Services, has 
been appointed a group timebuyer 
of Hicks & Greist, New York. 


how to put “S 
your ideas into . 


With a Vue-More 
Turntabie you can 
tell a MOVING 
sales story for 
your product... 
spotlight it on a 
revolving stage. 


for Vue-More’s factual 
paltetin AA-2 and price list. 


vue-more ...- 


World’s Leading Manufacturer of Turntables 
601 West 26th Street, New York | 
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Coming 
Conventions 


*Indicates first listing in this column. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Sheraton East Hotel. 

Sept. 22-23. National Assn. of Broad- 


lishers’ Assn., annual convention, Hotel , 
Roosevelt, Pittsburgh. | 

Oct. 10-11. Mutual Advertising Agency | 
Network, 4th quarterly business meeting | 
and workshop. } 

Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 2ist an- 
nual convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 

Oct. 13-15. Packaging Institute, 20th an- 
nual national packaging forum, Edgewa- 
ter Beach Hotel, Chicago. 
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This Unique Book 
Helps Small Agencies 


| — Region 6, Oklahoma Biltmore, Oct. 15-17. Point-of-Purchase Advertis 
, oma City. . ee — cS 
ing Institute, first national members 
Sept. 25. Pu . 
| ccuabt. 25. Magazine Publishers Assn., fall | meeting, Hotel Claridge, Atlantic City 
‘ onference, Commodore Hotel, New York. Oct. 16-17. Nati - és £ Broad 
Sept. 25-26. National Assn. of Broad- . ee ee oe 
{ P — . © ng casters, Region 5, Hotel Radisson, Min- 
| casters, Region 7, Challenger Inn, Sun neap lis " , 
Valley, Ida. ' 
- Oct. 17-19. Midwest Intercity Confer- 
Ss ; -30. * 
ept. 29-30. National Assn. of Broad ence of Women’s Advertising Clubs, 


casters, Region 8, Hotel Mark Hopkins, 
San Francisco. 


Oct. 2. Advertising Research Founda- ee... petra Manag agg Bar gg Bo 
tion, fourth annual conference, Waldorf- Oct 20-21 ” Agricultural Publishers 


Astoria, New York. 

Oct. 5-7. Advertising Federation of 
America, 7th District convention, Whit- 
ley Hotel, Montgomery, Ala. 

Oct. 6-7. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Hotel Statler, Boston. 

Oct. 9-10. American Assn. of Advertis- 
ing Agencies. Central Region’s annual 
meeting, Drake Hotel, Chicago. 

Oct. 9-11. Pennsylvania Newspaper Pub- 


IS? . 


ANGELES 
N 


60 MILES 


It’s comforting to have Full 


Sheraton-Cadillac Hotel, Detroit. 


Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 

Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 26-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Whittier Hotel, Detroit. 

Oct. 27-28 National 
casters, Region 2, Hotel Statler, 
ington, D. C. 

Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

*Nov. 5-7. Public Relations Society of 
America, 1lth national conference, Wal- 
dorf-Astoria, New York. 

Nov. 9-12. Assn. of National Advertisers 
fall meeting, The Homestead, Hot Springs, 
Va. 

Nov. 10-11. 


Assn. of Broad- 
Wash- 


National Newspaper Pro- 
motion Assn., southern regional meet- 
ing, Barringer Hotel, Charlotte, N. C. 

Nov. 13-14. National Business Publica- 
tions, Chivago regional conference, Drake 
Hotel, Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17. American Marketing Assn., re- 


“Solicitation 


and 


Presentation 
Techniques” 


A publication of 
The Advertising Workshop, Inc. 


EDITORS: 


THOMAS ERWIN 
KENNETH GROESBECK 


JAMES D. WOOLF 


Price 


A gold-mine of new business case-history experience— 
including: actual presentations; sales letters and other 


gional industrial marketing conference, . . . . 
ig, ge RP TEE cia: materials; which have paid off best for agencies of all types. 


lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit 
of Circulation, annual meeting, The Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 


“Solicitation and Presentation 
Techniques” gives you in practical 
usable form the most successful 


200, less $10 if paid within 10 days. 


WHAT LEADING AGENCY EXECUTIVES SAY: 


COMPTON ADVERTISING, INC., 
NEW YORK 
“Any agency engaging in consistent 


LEO BURNETT COMPANY, 
CHICAGO 
“It compresses into 500 pages knowl- 


INC., 


_Nov. 21. Television Bureau of Adver-| agency new business selling tools; and energetic new business work will edge, experience, and the basic princi- 

tising, annual meeting, Waldorf-Astoria| . ‘ " find SOLICITATION AND PRESEN- ples for success in securing new ac- 

Hotel, New York. ideas; sales letters; actual pres- TATION TECHNIQUES worth its counts which most agency executives 
Nov. 25. National Business Publica- . . . price several times over.” do not acquire in a lifetime.” 

tions, Los Angeles regional conference, entations ; and promotion ma- —J. D. Holbrook, Chairman ~—James Yates, Vice President 


Hotel Statler. 

Nov. 26. National Business Publica- 
tions, San Francisco regional conference, 
Sheraton-Palace. 

Dec. 28-30. American Marketing Assn., 


terials; which have helped win 
important new accounts for agen- 
cies large and small. 


* . * 
MacMANUS, JOHN & ADAMS, INC., 
LOS ANGELES 
“We are delighted with its contents 
and feel it will be of tremendous val- 
ue to every member of our organiza- 


. a * 


GEYER ADVERTISING, INC., 
NEW YORK 

“A masterly job of organizing all the 
fundamentals .. . am sure we will 
derive many times the price of our 


national winter conference, Morrison tion.” Phage 7 
Hotel, Chicago. —Robert Guggenheim, Vice President- ——e from application of these 
a8 . » principles, 
ie we allckae sekan Gon oe pete Ge yoes finger tips, not * 2 8 pramend —S. M. Ballard, President 
Jose, Cal. ‘ theories and opinions, but FACTS eas WADE ADVERTISING, le TE 
April 5-8, 1959. Sales promotion divi-| __ se “Of Seine value to any agency W. S. KIRKLAND ADVERTISING, 
sion, National Retail Merchants Assn., the methods, techniques, and that wants to grow. This ~~ od c oe AGO ae , 
Eden Roc Hotel, Miami Beach. selling tools successfully used by longs in every agency president's of- ts pane Yin = d ba A 
April 12-16, 1959. National Business fice. adapted one letter from Section Three 


Publications, annual spring meeting, Jo- 

kake and Paradise Inns, Phoenix, Ariz. 
April 16-19, 1959. Advertising Federa- 

tion of America, 4th District annual con- 


the champion agency “business 
getters” of the past 30 years. 


—A. G. Wade II, President 
** * 


THE CRAMER-KRASSELT CO., 
MILWAUKEE 
“Your manual is 


practical, factual, 


and got a 32% response.” 
—W. S. Kirkland, President 


. . + 


H. B. HUMPHREY, ALLEY & 


vention, Desert Ranch and Colonial Inn, P P sensible sable... . . : . “7 

Coverage. cee — = In convenient loose-leaf form ina sensible and usable. . . can be put to §=RICHARDS, INC.. NEW YORK 
9 oc St. Petersburg, Fla. immediate use by any alert, experi It's the first treatment of new busi- 

You won't be out “in the May 24-27, 1959. Associated Business leatherette binder (10% ”* » 11° enced advertising agency.” ‘ ness that makes sense. Not a cliche 
cold” in San Bernardino, Publications, 53rd annual meeting and . 4 —Walter Seiler, President in the eas: and you oust me.” 
—Paul Field, Vice President 


California, when you use the 


management conference, Skytop Lodge, 


weight 7% lbs.—more than 500 


IRA RUBEL AND COMPANY, 


. fae ab ages). For ease of reference CHICAGO ae 
San Bernardino Sun and — pine 1959. —— a pages). , ’ varhe basic principles which govern ALLIED MEDIA, WO, 
P ssn. 0 merica, national convention,| , s s —— the success or failure of an agency's SREY, CALIFO 
Telegram. The only daily Sherman Hotel, Chicago. each subject is covered in separate new business work ... are fully “Received on enthantostio welcome by 
; 28-July 2, 1959. Advertising Assn. j iti 7 analyzed and demonstrated by success- every member of this agency. Our 
and Sunday newspaper in June July be picerea n.| Bulletins. Additional new mate ful examples. I cannot imagine any employees have set up a weekly forum 


this outstanding market. 

Only .0066% of the total 
circulation of the Los Ange- 
les dailies reach this rich, 
profitable, independent Mar- 
ket over 60 miles from Los 
Angeles. 

Please remember... San 


of the West, 56th annual convention, 


Tahoe Tavern, Tahoe City, Cal. 


Two Join Wool Bureau 

Charles J. Schubert and Donald 
V. Callahan have joined the Wool 
Bureau, New York, as retail pro- 
motion representatives with the 
department of men’s wear promo- 
tion. Mr. Schubert was formerly 


‘Glamour’ Adds Retail Section 


rial is furnished, in two install- 
ments during the year, at no 
extra cost. 


| FREE THREE-DAY EXAMINATION. MAIL COUPON! 


agency that would not profit to some 
substantial degree from using this 
manual.” 

—Ira Rubel 


using ‘Series One’ as their authorita- 

tive reference. How could you chal- 

lenge this kind of endorsement?” 
—H. F. Dormody, General Manager 


(Please print 


or type) 


I accept your FREE 3-DAY EXAMINATION offer. 
AA 9-22 


good condition and you will owe us nothing. 


Bernardino is the major mar- in the sales promotion department | | 
ket in California’s 4th Larg- of American Broadcasting Co., and|| ‘(Offer limited to recognized U. S. and Canadian agencies. ines 
est Metropolitan Area, 6th Mr. Callahan was assistant to the | Others, remit with order Full refund, if was Le eaterped ee Saat = 
, : advertising director of New York|| in good condition at end of three-day examination period.) 
in the Pacific Coast, and 29th © | Life Insurance Co : ADDRESS : = 
in the Nation. SAN | If after 3-day examination you decide not to purchase— 

BERNARDINO ; just write “CANCEL” on our invoice and return book in CITY ZONE 2 

| 


A retail ad section consisting of, 
vertical half-page units will be in- | 
troduced in the October issue of| | 
Glamour. Special rate is $1,430 per| | 
b&w unit. | 


$200 within 30 days. 


THE ADVERTISING WORKSHOP, INC. 
117 W. Harrison Street, Chicago 5, Illinois 
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| 
If I keep this book, I agree to remit $190 within 10 days—or | 
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Who packs the biggest wallop in the sportsmen’s field? 
Sports Afield — on every count! 
ABC again lays it on the line. The Publishers’ State- 
ments for the first six months of 1958 prove: 
e Sports Afield delivered the biggest circulation. 
e Sports Afield delivered the lowest rate per page 

per thousand. 


Let a real heavyweight put more punch into your ad 
dollars. That’s Sports Afield — winner 
and still champion. 


SPORTS AFIELD .. 1,015,052 


Ne i 8 
Wiehe @ GOrGOM «.. ccc cvissces... O88,7906 


SPORTS AFIELD 


A HEARST KEY MAGAZINE e 959 EIGHTH AVENUE e NEW YORK 19, N. Y., 
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Advertising 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Getting Closer to the Sought-After Target... 


Getting Closer to the Target 


The Outlook for Quiz Shows 


ge 


THE NATIONAL NEWSPAPER OF MARKETING 


Weiss: The Appliance Pricing Chaos 


Testimonials Increase Replies 


Simple Research Technique Helps Pinpoint Appeal 
of Ads to Most Logical Prospects 


The research techniques and the results explained in this story are 
essentially simple and uncomplicated. That is why they are present- 
ed here. They demonstrate that in the farm market at least, it is pos- 
sible to test advertising not only for its general appeal to a cross- 
section of readers of a publication, but in terms of whether it is hitting 
the target of potential prospects for the particular goods or services 
the advertiser is offering. While attempts to achieve these same sets 
of correlation between ad readership and buying behavior are also 
being made in the general field and in connection with business pa- 
per advertising, the problem is more complex in many ways than it 


By Donald R. Murphy, 
Director, Editorial Research, 
Wallaces’ Farmer, Des Moines, Ia. 

Is your advertisement reaching the folks 
you want to reach? The usual readership 
score, produced by a personal interview 
survey, shows how many people looked 
at the ad. But what kind of people? 

This may seem too simple a question 
for men who are deep in motivation re- 
search. Everybody would like to know 
more about the unconscious motives that 
lead people to buy Product A or B. Every- 
body would like to measure the driving 
force of an ad if and when it pushes 
readers into a store to buy the product. 

These are desirable but very difficult 
goals. They are so difficult in fact that 
some advertising men are inclined to 
throw up their hands, call down a curse 
on all “research” and go back to hunches 
as a guide to policy. 

It is likely that two major errors are 
being made in estimating the value of 
surveys. One is to abandon reliance on all 
“research” because advocates of some sur- 
veys claim too much. Another error is to 
refuse to use any kind of survey unless 
it uses projective tests that are so complex 
it takes a clinical psychologist to admin- 
ister them. 


Matching Prospects and Readers 

It may be useful—and economical—to 
try something else. The usual readership 
survey can be made to yield more infor- 
mation about one key point: How many 
likely prospects for Product A actually 
looked at the ad? 

What good does it do to find this out? 
Any advertiser can answer that question 
off hand. But let’s look at some examples. 
These are taken from advertisements run 
in two farm papers, Wallaces’ Farmer of 
Des Moines, Ia., and Wisconsin Agricul- 
turist of Racine, Wis. Each paper has been 
conducting readership surveys for about 
20 years. Each uses a sample of 200 men 
and 200 women per survey. 

Take two hog feed ads, for instance, as 
they appeared in Wallaces’ Farmer. One— 
Ad X—is on Page 22. Another—Ad Y— 
is on Page 44. 

Here are the “Any This Ad” (or “Not- 
ed’’) scores for the two: 

ts ox tia rise VER ba Hs Une 

Ad Y 

Apparently one ad is as good as the 
other. But is it really? 


s Presumably an advertiser selling hog 
feed wants to get in touch with farmers 
who are raising a good many hogs. So it 
will pay to find out which readers of 
these ads have no hogs, which farmers 
have a fair number and which have quite 
a lot. 

The sample was divided 
groups: 
e 1. Farmers with no spring pigs. 
e 2. Farmers with 1 to 74 spring pigs. 


into three 


is in the agricultural field. 


“Worm loss averages *3 per pig”-USDA 
New. ..worm-killing 
antibiotic now in 
Nutrena Pig Feeds 

At no extra cost 


Hygrom ycia B gives contiogous, aztomatic worm 
control from time pigs start on solid feed 
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PICKED AUDIENCE—Direct copy automatical- 
ly picked its audience, gaining 51.5% not- 
ing from farmers raising 75 pigs or more. 


e 3. Farmers with 75 or more spring pigs. 

Each ad got about the same number of 
men readers. Out of a sample of 200 men 
readers of the issue, 65 men looked at 
Ad X and 67 men looked at Ad Y. But 
how many were good prospects? 

One thing each advertiser needed to 
know was: “How many of the readers of 
my ad don’t have pigs—and aren’t in the 
market for feed?” 

Here is the record for readers of the 


21 readers with no pigs 
Ad Y¥ 6 readers with no pigs 
Take the other end of the scale. How 

many readers with 75 pigs or more did 

each ad pull? 

Ad X 30 readers with 75 pigs or more 

Ad Y 40 readers with 75 pigs or more 

What about the readers with 1-74 spring 
pigs? Here is the score: 

Ad X 14 readers with 1-74 spring pigs 

Ad ¥ 21 readers with 1-74 spring pigs 

Plainly Ad Y attracted more good pros- 


pects than Ad X. Yet the total readership 
scores were practically even. Market 
analysis of this kind was needed to find 
out which ad really did the better job. 

The advertisements mentioned above 
are purposely now identified. The re- 
search department of Wallaces’ Farmer 
and of Wisconsin Agriculturist makes a 
confidential report on market analysis of 
this kind to the agency and the advertiser. 

To the agency and the advertiser, the 
high point of the market analysis report 
for Ad Y would look like this: 

“Any This Ad” 


Readers with no pigs ........ 20% 
Readers with 1-75 pigs ...... 0 
Readers with 75 pigs or more .. 40 


A Surprise! 
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SCOTCHIES fy, 
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Tay _ ivy Bro Mavis ROBIN HOOD | 
Orange Butterscotchies , 


1/2 cups sifted ROBIN HOOD | 


- 
' - 
| Vy cup shortening 


| 124 cups brown suger All-Purpose flour 1 ast Se 5 EP 
| 2 eee* 2 tsp. beking powder 1 ondice 

ae 
} 1Ve top. venitie 1 tap. solr iv —— 


Va cup chopped nuts j 
MELT... . shortening in seucepan. Remove from 
he 


The One Four far AY Your Baking! 


SIZE OF FAMILY—Bigger families mean more 

baking, and Robin Hood flour was on tar- 

get with an ad which got progressively 

higher noting and reading as family size 
increased. 


Example: Of men readers of the issue 
who had 75 pigs or more, 40% looked 
at the ad. 

All sorts of breakdowns are possible. It 
depends on how the advertiser defines his 
prospects. Here are some examples: 

One farm machinery man wanted to 
find out how many readers had balers 
and how old the balers were. Another 
wanted to know how many of his readers 
had one tractor, how many had two and 
how many had three tractors. A flour ad- 
vertiser wanted to know how his ad was 
getting across to women with big families. 


NO WORRIVS aboot ot 
Walters os they look ove 
ticked the biggest werry 


faces of Rey and Chester 
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Feeding tests prove 


You Can Prevent 
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LONG COPY PULLS—Honeggers’ 
55.8% noting among farmers definitely 


picked up 


planning to feed beef cattle, and 46.5% 
read some of the copy. 
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Other Examples 

Take another hog feed example, this 
time from Nutrena Mills of Minneapolis. 
This was a b&w page ad in Wallaces’ 
Farmer of Oct. 5, 1957. 

To sort out prospects, readers were 
asked this question: 

“About how many spring pigs did you 
raise this year? Count all the pigs that 
you raised (or bought and fed) to market 
age, not just the ones you have on hand 
now.” 

Here are the scores: 


No 1-74 75pigs 

Pigs Pigs and up 

Any This Ad 38.9% 48.3% 51.5% 
Read Some ..... 13.9 20.0 29.7 


This advertiser registered well with the 
prospects who had the most hogs. Note the 
Read Some score on the sales copy. The 
Any This Ad score for all men readers 
was 49%. 

But what if the score had read like this? 


No 1-74 75 pigs 
Pigs Pigs and up 
Read Some ..... 29.7% 20.0% 13.9% 


That kind of breakdown would call for 
a lot of soul searching by the agency and 
the advertiser. 


= In the Oct. 5, 1957 Wallaces’ Farmer, 
Honeggers’ ran a half-page b&w adver- 
tisement on a beef cattle conditioner. The 
choice prospects here were farmers who 
were feeding or planning to feed beef cat- 
tle. 

The ad registered this way with three 
groups: 


Will Won't Not 

feed feed sure 
Any This Ad .... 55.8% 36.6% 22.2% 
Read Some ..... 46.5 20.4 16.7 


This ad also made its strongest appeal 
to the prospects it wanted to reach. 

Results can be different, of course. An- 
other advertisement for beef cattle feed 
in a different issue came out almost in 
reverse. Like this: 


Will Won’t Not 
feed feed sure 
Any This Ad .... 25.0% 24.5% 20.0% 


This ad reached a good many prospects, 
but its aim was not nearly as good as that 
of the Honeggers’ ad. 


® Prospects can also be selected from ads 
aimed at women readers. A coffee ad 
(Butternut, % page 2 C) scored 38% 
“Any This Ad” with women. 

It was also important to find out how 
the ad appealed to families with several 
coffee drinkers. So women readers of the 
issue were asked how many coffee drink- 
ers they had in the family. Here is the 
way these groups scored: 

Families with Two 
one coffee coffee Three 
drinker drinkers or more 
Any this Ad 21.6% 41.0% 43.6% 

Another women’s ad on flour (Robin 
Hood, 230 lines, b&w) scored 52.7% with 
women. This ad appeared in the April 5, 
1958 issue of Wisconsin Agriculturist. 

Readers were sorted into three groups: 
Those with two in family; -those with 
three; those with four or more. This last 
group was the big market. Over half of 
the interviews fell in this class. 

See how the ad scored with these 
groups: 


Two in Four 

family Three or more 
Any This Ad 43.6% 43.2% 58.9% 
Read Most 12.8 16.2 18.7 


Another breakdown, with the same ad, 
noted which women had done some bak- 
ing “in the last three days” and which 
women had not. Scores for these groups 
follow: 


Baked in Did 

last 3 days not bake 
Any This Ad 54.7% 37.9% 
Read Most 18.0 6.9 


Women with big families and women 
with the baking habit were the best read- 
ers of the ad. What more could a flour 
advertiser want? 


A shining bright new SURGE! 
2 


SELECTIVE—On a five-way split in terms of 

number of cows, this ad gained progres- 

sively higher noting as number of cows 

increased, except that those with 1-9 cows 

paid it somewhat less attention than did 
those with no cows. 


A milking machine advertiser usually 
would like to know how big a herd his 
prospect has. So in the Surge ad (1 Page, 
2 C) in the April 5 Wisconsin Agricultur- 
ist men readers were divided into five 
groups: Those with no cows, those with 
1-9 cows, those with 10-19 cows, those 
with 20-29 cows and those with 30 cows 
or more. 

Readership of the ad for these groups 
was as follows: 


No 1-9 10-19 20-29 30 
cows cows cows cows and up 
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Here's Butter-Nut's special dividend for the little 
woman who makes breakfast every morning—and 
makes it extra delicious with Butter-Nut coffee, Elgin 
American's simulated Valencia pearls and ear-rings! 


Accessories with the inner glow of magical Mediterran- 
ean moonlight that will give distinctive charm to your 
entire wardrobe. 

Stock up on Butter-Nut coffee today. Get as many 
sets as you like for Christmas and other gift occasions. 
Just clip the lest 2 inches from the Butter-Nut flavor- 
seal band and enclose with $1 for each set ordered. 


Please send me 


vs». 84S Of Elgin American simulated pearls 
(with Sterling Silver clasp) and ear-rings | enclose $1 and key strip 
from a can of Buttor-Nut Coffee for each set ordered, 
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READERSHIP UP—The more coffee drinkers 
in the family, the more noting and read- 
ing of this Butter-Nut coffee ad. 
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Any This Ad 
27.6% 23.1% 32.7% 37.3% 50.0% 


The farmers with the most cows made 
the best readers. And that’s what the ad- 
vertiser wanted. 

There are many more examples avail- 
able, but those above give the idea. With- 
in the limits enforced by sample size, a 
number of useful breakdowns are avail- 
able for many advertisers. 

From 1951 through the first half of 
1958, the research department of Wallaces’ 


On the Merchandising Front... 


Advertising Age, September 22, 1958 


Farmer and of Wisconsin Agriculturist 
prepared market analysis reports on 371 
advertisements. Some of this work has 
been waste effort. Nothing of value 
showed up. Many reports, as in the cases 
noted above, have been useful. 

What has been done in this way has 
helped to make the standard readership 
survey yield more information. This kind 
of market analysis gives some help to the 
advertiser who wants to find out how his 
ad appeals to the readers who seem to be 
his best prospects. + 


Can Legislation Bring Order Out of 
Appliance Pricing Chaos? 


By E. B. Weiss 


When an industry reaches a level of 
marketing degradation in which a federal 
law compelling the open display of list 
price becomes necessary (as in autos) it 
hardly has reason for smug self-satisfac- 
tion. Nor would it be 
wise to conclude that 
this law—or any law— 
will ever bring mar- 
keting order out of 
marketing chaos. The 
sad truth is that the 
law is always at least 
two steps behind those 
who want to, or are 
compelled to, evade or 
avoid its provisions. 
And those two steps can be, and often are, 
mile-long steps. 

Yet this auto list-price legislation may 
be the forerunner of similar legislation 
applicable to other industries. For ex- 
ample, our major appliance industry, in- 
cluding tv, is in very much the same 
condition of marketing shambles as the 
auto industry. Here, too, the era of let- 
the-buyer beware is back in full force. 
Packed prices and all of the other abuses 
that typify marketing in the auto field 
are equally prevalent in the major ap- 
pliance field, and in traffic appliances, 
too. 


= But if such a law with appliances as 
the target gets on the books, is there 
reason to believe that the marketing 
structure of this vast industry will be 
in any way improved by that single act? 
I rather doubt it, because of my basic 
premise that laws are simply a challenge 
to those who want to—or feel compelled 
to—get around legal restrictions. (Cer- 
tainly the Robinson-Patman Act has 
hardly prevented giant retailers from 
getting preferential allowances under one 
guise or another.) 

And passage of new fair trade legisla- 
tion, in conjunction with list price legis- 
lation, will—in my opinion—change mat- 
ters precious little, if at all, insofar as 
the appliance industry is concerned. 

The reasons can be lined up in this 
way (and bear in mind that I am now 
referring exclusively to the appliance in- 
dustry): 


e 1. Markons are fixed at figures that 
were originally premised on the costs of, 
and need for, true specialty selling. These 
appliances no longer need specialty sel- 
ling in anything like the original degree; 
moreover, they just don’t get specialty 
selling. They are bought by the shopper 
—not sold by the retailer. They are 
bought self-service and _ self-selection, 
whether or not the merchant is set up 
for these forms of retail merchandising. 
Artificially maintained markons that are 
premised on historical tradition rather 
than on existing merchandising realities 
simply invite price competition; in the 
instance of major appliances, they clearly 


. 


gave birth to the discount houses. 


e 2. Where model changes are frequent, 
and where model changes involve merely 
minor changes in design and in unim- 
portant gadgets, the old models prompt- 
ly become price footballs, especially 
when the old models are merchandised 
deliberately to hide the model year. The 
public can’t tell an old model from a new 
model in the appliance field. The retail 
fraternity as well as the manufacturers 
do little to clear up the confusion. For 
example, this summer the air-condition- 
er manufacturers have staged huge 
drives to move big 1957 model inven- 
tories in ways calculated to create the 
impression that these are current mod- 
els. 


e 3. Where an industry commonly turns 
to so-called “promotional numbers” (a 
semantic disguise for an open invitation 
to price slashing), there can be no ef- 
fective maintenance of the pricing struc- 
ture. In the appliance industry it is 
common practice to bring out special 
promotional numbers that are different 
in only the most insignificant way from 
regular numbers—but with a big price 
differential or with the understanding 
that these promotional numbers are not 
covered by the restrictive clauses of 
price-maintenance arrangements. 


e 4. When the guarantee and the whole 
servicing program are part of the total 
pricing structure, they offer tempting 
opportunities for pricing trickery. Credit 
charges should also be included here. 
This is where another sizable part of the 
price instability of the appliance industry 
originates. 


e 5. When an industry is devoted to 
trade giveaways—giveaways to the dis- 
tributor, to the retailer—there can be no 
price stability irrespective of old or new 
legislation. And in this matter of trade 
giveaways the appliance industry, with 
only very few exceptions, plays every 
note on the harmonic scale. 


e 6. When prices and terms to the trade 
are “negotiable” matters—and this is 
certainly true of broad segments of the 
appliance industry—there can be no 
price stability. Under-the-table pricing is 
more the rule than the exception and 
when this happens, any pricing regula- 
tion will simultaneously be swept under 
the table. 


e 7. Calculated looseness in terminology 
as applied to the various trade factors, 
with resulting price concessions, will also 
play hob with any pricing structure, 
whether or not list-price legislation or 
price-maintenance legislation is on the 
books. For example, giving large retailers 
the status of a distributor is a common 
practice, and the definition of a “large” 
retailer can be, and when business softens 
usually is, exceedingly elastic. 


e 8. Uncontrolled distribution will also 
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The snip of scissors means the construction job’s complete. It’s the 
climax of months—and often years—of many construction men doing 
many jobs. Contractors, consultants and craftsmen...foremen and 
financiers...company presidents and construction specialists in 
undustry and government —they’re all part of the job, all part of 
construction’s buying team and all part of the largest across-the-board 


construction audience ever assembled by a magazine! 


Sell EN-R's 77,000 and you sell the men who build America ENGINEERING 


NEWS-RECORD 


A McGRAW-HILL PUBLICATION + ABP ABC * 330 WEST 42nd STREET, NEW YORK 36,N.Y. 
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tear apart any program of price stability. 
The majority of manufacturers in the 
appliance field make only gestures in 
the direction of controlling distribution. 
This is one reason for such devastating 
practices as transshipping, for middle- 
men selling at microscopic percentage 
markups, for permitting retailers to sell 
from samples (which of and by itself en- 
courages price slashing), for hugely flex- 
ible credit terms. Where such practices 
prevail no amount or kind of legislation 
—including price maintenance—can 
achieve price stability. 

e 9. Where an industry encourages with 
some regularity great promotions that 
either actually or ostensibly offer the 
shopper special prices, any form of price 
regulation is merely a label. The major 
appliance industry is constantly staging 
such events—the carload promotion, for 
example, staged by certain top manufac- 
turers on an area-wide basis, is almost 
a regular event. 


e 10. The frenzied use of premiums works 
to this same end of price chaos. Some 
of the premiums offered for free in con- 
nection with major appliances have car- 
ried retail prices representing from 20% 
to 50% of the retail price of the ap- 
pliance. This is, of and by itself, price 
slashing and, where the shopper doesn’t 
want the premium or where the trade 
won't feature the premium (and both 
happen frequently), prices must be cut. 


e 11. Exceedingly liberal discount offers 
to employes and to the trade (to retail 
salesmen, for example) very effectively 
breach any pricing structure. 


e 12. Loading the trade can only result 
in price slashing. Round-the-world trips, 
based on trade purchases, fall into this 
category. 

e 13. Allowances, of infinite variety, are 
of course, death to price stability. 

e 14. List prices accompanied by “sug- 
gested retail prices” that are 10% to 30% 
lower are also death to price stability. 


And so is price fixing by geographical 
area. 


® This is only a part of the merchandis- 
ing practices in the frenzied merchandis- 
ing of the appliance industry that negate 
any legislation or any program of price 
stability, whether that legislation include 
price maintenance or compulsory featur- 
ing of list price. It doesn’t, for example, 
include the price instability created by 
the use of some brands in premium pro- 
motions, in salesmen’s and salespeople’s 
contests, etc. 

And then, of course, there is the mat- 
ter of effective policing—assuming the 
will to enforce price maintenance exists 
(which, in the large majority of in- 
stances, is a totally unwarranted assump- 
tion—policies of price stability are more 
often merely a “front,” not a_ truly 
wanted program). Even when General 
Electric was backing its program of fair 
trade in small appliances (while looking 
the other way with respect to its major 
appliances) with an enforcement budget 
on the order of several millions—its own 
survey in one large city showed that 
over 10% of the dealers were offering 
slashed prices. 


= Also, several hundred thousand GE 
employes were buying those appliances 
at discounts for themselves, for their 
families, for relatives, for friends. And 
dealers were buying them at discounts 
for neighboring retailers in other fields 

. etc. Beyond cavil, the GE program 
and that of Sunbeam were among the 
most honestly conceived and honestly en- 
forced in the appliance field, yet both 
had large loopholes and when one breach 
was plugged another promptly opened. 


s But total up just these facets of mod- 
ern marketing in the appliance industry 
(or in any other industry) and ask your- 
self why anyone should entertain the 
naive notion that legislation can bring 
order out of pricing chaos under these 
circumstances? + 


Looking at Radio and Television... 


The Outlook for Quiz Shows 


By the Eye and Ear Man 

A scandalous aura surrounds quiz 
shows. One has been canceled, others 
have been accused of “rigging,” and all 
have been touched by the shadow of con- 
troversy. What will their ultimate fate 
be? 

In the first place, quiz shows have been 
singularly unpopular with men behind 
the scenes in show business and adver- 
tising. Even though, as a category, they 
rank second in general appeal only to 
westerns, many professional buyers just 
plain don’t like them. 

Properly used, it is true, the quiz show 
can present merchandise in continuous 
display, sneak in gratuitous commercial 
reminders, and offer an advertiser mass 
audiences at a low cost per thousand. 


# For a generation in radio, then in tele- 
vision, quiz shows have historically 
helped develop companies and products, 
often dramatically and abruptly as in the 
case of Revlon and Eversharp. 

In the daytime programming area, 
where costs must be kept to a minimum, 
quiz and daytime serials are the main- 
stays, the bellwethers, and the way of 
one network to wrest dominance from 
another. 

From this evidence, we must assume 
that the quiz is here to stay. And it is. 
We must, therefore, address ourselves to 
the current status of quiz shows. 

There is little doubt that the headlines 
may make the public skeptical about the 
spontaneity of quizzes. In actual prac- 
tice little has changed over the years. 


Sources in the industry say they have 
just been caught up with because of an 
impetuous decision to yank a top rated 
quizzer. Not since the famed Jean Muir 
case has such a lack of public relations 
savvy been demonstrated in the han- 
dling of a tough problem. 


=® The term “honesty” is a loose one. 
Quiz shows are intended primarily to en- 
tertain. Few people at home give a damn 
whether some other guy wins money. 
There is, of course, a degree of vicarious 
thrill when a little guy takes a lot of 
money from a big corporation. But it is 
still vicarious. 

The drama is, therefore, in the contest 
and how it is enacted. Money alone won’t 
do it. Personalities are the key. That is 
why, when a show stumbles on a hot 
personality, they will do whatever is 
necessary to hang on to him or her. Cer- 
tain “hints” and pointed clues have been 
used for 25 years to enhance this drama 
in which the underdog triumphs. 

It is too bad that some producers 
seemed to have gone too far and that 
“blackmailers” reportedly were paid off. 
Apparently no laws were broken and it is 
doubtful that unequivocal evidence of 
collusion is available. 

Now to the question of survival: will 
quiz shows stay on the air? If so, how 
many? The general answer is yes, they 
will survive, but in fewer numbers than 
formerly. 


® High rated quiz shows will always sur- 
vive. They will bend over backward to 
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The Creative Man’s Corner... 
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how unfriendly he is. # 


Production’s Flowing 


Another insurance “extra” from friendly American Mutual men... 


This friendly ABA man helps keep production flowing 


by removing hazardous bottlenecks! 


Leading waters of Workmen 5 Compensation, aii forms of Liabusty 


This ad for American Mutual not only looks as if its elements were first 
thrown into an electric fan, but it does something we feel accomplishes just 
the opposite of what the advertiser wishes to accomplish. 


There are certain terms you just don’t use about yourself. If you proclaim 
your honesty or your truthfulness or your fairness, people begin suspecting just 
the opposite of you, because if you’re really honest or truthful or fair, you don’t 
talk about it; you just are, and that’s all. 


Same with friendliness. When American Mutual tells me what the “friend- 
ly’ AM man can do for me, I wince. Friendly? The guy’s feet may hurt. He may 
have had a fight with his wife that morning. He might not like me. And why 
should he? If I call him in at all, I don’t call him in because I expect him to 
be friendly. I call him in because I expect him to help me with my insurance 
problems. If he doesn’t know insurance, I don’t care how friendly he is. As a 
matter of fact, if he doesn’t know what he’s talking about, the more friendly 
he is, the more he’s going to irritate me. 


How much money have some of these friendly AM men saved the businesses 
they serviced? If the AM man can save me bucks, these days, I don’t care 


merican 
utual 
UABRITY INSURANCE “Ab 
Your treemdly Ag men can serine 2 


. FOU OF af your anHly ineurence Beets 


Crime, Accident and Health insurance 


prove their honesty and they will be 
duller. An attempt will be made to add 
personalities like Groucho Marx to give 
a broader dimension and more entertain- 
ment. 

In the daytime there will be just as 
many and they will rate just as well. 
The trick will be how to invent some 
new gimmick and variation plus home 
participation. 

In the nighttime there will be fewer 
quizzes because of more intense pro- 
gram competition from more entertaining 
shows. It is unlikely that another “$64,- 
000 Question” can run away with an au- 
dience again. The marginal time periods 
of 7:30-8 p.m., which had to support low- 
cost quiz shows, are either devoted to 
network announcement “carriers,” or are 
being given back to the stations. 

In order to be in the big time, a quiz 


show must be hot, intrinsically enter- 
taining, and have weak competition. The 
question is, how many quizzes can meet 
these criteria. 


= The hot breath of scandal will be used 
as an excuse for companies with medium 
rated quiz shows or less to get out of 
contracts or shift to another type of 
show. Panel shows will be quickly elim- 
inated from the quiz category. 

But, regardless of temporary setbacks, 
the quiz show, alas, will remain a strong 
and popular category in television enter- 
tainment; sponsors will continue to savor 
the low cost, high ratings and frequent 
plugs. 

Reluctantly, most advertisers will come 
back to a strong quiz, even if they quit 
it temporarily. It is still the category 
that nobody likes but the people. # 
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A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 
gravure printing and sharp, 


localized editing. (THIS is 
more fully illustrated in the 
booklet offered below along 
with other localized selling 
techniques.) The use of local 
prices, terms or down pay- 
ments is just one phase of 
STRAIGHT-LINE Adver- 
tising. Nothing helps close a 
sale like the point-of-sale 
facts that tell a farmer how 
he may buy. We can strip in 
your Pennsylvania prices and 
selling data. No bother about 
plate changes because of our 
gravure printing. Here is 
sharp, new advertising im- 
pact without straining your 
budget! 


You can own this ; 
FORD TRACTOR for jus "' 
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LINE Advertising 


Use STRAIGHT- 


STRAIGHT-LINE Editing gives you the background of 
‘service readership’? — Edited by Pennsylvanians 
for Pennsylvania farm conditions and problems. All 
articles are timely and fresh, reach readers twice each 
month with up-to-date farm know-how. Sparks and 
serves the interests of Pennsylvania farmers in more 
efficient farming. 


STRAIGHT-LINE Coverage provides your direct chan- 
nel to an active market — through PENNSYLVANIA 
FARMER your advertising gets preferred attention in 
9 out of 10 Pennsylvania farm homes. And, when 
Pennsylvania farmers are well sold, they can buy! 
Income is big and steady — year ’round. Pennsylvania 
is a top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 


who talk regularly with your local state management 
distributors, field agents, branches, plants or local offices. 
A helpful advertising supplement to your own field in- 
formation. 

Plus No. 2 — Local Action Photos and Testimonials. We 
will arrange for an action photo of your product in use in 
Pennsylvania, with brief testimonial if desired. The pic- 
ture can be stripped into your advertisement quickly at 
no extra cost. 


Plus No. 3 — Local Prices or Terms or Down Payments. 
(Described at top of this ad.) 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Pennsylvania distribu- 
tors, dealers or agents. No costly plate changes involved. 
Plus No. 5 — Local Coupon Addresses. At little or no 


cost, we can insert the name of your Pennsylvania sales 
office for fast selling action. 


Send for this booklet — a full story on ‘‘STRAIGHT-LINE Advertising."’ 


This new brochure may give you just the right idea for a welcome lift in your advertising 
and sales in rural Pennsylvania. You’ll want to have this valuable reference on the real 
advantages of our gravure printing flexibility — which makes possible STRAIGHT-LINE 
Advertising. Here is new penetration with localized advertising, test campaigns, full color. 
All at great savings. Write! 


— 


PENNSYLVANIA FARMER 


Harrisburg, Pennsylvania 


STRAIGHT-LINE Advertising Service available also in The OHIO FARMER and MICHIGAN FARMER 


FARM SHOW 


Greatest Agricultural 
Show in the East 
1959 
PENNSYLVANIA 
FARM SHOW 
Harrisburg — 
January 12-16, 1959 
Previewed in the 


January 10, 1959 Issue 
Closing Date Dec. 15, 1958 
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Salesense in Advertising ... 


Books That I Have Found Helpful 


By James D. Woolf 
Creative Consultant 
I have received many letters from be- 
ginners asking me what books I have 
found helpful. Below is a partial list. 
Some of them were published years ago, 
others are recent editions. Those that are 
out of print may pos- 
sibly be obtained at 
any large, well-stocked 
library. 
‘Imagination in 
Business,” by Lorin F. 
Deland. Harper & 
Brothers. 
“The Mind and Its 
Education,” by George 
Herbert Betts. D. Ap- 
Jomes D. Weoll pleton & Co. 
“The Principles of Argumentation,” by 
Baker and Huntington. Ginn & Co. 
“Scientific Advertising,” by 
Hopkins. Moore Publishing Co. 

“A Technique for Producing Ideas,” by 
James Webb Young. Advertising Publi- 
cations Inc. 


Claude 


« “Influencing Human Behavior,” by H. 
A. Overstreet, W. W. Norton & Co. Inc. 

“Acres of Diamonds,” by Russel H. 
Conwell. Harper & Brothers. 

“Advertising Handbook,” edited by 
Roger Barton. Prentice-Hall Inc. 

“Sparks Off My Anvil,” by James R. 
Adams. Harper & Brothers. 

“Talks on Writing English,” by Arlo 
Bates. 

“The Art of Making Sense,” by Lionel 
Ruby. J. B. Lippincott Co. 

“Originality,” by T. Sharper Knowl- 
son. J. B. Lippincott Co. 

“Effective Advertising Copy,” by Mer- 
rill DeVoe. The Macmillan Co. 


“Advertising Psychology and Research,” 
by Lucas & Britt, McGraw-Hill Book Co. 
Inc. 

“Think before you WRITE,” by Leary 
& Smith. Harcourt Brace & Co. 


= “What Interests People and Why,” by 
Morrill Goddard, Published by The 
American Weekly. 

“How to Develop Profitable Ideas,” by 
Otto F. Reiss. Prentice-Hall Inc. 

“Making Ads Pay,” by John Caples. 
Harper & Brothers. 

“How I Learned the Secrets of Success 
in Advertising,” by G. Lynn Sumner. 
Prentice-Hall Inc. 

“Human Traits,” by Irwin Edman, 
Ph.D. Houghton Mifflin Co. 

“Advertising Copy and Communica- 
tion,” by S. Watson Dunn, Ph.D. McGraw- 
Hill Book Co. 

“Profitable Showmanship,” by Goode 
& Kaufman. Prentice-Hall Inc. 

“Language in Action,” by S. I. Haya- 
kawa. Harcourt, Brace & Co. 

“Wake Up Your Mind,” by Alex Os- 
born. Charles Scribner’s Sons. 

“Why We Behave Like Human Beings,” 
by George A. Dorsey, Ph.D. Harper & 
Brothers. 

“How to Write a Good Advertisement,” 
by Schwab & Beatty Inc. 

“Psychology. in Advertising,” by Albert 
T. Poffenberger, Ph.d. A. W. Shaw Co. 


= Many of these books, as I say, have 
long been out of print. Some of them I 
picked up in second-hand book stores. 
They are worth tracking down—that is, 
if you believe in book larnin’. It always 
amazes me to note how many advertising 
men never peep inside the covers of a 
book. 


Mr. Woolf’s articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


As I expected, a “nice young man” 
writes the editor to say that “the Chemise 
takes a bow” is a good headline and he 
knows it is because “the girls in this of- 
fice thought it a ‘cute’ idea.” 

He goes on to say that “trick heads 
written by alert young women that have 
scintillating sparkle will draw attention” 
and so on. Precisely. But obvious juve- 
nile puns can hardly be said to have 
“scintillating sparkle,” and of all un- 
trustworthy ideas in advertising, a very 
considerable percentage are those which 
rely on “My wife likes it” or ““My secre- 
tary thinks it’s swell.” 

My article about puns said clearly, “The 
light touch can be good.” It also said, 
“On rare occasions a play on words is 
very good. . .but it is best for mine-run 
writers to try to sell instead of scintillate.” 


s The writers of really scintillating head- 
lines—the Margaret Fishbacks, the Es- 
telle Hamburgers, the Bernice FitzGib- 
bonses of a few years ago—would never 
have written “the Chemise takes a bow.” 
Such writers were of superior intelli- 
gence and were intellectually mature. 
The superficial amateur advertising 
mind cannot distinguish between the 
eighth-grade type of pun and a genuinely 
smart light touch. I have no idea that 
the childish pun will disappear from ad- 


vertising so long as children—intellectual- 
ly and in business experience—are em- 
ployed to write advertising, without 
knowing anything much about selling or 
advertising’s proved body of truth. 


Incidentally, the average girl who 
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writes a pun like “suit yourself,” or “hand 
in glove with spring,’ or “our cocktail 
hats go to your head,” would never make 
the grade on the editorial staffs of the 
respectable fashion magazines, where 
quite often, truly sophisticated puns and 
plays on words appear. My young friend 
said in his letter, too: “Of course, pun 
headlines can reach an extreme of 
ridiculous inanity.” 

Yes, that’s just what I was saying. Here 
are a few such, all on one spread for one 
store that paid metropolitan rates to run 
them. Again, I fear my young friend may 
think these scintillating. But they’re 
really advertising rubbish. # 


7, 2S Ona oe ee ee, ee 


Advertising Age, September 22, 1958 


What They Were Saying 25 Years Ago... 


Willard S. French, president of Brooke, 
Smith & French, addressing an agency 
meeting in Detroit (AA, Aug. 19, 1933): 

“J venture one prediction—that the 
next few years will see an amazing num- 
ber of new advertisers, presenting prod- 
ucts that contribute particularly to the 
comfort and pleasure of the rank and 
file of people. . . 

“We are entering an era in which pros- 
perity demands the wider and wider 
distribution of all sorts of products 
among the lower income groups of peo- 
ple; and in which volume sales must de- 
pend even more than in the 1920-30 era 
on the kind of advertising and selling 
that is quickly understood and acted 


upon by people in the mass.” 

C. D. Williams, secretary, U.S. Brewers 
Assn., in a statement to the press (AA, 
Aug. 19, 1933): 

“The first phase of legalized 3.2 beer 
has been one of rebirth—meeting an al- 
ready existent national demand. Now we 
come to the second phase—competition 
—in which the various brands of beer 
must establish their reasons for occupy- 
ing a popular and profitable place on 
the public palate. 

“Beer will be advertised—lavishly, 
widely and in most cases, sensibly, artis- 
tically, convincingly and truthfully. But 
it will not be made the subject of a wild, 
senseless ballyhoo.” 


DRAWT 


Here’s a trick you can use if you have 
trouble getting into reverse gear and 
writing more instead of less. It’s a 
system for planning and organizing 
copy and space for any job longer 
than 4 pages, before you ever make a 
dummy. Try it—it works. 


1. Lay out squares as shown, in units 
of 8 or more. Each square represents 
one page in the book. Make squares 
big enough to write legibly inside. 


2. Number the squares. Begin with 1 
as the cover. Identify them as left or 
right pages by writing “L” or “R” 
underneath. 


3. Draw a line from every “L” to the 
“R” following. Each line represents a 
spread. 


4. In each square, write what you 
plan to talk about or show on that 
page. Sketch in photos or illustrations 
to show space required. 


5. As the book shapes up, make 
changes by shifting topics forward or 
backward, by drawing a line (same 
way you shift words in typed copy). 


INKS 


COPYWRITERS 


Don’t be baffled by a BOOK! 


Copywriters who can jam 15 sales points into an ad the size of a post- 
age stamp sometimes blanch when assigned to write a 36-page book. 


FACiuiTi Es 


6. When all through, follow your out- 
line to make a dummy for the Art 
Department. They will bless you. 


Next Lesson: “Simple Guide To Perspective” 


weet: c : Lettie se van t Segre ae a i i i aes oe y : fee ar se = es ee ™ one siek 

: Tg eth “te “é < ‘ “ . . . ' 2 . se ‘ pets 
oe a : 

Bo 
r, Oe ’ 4 
SE rel ; 

ore ; 
Set 
Pas : 
be 
iar 
aes 
bees 

‘ 
as 
ae 
ice 
“ps 
ae 

2 “ es ~~ 

oe Pie 3 
oe rT MA Raed 
is: eee NARs 
a The. Art Course 

" ) en ne crea Fh 
ee 
ae 
; ® 
a 

a +. * 7 
| ” L R os en 2 
oe " © R 
ie cae ss* 16 
ae 7. + 
= (2y i a\2\ ar 
ge in aaa. 7 . *& 
Sid » : . a R. L Rk 

= “te & 

ee \ 

ee P4A~et £igir 
a ee 
ay u 
we R a R ra R 
Dis Po j 
oe . { Pp 

; J] Qi] ease 
= ae = 
a Macro f | = 
24 ene ia r S ‘ 
i 3 . 
a ae ccsocusesmes ag 
a — eee ‘ 

| ‘an = a | = is _ 

\ 3 = =I a ) Ma. 
‘4 ~ £ 8 €. 8 4 e768 'R 
: 3 
uit 
aa 
i 

ee 

7 
i 2 st tcantigeaeiigianainaeiteenetiesnsdashdeaaieasnnenansiiinisiapenvacennetieentimannninamnetitiin. teiicimintanninguaatenend 
2 } 
| i as eee A eee ae meee oe ar oe nn a OS Ee ee ee. SR scar, et ine tee ed eae ae ae" ; 


ask a creative question.... 


This is a helpful precept, whether the 
problem is to invent the wheel or a space 
ship—or to design a product, package, adver- 
tisement, or questionnaire. 

A tired, routine question will usually yield 
a pretty tired answer. But the problem 
that’s stated with fresh observation is well 
on its way to solution. 

This is the creative approach that proves 
so productive, whether in science or selling. 
It is the approach that gives life to adver- 


you get a creative answer 


tising, and to every stage in marketing, right 
through to the retail sale. 

This is creative marketing, the innovating 
business of the modern advertising agency 
and its clients—and a generator of drive for 
an advancing economy or enterprise. 


McCANN-ERICKSON, INC. 
World-Wide Creative Marketing 
through Better Communication with People 
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Tips for the Production Man... 


Paragraphs from a Production Scrapbook 


By Kenneth B. Butler 

DUOTONE EFFECTS WITH ONE PRESS RUN 
—Colored ink on colored paper stock will 
do this. A single engraving and a single 
press run, plus the slight added cost of 
colored stock compared with white paper. 
Beckett Paper Co., Hamilton, O., made 
this the subject of a recent ad. Their 
sample showed wine-colored ink on pink 
paper stock. A delightful effect. Almost 
like getting another color free. Change 
of pace, also an economy. Beckett offers 
to send swatches of colored papers free 
on request and so also does Appleton 
Coated Paper Co., Appleton, Wis., maker 
of Woodbine colored coated enamel. 


DIMENSION IN _ DIE-CUTTING—Printing 
showing through an aperture created by 
die-cutting an overlying sheet, gives 
depth and leads reader to inside of a 
folder. A double-die-cut gives even more 
depth. The Industrial Designers’ Insti- 
tute got out a French fold brochure tip- 
ping their hat to some of Chrysler Corp.'s 
IDI Award winners. A round hole was 
die-cut in the top sheet of a French fold. 
A slightly smaller hole was cut in the 
under sheet. This gave a neat beveled 
effect, dramatizing the symbol which ap- 
peared in the opening. 


EsTIMATOR’S BOOK—The engineering of 
a booklet or mailing piece begins with the 
selection of page size and format. S. D. 
Warren Co., Boston, manufacturer of 
printing papers, has put together an 
estimator’s book which shows in easy, 
visual form the standard sizes for printed 
pieces, along with stock requirements. 
Also shown are cutting diagrams, regular 
sizes and weights, packing schedule for 
book papers, quick calculation tables, etc. 
I am not sure that you have to be a qual- 
ified estimator to get one of these, but 
there’s no harm in trying, if your adver- 
tising department does a great deal of 
printing planning. 


WRONG FONT HEADINGS—There’s a cur- 
rent vogue for “jumbled type” headings 
to express a feeling or mood in titles or 
headlines without going to the expense 
of hand-lettering. It’s a good rule to mix 
‘em up good, trying to maintain an ap- 
proximate uniform height of the lower 
case letters. No matter if they do not 
align perfectly (this adds to the illustra- 
tive impact) and be sure to mix in a 
goodly number of caps with the lower 
case. Mix in a few italics, too, for good 
measure. 


BooK JACKETS AS DIRECT MAIL—It’s 
smart to make one job of art and printing 
work overtime. McGraw-Hill, publisher 
of a book entitled “Building, U.S.A.,” ran 
extras on the actual book jacket, used 
them as a basic stuffer for an advance 
announcement and direct mail selling 
piece. Copy on the flaps and back cover 
did a terse but descriptive selling job. 


MAIL IT TO THE HOME?—There’s an en- 


Employe Communications ... 
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‘WRONG FONT’ HEADLINES—A few current 
examples. The top example is from Good 
Housekeeping and shows a mixture of 
Roman and italic characters of the same 
type family. Second from top is a miscel- 
lany, each letter being from a different 
face. Next to bottom is a word composed 
of an assortment of 19th century type 
faces. Bottom example, from Cosmopoli- 
tan, is a single letter style using a variety 
of sizes. 


trenched belief that it’s best if the ex- 
ecutive receives a publication at his 
home address. When the mail is heavy, 
though, this may delay his receipt of the 
issue a day or more. Reason: first class 
mail gets the preference. When mail is 
heavy, as on a Monday, the letter carrier 
may pigeon-hole the second class and 
third class until the day following. Office 
mail, on the other hand, is usually con- 
signed to a postoffice box or mail sack 
for the P.O. is glad to get rid of it. Hence 
there are repeated instances where of- 
fice-addressed publications are received 
earlier. In my smal! town (population 6,- 
000) they think nothing of putting my 
weekly copy of ADVERTISING AGE (which 
is clearly addressed to my home) in with 
the office mail. My weekly receipt of my 
favorite ad publication follows these gy- 
rations: (a) Monday, at home. (b) Mon- 
day, at the office. (c) Tuesday, at home. # 


Reward for Plant-Level Labors 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

One of the assignments of George S. 

Chappars of Pittsburgh is to edit an inter- 

nal sales publication for Westinghouse. 


Like editors of other company journals, 
Mr. Chappars recognizes that for most 
of his material he must depend upon peo- 
ple who are not on his immediate payroll 
or particularly accountable to him. The 
contributor to a company publication is 
traditionally the low man on corporate 


journalism’s totem pole, tormented by 
the editor to get in copy in abundance 
and on time, and scorned by his associ- 
ates for doing neither. 

To provide a badge of distinction for 
these uncomfortable but appreciated peo- 
ple, Editor Chappars evolved a certificate 
mystifyingly labeled at the top, “You 
Have a ‘Yen for News’.” The resolution 
below states that, “whereas the staff of 
the ‘Sales Record’ is keenly aware of 
its dependence on you and your associates 
for timely, interesting and helpful news, 
and other good material submitted for 
editorial use, be it resolved that you 
shall keep, cherish—and perhaps even 
frame—this cash token of esteem and 
gratitude, in recognition of your ‘Yen 
for News.’ May you keep up your good 
and valued work, for the benefit of all 
our readers.” 


= Below the editor’s signature is 
a genuine one yen certificate. The Jap- 
anese money, the editor explains, came 
through the good offices of a local Mellon 
bank and from a New York bank, and 
the banks (doubtless intrigued with 
the idea) supplied new, smooth bills for 
the purpose. The Treasury Department 
assured the editor that no federal law 
was being violated, since the Japanese 


Advertising Age, September 22, 1958 


money was to be neither reproduced nor 
mutilated. 

Just before going to press with his 
reporters’ certificates, Editor Chappars 
decided to print up a quantity, for sale 
at cost to other company editors who 
might like to salute their contributors in 
novel fashion. The cost runs from 20¢ for 
a single certificate to a dime apiece when 
purchased in quantity. Editor Chappars 
points out that this is a mighty inexpen- 
sive form of reward and, of course, he’s 
perfectly right. The certificates are not 
filled out, naturally. The purchaser puts 
in the reporters’ names and signs the 
certificates himself. The only commercial 
on the certificate is in the border, 
which is in Japanese characters. 
Those who have a grasp of the lan- 
guage will immediately discern that 
the border reads, “You can be sure. . .” 
The editor refrained from any reference 
to Westinghouse, but feels certain that 
all those reporters who are able to read 
Japanese will be able to complete the 
sentence without difficulty. 


= Editor Chappars may not have guaran- 
teed himself a steady flow of quality 
material for the years to come, but the 
gesture has already made a happy impres- 
sion on his own contributors. + 


Mail Order and Direct Mail Advertising .. . 


Testimonials Can Increase Replies to Your Ads 


America’s 


By Elon G. Borton 

The advertisement reproduced ap- 
peared as a two page spread in The 
American Home for August. A mail or- 
der advertisement for the Stauffer Home 
Reducing Plan, it illustrates particularly 
one tried and proved 
mail order procedure, 
the use of testimonials. 

In his excellent 
book, “The Big Name,” 
published in 1957, Wil- 
liam M. Freeman 
stresses the high ef- 
fectiveness of testi- 
monials if properly 
used. He points out 
that we are influenced 
by the opinion of others about products. 
But he properly emphasizes that these tes- 
timonials must be believable and by users 
who are qualified to judge the product. 

This Stauffer ad meets this qualifica- 
tion ideally. There are testimonials by ten 
women with their names and addresses 
and with a photo of each. Before and 
After. They are not movie stars or society 


Elon G. Borton 


lO Happiest Women 


queens who might be suspected of testi- 
fying just for a price. All are people who 
might live next door or in the next block 
and who have faced and licked the prob- 
lem faced by many women. They come 
from ten different sections of the country, 
so they have the added advantage of 
seeming easily checkable. Their testimo- 
nials are believable. 


= This advertisement carries no coupon, 
but in two different places in the copy it 
invites a mail inquiry for information— 
the so-called hidden offer. Inclusion of a 
coupon to be filled out and mailed would 
possibly have increased the number of 
inquiries, but respondents to an ad like 
this are likely to be good prospects. 

Note, too, how this ad_ illustrates 
a favorite method of keying replies. Peo- 
ple inquiring are asked to address the 
same department (Dept. A H 88) at any 
one of three addresses. Obviously the 
A.H. means the ad answered was in 
American Home and the 88 probably re- 
fers to the eighth month (August) of 
1958. # 
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Dog Food Makers 
Favor TV, Dailies 
for Ad Campaigns 


Cuicaco, Sept. 16—Dog food 
manufacturers will be selling 625,- 
000,000 more pounds of dog food 
in 1962 than they did in 1957, J. D. 
Pope, vp of A. C. Nielsen Co., pre- 
dicted here last week. 

In a talk at the first annual con- 
vention of the Pet Food Institute, 
Mr. Pope said the 625,000,000 Ibs. 
represents a 30% increase over 
current sales. He pointed out that 
from 1952 to 1957 the total canned | 


and dry dog food market showed | 


an average gain of 125,000,000 Ibs. 
each year. 

Network television has replaced 
newspapers as the most popular 
advertising medium for dog food 
companies, Mr. Pope said. In esti- 
mating that the companies this 
year would invest $14,971,000 in 
four major media—network tv, 
network radio, magazines and 
newspapers—Mr. agg said that 
$7,048,000, or 47.1%, of all the ad 
dollars would go baton tv. He listed 
the other expenditures as $6,261,- 
000 (41.8%) in newspapers; $1,- 


499,000 (10%) in magazines, and | 


$163,000 (1.1%) in network radio. 


# Mr. Pope noted that although 
the dog food companies will spend 
less money this year in the four 
media than they did in 1957, when 
they invested $15,853,000, tv ex- 


penditures this year rose sharply 


while smaller investments were 
made in the other three media. 
He broke down the 1957 expen- 


ditures as follows: Newspapers | 


$6,773,000 (42.7%); network tv 
$5,479,000 (34.6% ); magazines $3,- 
183,000 (20.1%), and network ra- 
dio $418,000 (2.6%). 


In discussing the rapid sales) 
growth of dog food products, Mr. | 


Pope said industry sales amounted 
to $632,000,000 for the year ending 
June 1, 1958, with canned foods 
accounting for 63.6% of the total 


volume and dry dog foods having | 


a 36.4% share of market. 


= In 1941 the industry had total 
sales of $100,000,000, with canned 


dog foods snaring an 84.7% share | 
of market and dry dog foods| 


15.3%. Last year the industry re- 
ported total sales of $606,000,000. 
The average prices of dog foods 
have shown little or no increase 
since 1950, Mr. Pope said, although 
the cost of living index has jumped 
20%. He attributed continuous low 


dog food prices to numerous con- | 


sumer offers and deals. During 
April and May this year Nielsen 
found “cents off’ deals and cou- 
pon inserts among 38 canned dog 


foods and 46 dry dog foods, he| 


added. 

Mentioning the large number of | 
dog food brands on the market, | 
Mr. Pope said that as of June 1 of 
this year the average chain store 
carried 22 brands and/or sizes of 
dry dog food and 19 of canned dog 
food. + 


KJEO-TV Names H-R TV 

H-R Television, New York, has 
been appointed to represent 
KJEO-TV, Fresno, Cal., effective 
Oct. 1. The station previously was 
represented by Branham Co. 


it type 


IN SECONDS!| 


ad men, printers, editors and 
students have discovered the | 
Haberule Visual Copy-Caster | 
to be the simplest, fastest, most | 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN, 


Tens of thousands of artists, | 
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|'Compton Adds Goldthwaite 
Statf in S.F.; Names 2 in L.A. 

The staff of Goldthwaite-Smith 
Advertising has moved into the 
|\San Francisco offices of Compton 
| Advertising, 703 Market St., thus 
completing merger of the two 
agencies announced in July (AA, 
July 28). 

The Los Angeles office of 
Compton Advertising has  ap- 
pointed George Baker a copywrit- 
er and Will Golden to its creative 
staff. Mr. Baker has been a free 
lance writer in Los Angeles for 
the past two and a half years. Mr. 
Golden previously was an art di- 
rector of Caples Co. 


California Names Levine 

Stanley Levine, former public 
relations manager of Popular Pub- 
|lieations, has been named press 
|editor of California National Pro- 
ductions, New York NBC tv film 
producer-distributor subsidiary. 
Mr. Levine replaces Heywood Ehr- 
lich, who resigned. 


| 


The wheat’s in. Even the fabled Big 


Oil Man from Texas is envious. The crop 
was that good. 


Let us tell you what happened in the 

| top 24 wheat-producing counties in 
Texas alone. (KGNC-TV covers all 24, 

plus 20 other counties in four states.) 
We planted 2,126,000 acres and har- 
vested 59,528,000 bushels. Now, we've 
| sold the wheat for $98,221,200.00, give or 
take a few cents. That’s folding money! 

And it looks like a big year for grain 


DEADLINES? : 


You never worry 
when you 


SWITCH to the SERVICE of 


CENTURY 


ELECTROTYPE COMPANY 


Electrotypes e Plastic Plates e R.O.P. Mats 
160 East lilinois Street, Chicago 11 « DElaware 7-1541 


Mountains of wheat — worth about $1.65 per bushel —- mid-summer spectacular in 
Texas, Oklahoma, Kansas and Eastern New Mexico 


How to share in the big money 


sorghums, cotton and vegetables, too. 


Nature’s bounty has laid down a bo- 
nanza for you in an already-active 
market of 535,000 people. To stake your 
claim in this new Southwestern El 
Dorado, simply add to your list 


KGNC- TV 


NBC Television in Amarillo, Texas 


Channel 4 


Full power coverage in 4 states 
Represented by the Katz Agency 


os ae : Wes Ty wes PA Ey eats A oucaray =a eee a ies ea ae IS ee get at ae ae : se pein lyre et : t Aiea eee ioe 
Feat calle tee? cal < Seay. Rae tas ne ot ae. ee eee es aga . amy ae ar Coe ye ee my id 
Cane er Ue . fe ee ee tet a a og a cae jae Gece ie Bea tye eetos pe ae * a ee ie et. oo ie a — 
TEEN Sh eM 2 comet raY 4 ee > yas Cha bern gi eee ee ee Sek eee OS GR ee rca Ppaiat Nea eee OF : oe, cee: ee Ne 
Re, eae J te ne sana as ae Pegs BS Re RO aM teste er Pe ait ‘ Tee eee ie ay! SEs Oi Saas a ae RS eine 4 ue : ie 
3 f ” : ae sare 
eee 
! ie 
. i a 
‘ = MUR REE Bol Ste <x N ; 
e 
eeeeeeeeeeeeoeeeeeeeeeeeeeeeeeeeee ‘ 
F Pe re hed a ; 
4 hin ° ° ae 
, = eS oe . e 
. ie a er | ve . 
- tae Cece eeeeeeeeseeseeeeeeseeee®e pra 
_ Se an 7 I 
é ~ F ‘ ~ Ry" 5 
wy a< 20% ; ; i 
. é x . Paice 
ney 3 aes 
5) a ¢ be 
py % a rath 
: O~t — pe 
inte | C——_ = aa : 
' re , oY Aare 
\Seaa ys — ae 
tide ‘ ‘ Sia 
Pa) ° > > P ai oe 
re > Jz as eer 
M0 2. "4 ; ea au 
: “ong ri Fee a 
P a _ —_— — es 
o ® é pe eo eS im whee 
es To Nes 
| 7 eee ee ay a 
} ' , i Min Boer 
et ey ‘pete. Ry 
a j Beie . oe seas 
‘ie, oy ‘ Ave a 
x F A RE eg ers 
| , 
E> 
os 
eee LSS Tt. ee SS - = ' cones . a as 
| ane 
| : a wh gates 
| 1 | . ) a 
yin ee ae eee — j Le ar - 4 4 4 sciash 
ire yeahs RAMS ey i i ’ ' 4 ye 1g Re rare 
BON ye aR Once OP ge 7 : sz ee oa . te a 
pew aioe) ee ee ee - " a — f a 
dai mi peevepee a ee a NT? ie a | A enue 
eerie rat en Sey _— : : ao a a % Cae 
Sa gOe is Fa Pitre: eee 5 i = i a Rey " bso 
Pi ae Bi ie . a . 7 — | ies 
hires tea - é a < tm a...) oe : ie 
q man ent ‘ ae ae “4 ae 
ac ge ek fe Beer a a < " a “4 Me 
; aber 5 age . * mm Y A - Se Ms ; cee 
ee tet 2 2 Sa e "Vie a — ~ 4 ) ce es ‘ 
ae eho i ‘, ’ —_— Pe: ; a ee 
gt adm iis sar = e a. _ * har 
ce SERS ds re eae? el Bie ~~ en 
I eo ne | # = a = 
4 DEF, oe q — ‘ _— ie 
~ : 7 : ht x a Meee 
: ‘ Bd q th es _ bate 
i : 3 = og . '' iu o 
a : = Ai 
: : : a) . ie } ‘ee 
re _  - in a ; t ame: 
E 3 = «his . - Tike psn 
i 4 a Pig « - if ‘ets 
3 + i! J ra a hi ee 
, i : Ry , ; - ao 
a ea ’ , a He ee . sacks 
. scat = " e. i ' “aes 
4 4 : Bo _ : ' ee 23 ae 
; : : 4a a + i i Bao) 
“ , . = ey | Z ; iy 
Ae = A 
a . ‘g 1 a } \ : : 
: r ” Bp a x vp 
5 ‘ if . im Ae a” ae 
F 4 PN . “a aa 
F ie - Seat es ‘i (aes 
7 a nt . . 7 . Anes 
_ - : : Mes Ree 7 ‘ Shee 
So ‘ : a ae te. q bs ee 
ea ‘4 BBE BRR on on a i Hy z Bomar 
| iis aa wnt etlanngls PE Lie 2 be eT 
ee ‘ eee pe <5 ee re : ™ fe 
: ae he J a % Ba Ei es rs 
ses -f me ee Ne * jest ° _— iy es 
sal 24a : oil “ ¢ PEN . 2 ‘_— ie % 
US % alae “ in es 
- ere Pe Sorat: are Ee aN Le wad bie > oan ; . . f r 
i eee | ss ene ee. é em 
fs , + Sere LE Se eee. years ~ 
2 on. al ream , = » 
A ,; “wR: -" 
. ¥ ‘ . . r wae stay ~ ‘ 
. tr ca ob + ots aon _ sll ?~ " 
| 4 a fe. ageiarar, ve ah ee 
J SF, a a ae “ sa ye aie — ‘3 om re a 
‘ : — oss = ~y 
> ~ ~* <—- ~e r on e - oe ees tyre te og . > ~ ay F 
4 i e IEE gers PS ee a Ret ely Tt RE Rare fe a a ; ites 
5 Re 5 ip es es oe =. wipe at Ff a Ds ete A Se Se ‘ ~ Poa ¥ gis” ‘ 
PP. a eee ae he ae eg Siete” ea 
ee i: Sig Cee LS ae mt a bigs Soe a Rae: sa 
3 a“ — > 9 re i ed a. an . er. ‘ +2 Kw "yt Siag why 4 hs ae ae, 
| OP > ell gs, ca tiie ne OO cc 
’ je oR er " iw OE PEE em 433% Pa er. ik roe ee NaS, pI re gee ss 
3 zx ae 5 Migces > = t pk Vs 4 -= wee a i Op ne PP ernthas bot came ~ See 
— avd “ D 4 Z - he ~ . 7s a ~ CF a"? - oS =! 
oe oad pi ee / ae” aa oo Se st aS = ae ee a hears ek 
Fe 6 age gigs ‘ on : pep oe vt cone lh till pie D iagity ae ene al ee 
ee Bi. ee, ao a © 9 PSS Be oe e 
ag ns eee Me - ‘ ' : es: 1a an 7 poms % 
f haem”; * vf aes Rian . a pn ¥ re . $ “tt =" Ae Tedd, on aedal fey om + ee 
= a eee ry 9" or oad kate eY e a ie ~— OS «ype eo om ow i oS ia 
- * ~ - a fair e -: T % : id o - - ; : 
4 a ee % : P a « + Ff . ots Bu wy . press 
~~ ee. 3p Rae say! =. ae - : et me * i ion * s ms 4 Sas e oe See teppei hewnirtd bess 
eo ie porgcus F gemma et as et) eee ee wa. nag i .  - ee a ee ‘aie ute 1 esting S™ ae 
Reem: a a RS ot EC Si OM ng NS ate Gee * Wo si 
“ » Crore ~~ M! . - i= : 4 i.e 
: . - ‘ = © : Bae 
ee is 
* 
ee eee 
“ie 
| 2 
a — 
a 
: 
eb ala 
eon 
a al 
.. 
ee a 
v , . i te 4 . a ot 7 ¢ . _ 
: 2 7 Bea) . a prey ahae Ae Min eeee ns 0 7 ai a - : a _- 7 


Joins Polaroid Controversy: 
Holds Out for ‘Sell’ Copy 

To the Editor: It is with great in- 
terest that I have been reading the | 
“battle” that is raging around the | 
Polaroid’s ad which was criticized 
by the Creative Man’s Corner. This 
letter refers to the comments by 
John Farley, in your Sept. 1 issue. | 


I seriously question his four points | Pet se and of those who are already | see something like the Polaroid | 


of reasoning; that everyone knows 
the answers and it is not necessary | 
for Polaroid to constantly repeat | 
their message. 
Rebuttal: 
1. Everyone knows the price ... | 
Frankly, that statement is mis- | 
leading, because any person who 
sells cameras, and in fact any type | 
of merchandise and service, will 
tell you the countless times that | 
they repeat the same price to the 
same person—in fact, only a short} 
time after the customer had asked 
the price of the item. Another) 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


out how many people know the 
price. 

2. Everyone knows the “60 sec- 
ond story”... 

A large number of people do 
know the story. But not every one. 
There are countless numbers of 
people who every day are first be- 
coming conscious of photography 


acquainted with cameras and pho- 
tography, many do not know the 
“60 second story.” If Mr. Farley’s 
theory is true, why do Coca-Cola 
and the various cigaret companies 
keep hammering home the same 
theme? 
3. Everyone knows Arnold Stang.. 
This statement is a gross ex- 
aggeration because there are many 
people who do not have television 
sets, and many of those who do, 
have never seen Mr. Stang. 
4. Everyone will recognize it as ... 
I disagree with that one too. Be- 


point is that Polaroid makes a/cause there are many people who 


number of different models. If Mr. | 
Farley believes his statement is | 
true, let him ask the people in his | 
own office building; he will find 


do not have the training, or even 
basic talent to enjoy and recognize 
the subtleties involved. 

In conclusion, the use of the 


A 


are 
ov YF 


Or boisterous 
But snap? You bet 


MORE THAN 200,000 
PAIRS OF EARS 


WICH 


NORWICH 


You won't hear rock 


It’s our magic gold! 


TO CONTACT THIS AUDIENCE, SEE 


Everett-McKinney, 40 East 49, New York. PL 3-9332 
Foster & Creed, Statler Office Bldg., Boston. HU 2-4845 


T OF 
ON THE NEW 


CONNECTICUT 
TURNPIKE 


roll, 


terms “everyone” and “nearly 
everyone” is taking too much for 
granted. Also, when a person sees 
a subject day after day, he fails to 
realize that there are many people 
outside of his field of interest who 
don’t care a hoot what is happen- 
ing in his field. They are interest- 
;ed only in theirs. And when they 


around 50 years, it is very new 
to them and they must be told 
about it. 

Mr. Farley’s letter reminds me 
of what a small town banker told 


vertising promotion items. He 
said, “We don’t need any, because 
| the only people that don’t know us 
are in the cemetery.” 
Paul Heffernan, 
Manitowoc, Wis. 
es e a 
Sees Editorial Problem in 
Florida PR Regulation Plan 

To the Editor: I am writing to 
commend you for publishing a 
letter from Charles Heath in your 
Sept. 1 issue, concerning a move- 
ment under way by the Florida 
chapter of the American Public 
Relations Assn. I, too, have 
watched this situation for quite 
some time, and am more worried 
about it from an editorial stand- 
|point than from a public relations 
angle. 

I concur with Mr. Heath’s state- 
ment that the APRA should be 
able to “police” itself without re- 
sorting to federal or state regula- 
tion. We all know that there is 
enough of laws and regulations on 
the books already to control fraud 
and misrepresentation without 
putting another one there—which 
I feel could not be enforced. 

Too, and I think that you should 
have relegated a bit more editorial 
space to the question, where does 
that place editors such as you and 
ar: 

Will I have to check every piece 
of mail (and I receive an average 
of 30 to 40 pieces a day) against 
a list of licensed pr men? 

Will government and civic and 
association publicity and public 
relations men have to be regis- 
tered? What about Jim Hagerty? 
Will every source have to employ 
a registered pr employe, or go 
without press representation? And 
will you and I, eventually, have 
to register ourselves and our re- 
porters? 

Where will it end? 

James R. Reuter, 

City Editor, Chicago Construc- 

tion News, Chicago. 

ve ° 


Agency Clarifies Motorola 
Division Account Setup 
To the Editor: A news item in 
your Sept. 8 issue concerning the 
appointment of an agency for the 
Military Electronics Division of 
Motorola Inc. contained an error. 
Advertising Associates has never 
been the agency for this Motorola 
division, so should not have been 
listed as “the previous agency.” 
Advertising Associates is, how- 
ever, the agency for the Semicon- 
ductor Products Division of Motor- 
ola Inc., also located in Phoenix. 
N. A. “Bill” Winter Jr., 
Vice-President, Advertising 
Associates, Phoenix. 


e * 
‘TV Guide’ Carries 
Liquor Advertising 

To the Editor: I would like to 
call to your attention the incorrect 
listing of TV Guide as being 
among the leading national maga- 
zines which do not accept liquor 
advertising, as reported on Page 
58 of your Sept. 1 issue. Since the 
magazine debuted in 1953, it has 


been our policy to accept beer, 


|camera, even though it may be) 


me when I tried to sell him ad-| 
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| wine and liquor advertising in both 
jour National Feature Section and 
National Program Sections. 

I am happy to report that our 
| billing in this category for the past | 
jeight months of 1958 is running 
| well ahead of that for 1957. In 
|fact, we have been forced to limit 
|the volume of liquor advertising in 
some areas. 

Eric G. Larson, 

Promotion Director, Triangle 

Publications, Television Pub- 

lications Division, Radnor, 

Pa. 

» . - 
Cites Whittaker Successes 
in Ad Copy Field 

To the Editor: After getting a 
good chuckle out of the caption 
supplied for “Gladys, the beauti- 
ful receptionist” in your Sept. 1 
issue by Otto N. Whittaker Jr., of 
Roanoke, Va., it was surprising to 
find one of his top pieces of copy 
praised on Page 51 in an unsolicit- 
ed letter from Robert S. Nyburg 
of Baltimore. 

This referred to “Every man in 
Alcatraz was once a boy...,” an 
advertisement for the Norfolk and 
Western Railway which earned 
the sixth annual national award 
from the Saturday Review for the 
top public relations ad of the year 
in 1958. 

While on the subject of Mr. 
Whittaker’s polished copy, many 
may be glad to learn that he wrote 
(also for the Norfolk and Western) 
a much-admired and often repro- 
duced patriotic ad titled “I am 
the Nation.” 

It was printed by scores of 
newspapers as an editorial and 
Cecil Brown read it over his 320 
Stations in its entirety, saying, 
“The man who wrote this deserves 
a medal.” Also, it was read before 
Congress, introduced into the 
“Congressional Record,” and used 
in the last inaugural ceremony in 
Washington. The music depart- 
ment of Purdue University used 
the copy verbatim in a musical 
dramatization. 

My thanks for a thoroughly di- 
versified and always fresh pub- 
lication. 

Thornton M. Tice, 

Promotion Manager, Times- 

World Corp., Roanoke, Va. | 


os + J 
Kendall Makes a Correction 
To the Editor: There was just | 


one minor inaccuracy in that piece 
you wrote about the rise and fall 
of Advertising & Selling—later 


changed to Advertising Agency 
(AA, Aug. 25). 

After I resigned from the Moore 
Publishing Co., I started a publi- 
cation called Suburban Life in New 


| Jersey. But it didn’t fail. Finding I 


didn’t care to work in the suburbs, 
I sold it to another publisher and 
it is still going strong. 

Frederick C. Kendall, 
Executive Vice-President, 
Tide, New York. 

e ° . 
Praises Field’s Use of 
Color Spots in B&W Ads 

To the Editor: I’m certainly sur- 
prised that your Voice of the Ad- 
vertiser column has not had any 
comments about Marshall Field’s 
unusual use of four-color news- 
paper advertising. I am referring 
to the full-page ads that were done 
entirely in black and white art- 
work except for one small area of 
four-color photography. 

From an advertiser’s point of 
view, the most impressive part of 
the whole campaign is the courage 
of Marshall Field’s management in 
running an expensive series of ads 
that were so unusual. Certainly 
the ads were open to criticism— 
after all, Field’s paid for a page of 
color and used only a few lines. 

I suppose Field’s fearlessness in 
presenting new ideas could be con- 
sidered a major factor in their con- 
tinual leadership in the department 
store business. But, even with this 
realization, I wonder how many 
advertising agencies would have 
the courage to seriously suggest an 
idea so daring—and I wonder how 
many managements would accept 
it. 

Rodger Mitchell, 

Advertising Manager, Booth 

Fisheries Corp., Chicago. 


© cs © 
Says Weiss Thinking Applies 
Only to Backwoods Stores 

To the Editor: E. B. Weiss’s col- 
umn, “The High Cost of the Fussy 
10% of Customers” (AA, June 23), 
should have been subtitled “The 
Even Higher Cost of Fuzzy Analy- 
sis.”” 

No one will argue with his state- 
ment that a small percentage of 
customers accounts for a maxi- 


}mum percentage of complaints or 


insistence on lesser known brands. 
But per se these figures taken at 
face value can lead to a great 
many false conclusions. 

The percentage of customers who 
will take the trouble to complain 
or return merchandise will always 
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2€ small. That’s because of human 
nature. The average customer sim-| 
ply switches brands, or stores, | 
when dissatisfied, and this is an| 
even more serious type of com-| 
plaining . . . and infinitely harder 
to measure, 

His implication that retailers 
stock only the best-selling items is 
downright ridiculous. For one 
thing, this sort of policy would pre- 
vent new items and new brands 
from ever gaining any decent sta- 
tus on the market. In many fields 
the leading brands today were the 
off-brands only a few seasons ago. 
The filter tip cigaret is a typical 
example. Hi-fi sets, vodka, foreign 
cars and a host of other items 
that accounted for a trivial percen- 
tage of retail sales a short time ago 
ire rapidly giving established 
items stiff competition. An analy- 
sis of the growth of sales of such 
items certainly refutes Mr. Weiss’ 
contention that odd brands and 
odd items aren’t worth bothering 
with. 

Has Mr. Weiss analyzed the pur- 
chasing power or influence of the 
“fussy fringe?” What percentage of 
them are the trend starters? What 
percentage of returns for “super- 
ficial reason” are made by the 
stores’ best charge account cus- 
tomers? 

One of the main reasons a wom- 
an will take the trouble to fight 
traffic, hunt endlessly for a down- 
town parking place or ride a 
jammed subway or bus in order to 
shop in a department store is the 
fact that the department store (or 
chain store) offers such a wide se- 
lection. She enjoys shopping and 
comparing brands, values and 
prices. 

Mr. Weiss should lift his nose out 
of the statistics sheets and study 
human nature a little more. Or 
else he should burrow a bit deeper 
into the statistics and get a more 
accurate picture of not only to- 
day’s sales figures, but of the 
trends. 

It may also be true that the 1958 
net profit percentage of most 
mass retailers will not be as pleas- 
ant reading as in 1957 or ’56. Many 
manufacturers are faced with the 
same bleak prospect. Mr. Weiss 
need merely read the pages of Ap- 
VERTISING AGE to see how often the 
headlines say “Sales Up, Profits 
Down.” There are too many other 
economic factors involved for him 
to have drawn the conclusions pre- 
sented in his column. 

The proportion of sales of off- 
brands may even be down this 
year, but that’s usually true in 
any recession. Store buyers stock 
these items in less depth, automati- 
cally reducing the sales potential 
on them, and the public is less 
willing to gamble on unknown 
brands when it has to shop more 
carefully. 

Many women will do a major) 
portion of their shopping in a par- 
ticular store simply because it car- 
ries one or two off-brand items 
they particularly like What better 
traffic builder can you get than 
items women have difficulty in 
finding elsewhere in town? Do suc- 
cessful department stores advertise 
only their top volume items, or do 
they attract customers by occa- 
sionally featuring the unusual? 

Mr. Weiss’s merchandising phi- 
losophy may be well suited to the 
backwoods general store. I doubt 
whether the large department 
store, discount house or drug chain 
would benefit from such thinking. 

Leo Leslie, 

Advertising Manager, Wellco 

Shoe Corporation, Waynesville, 

N. C. 


Rides With the Gay ‘90s 

To the Editor: We are quite ex- 
cited over [the E. B. Weiss] article 
appearing on Page 54 of the Aug. 
11 issue of ApvERTISING AGE. This 
is under the title, “Coming—a Gay 
90s Fad.” ; 


It’s nice to have one’s thinking 


i\dvertising Age, September 22, 1958 


confirmed by such a story in your 
paper. My associate and I have 
been working for two years clear- 
ing the name “Gay 90s” for use on 
bread and related products. 

Since acquiring the rights we 
have completed the development 
of a package and campaign, and 
are presently scheduled to break 
in several markets—simultaneous- 
ly—in November. 

We are quite anxious to know 
whether or not we may have per- 
mission to reprint the above men- 
tioned article—without adultera- 
tion, of course—for use in our 
direct mail and personal contact 
work. 

Cris Smallridge, 

Criss Smallridge Advertising 

Inc., Charleston, W. Va. 


‘Favorite Ad’ Packs a 
Hazard for Bathing Beauty 

To the Editor: Your story (Page 
3, Aug. 25) paid a well-earned 
tribute to Reva Korda. 

If I wore a hat I'd lift it high to 


the gracious and talented lady who 
has the good advertising sense to) 
say: “I read some ads and wonder 
if they were really written by 
some one who speaks English...” 

But let’s eschew telephoning | 
from the bathtub; it’s hazardous— | 
consult the National Safety Coun- | 
cil, or the nearest electrician; the 
possible jolt would knock the smile 
off the dove in the tub. 

And never, never hook up a 
radio, tv, or hi-fi set while similar- 
ly engaged. You could get yourself 
thoroughly electrocuted. 

Luther Weaver, 

Weaver-Gardner Inc., St. Paul. 


1,000 Inquiries, One Bouquet 
To the Editor: I’m sure the paper 
must have had many such com- 
ments, but I thought you’d like 
to pass this along: 
We’ve never had such response | 
from anything as we’ve had from} 
our seven listings from AbDVERTIs- | 
ING AGE’s May 5 “Market Data | 


Issue.” | 
As of the latest batch forwarded | 
to us last week, it comes to just) 
about 1,000 inquiries for reprints | 
from your readers. We've been | 
hard-pressed to keep up with de-| 
mands—a pleasant headache. 
Robert S. LaVine, 
Editor, Premium Practice, New 
York. 
. . ° 


A Car Is for Fun, Too 

To the Editor: This is being 
written as an open letter to pub- 
licly commend and thank John M. 


Weiler, director of advertising, The | 


Manhattan Shirt Co., for his letter 
in your Sept. 8 issue. 

Yes, Mr. Weiler, there is some- 
one left “who enjoys an early 
morning drive, top down, to watch 
the sun rise or the city wake from 
slumber .. .” and there are many 
of us who still thrill to “a slow 
cruise in the back country farm- 
lands.” Regrettably, this apprecia- 
tion seems to be limited to the some 


113 


3,000,000 owners of foreign and 
sports cars. 

Could it be that people have for- 
gotten that a car is to have fun 
with, too? 

My advice to the readers: for- 
get the big, thick lines on your 
road maps! Try some of the little, 
skinny ones and LIVE! 

Bob Kintner, 

Account Executive, Lee Don- 

nelley Co., Cleveland. 

e * + 
‘Fair and Objective’ 

To the Editor: Thanks for the 
very fair and objective treatment 
|given the letter sent by our gen- 
eral secretary to the editors of 
The Saturday Evening Post. 

We have always appreciated the 
effort ADVERTISING AGE has made 
to present both sides of the story 
whenever the subject matter is 
controversial. 

Roger Burgess, 

Director, Department of Com- 

munications, The Methodist 

Board of Temperance, Wash- 

ington, D.C. 
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This new book proves . 
that N.E.D. brings % 
more returns per . 
advertising dollar! 


Write for your copy Now. - 


If your advertising program ~. 
has to produce NOW...with * 
.. no if’s, and’s or but’s— 


... to step up the que 
of your advertising 


ntity and quality 
results 
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‘New Products Will 
Dominate Industrial 
Ad Field in ‘59: ‘IM’ 


CHICAGO, Sept. 17—New products 

|—revamped old ones and com- 
| pletely new lines—will dominate 
| the industrial advertising picture in 
| 1959. And the generally larger ad 
| budgets that will be allocated to 
help sell them will be a major fac- 
tor in next year’s industrial ad 
business. 
At the same time, advertisers are 
‘likely to be more selective about 
their media in 1959 and demand 
more evidence of the effectiveness 
of their ad spending. 

These prospects—the consensus 
lof 25 nationally known industrial 
|admen—are detailed in the Sep- 
ltember Industrial Marketing, out 
last week. In the special report, by 
Dick Hodgson, IM’s executive edi- 
tor, Mr. Hodgson says that the fact 
that there was no disagreement 
about key questions among those 
covered in IM’s opinion survey is 
significant. 


s Other key points of agreement, 


Stoetzner 


Iveroth 
IN SCANDINAVIA—Dr. Eric Stoetzner, foreign advertising director of 
the New York Times, reported on the U.S. economy in a talk to a 
Stockholm meeting arranged by Swedish members of the Interna- 


tional Advertising Assn. Dr. Stoetz 


Advertising Age, September 22, 1958 


Elinder Hedin 


ner talks here with Axel Iveroth, 


director of Sweden’s Industry Assn., Erik Elinder, director of Wilh. 
Anderssons, leading Swedish ad agency, and Goran Hedin, director 


of the Swedish 


Tourist Assn. 


| Lockheed’s Art Director 
Wesley Gets Top Art Award 
| Maggie Wesley, art director of 
|Lockheed Aircraft Corp., won the 
| gold medal award for the best en- 
| try in the eighth annual exhibit of 
|the Art Directors Club of Atlanta. 
'She also received a first place 
award in the humorous illustration 
| category. 

First awards in other categories 
| went to Herbert Meyers, Mead-At- 
/lanta Paper Co., for art direction; 
|Chester Sailor, Design Enterprises 
Inc., for layout; Richard H. Brun- 
jell, for illustration; Cox, Kjeldsen 
|& Parker Studio, awards for book- 
let and folder design and for poster 
|and display design; J. Pat Denman, 
|for painting; James Haynsworth, 
Design Enterprises Inc., for mag- 
azine ads; Frank Johnson, Tucker 
Wayne & Co., for newspaper ads; 
Maxine Yalovitz, for package de- 
sign; John S. McKenzie, Higgins- 
McArthur Co., for typographic de- 
sign, and Jerome Radin, Liller, 
Neal, Battle & Lindsey, for tv and 
storyboard design. 


RAB Adds Anderson 


Don Anderson, formerly with 


|}age up to 711%. 
‘ | On the other hand, he points out, 
e Budget plans are likely to cov- 


. ‘ |page volume has been somewhat 
|er longer periods of time than usual 


KXOA, Sacramento, has been ap- 
pointed account executive on the 
national sales staff of the Radio 


Carillon Boosts 
Ad Campaign for 


the report says, are: 


less progressive in that period. 1957 


who buy 
your products 


who prepare 
the plans and desi 
which set up yo 
product sales 
™ 
APPRAISERS 
AND 

LENDERS 


\ 


' 
i 


who appraise 
and finance 
your products 
for inclusion 
in 
mortgages 


DISTRIBUTORS 

AND DEALERS 

who supply and 
promote 

your products 


REALTORS 
who evaluate and sell 
your products at 
the final point of sale 


HOUSE & HOME is the only maga- 
zine through which you can tell your 
sales story to all these profession- 
als who control product sales in 
home building. 

In HOUSE & HOME alone your ad- 
vertisement is read by the builders 
of as many houses as read any 
builder magazine, the architects 
of as many houses as read any 
architectural magazine, more 
mortgage lenders than read any 
mortgage finance magazine, more 
distributors than read any dealer 


magazine, more 

realty men than ouse 
read any realty m 
magazine ..... Oo e 
home building’s only industry magazine 
S Rockefeller Plaza, New York 20,N. Y. 


& 


/ and new methods of budget plan- 
ning will be evolved by many ad- 
vertisers. 


e The recession has resulted in 
greater recognition among adver- 
tiser management of the impor- 
tance of industrial advertising’s 
|role in the over-all advertising 
| operation. 


|e Direct mail—in spite of the post- 
al rate increases—and pr are des- 
tined to become more important 
in the marketing operation. 


e Corporate advertising, which 
“slacked when recession fever hit,” 
the report says, will come back 
stronger than ever in 1959. 


e Export marketing, which many 
companies found to be helpful in 
offsetting the recession, will gain 
more emphasis. 


s All of these prospective devel- 
opments, Mr. Hodgson says, indi- 
cate a growing concern with the 
marketing concept which, he says, 
has until this year’s economic 
downturn been little more than a 
conversation piece. 

Increased and improved coordi- 
nation between sales and adver- 
tising efforts, he notes, has been 
one result of the emergence of this 
marketing concept as a_ serious 
movement in marketing circles. 


GAIN FOR BUSINESS 
PAPER ADS PREDICTED 


CuicaGo, Sept. 17—Business pa- 
per ad page volume is likely to in- 
crease in 1959 and might easily 
match the 1,280,000 pages attained 
in 1957, according to a prediction 
in the September Industrial Mar- 
keting. 

In an article depicting an upward 
trend in business paper ad dollar 
volume, Angelo R. Venezian, vp 
of McGraw-Hill Publishing Co., 
New York, says that if this 1957 
page record were equaled in 1959, 
the dollar volume gain in 1959 
would be about 10% over 1958. 
This, he says, would result because 
of rate increases in the past year. 


= Business paper page volume of 
ads in 1958 looks as if it will be 
about 8% off from the 1957 level, 
Mr. Venezian says. But, he adds, 
because of the rate increases, dol- 
lar volume will probably show a 
gain of about 2% over 1957, for 
a 1958 total of $519,000,000. 

The over-all picture of business 
paper advertising has been one 
of steady gain, Mr. Verezian as- 
serts. The dollar volume, he notes, 
has increased some 695% from 
1940 to 1957. He suggests 1959 may 
be a year that sends that percent- 


|Ill., has appointed William R. Wil- 


page volume, he says, was only) 
209.4% over 1940. 
s In a long, long look ahead, aoe | 
Venezian says projections of U.S.) 
population figures, gross national | 
product, plant and equipment ex-| 


penditure figures and other indices|it has ever run for an imported | 


suggest that business paper dollar | 
volume will be $800,000,000 by) 


| 1965, $1,200,000,000 by 1975. 


In the meantime, he adds, in-| 


creased interest in scientific and|an enigmatic headline, “May we| 
technological data by businesses | take you to our leader?” Whimsical 
and educational institutions in this| allusion to the cooking properties | i 
age of sputniks is bound to increase | of Grand Marnier will also be fea- | 
| tured. One ad carries the statement | 

|that the liqueur “gives a duck | | 
Serta of S.F. to Wenger-Michael | something to die for. . . a dessert a | 


business paper readership. + 


The Serta of San Francisco di- 
vision of Simon Mattress Mfg. Co. 
has shifted its ad account from Er- 


Wenger-Michael. EWRR has had| 
the account since last year when | 
Ruthrauff & Ryan was named to} 
direct advertising for the national 
Serta account. Previously it was 
handled by Garfield Advertising. 


William Williams Adds Two 


Interstate Steel Co., Evanston, 


liams Co., Chicago, to handle its 
advertising. Henri, Hurst & Mc- 
Donald formerly handled the ac- 
count. Williams Co. also has been 
named to handle advertising and 
sales promotion for Paint, Oil & 
Chemical Review, Oak Park, III. 


Grand Marnier 


New York, Sept. 17—Carillon 
Importers Ltd., U. S. distributor 


of Grand Marnier Liqueur, will | 


break this month in 14 publications 
the heaviest advertising campaign 


luxury liqueur. 

The new campaign, to run 
through the remainder of the year, 
will feature stylized artwork and 


reason for being.” 
Media include Carnegie Hall 


| Concert Program, Cue, Diner’s| ; 
win Wasey, Ruthrauff & Ryan to| Club Magazine, Esquire, Gourmet, | | RET ee Sk te ella 


Holiday, House & Garden, Living 
for Young Homemakers, News- 
week, Playbill, Sales Management, 


| Social Spectator, The New Yorker, 


and Vogue. 
The campaign has been made 
possible by a 30% increase in the 
advertising budget for the liqueur. 
Gore Smith Greenland Inc. 
the agency. + 


Richardson to Boyden 

Paul C. Richardson, formerly a 
vp of Young & Rubicam, has joined 
Boyden Associates, New York ex- 
ecutive selection consultant, as an 
associate. 


is | 


Advertising Bureau, New York. 


rr 


‘In the leadership spotlight. 


I 


>» 


Top-drawer advertisers 
| are buying WGN 


|  You’re in good company when 
| you join smart time-buyers who 
| select WGN to sell millions of 
| dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
| WGN ’s policy of high quality 
| at low cost even more attrac- 
| tive to you. 


_ WGN-RADIO 


GHICAGO, ILLINOIS 


in Retail 


GET YOUR SHARE OF 
THESE BOOMING 
SALES— 


Advertise where Sioux City 
and Siouxland sales begin, 
on the pages of Sioux 
City's daily newspapers. 


Che Sioux City Sournal 


JOURNAL-TRIBUNE 


National Representatives — JANN & KELLEY, INC. 


LEADS THE NATION 


Sales Gain 


for Third Straight Month! 


In June, again in July and now again in August, 
Sales Management forecasts Sioux City as the 
nation's hottest selling spot. 22% above the na- 
tional average in sales gains over August '57. 
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idvertising Age, September 22, 1958 


Zany Jell-0 
Ads Show Signs 
of ‘Weekening’ 


New York, Sept. 17—General 
Foods and Young & Rubicam are 
having great fun celebrating Na- 
tional Jell-O Week—every week in 
the year. 

They started back in March, with 
National Put Bounce in the Baby 
with Jell-O Week. Since then they 
have had Serve Vegetables in 
Jell-O Week; Jell-O on the Day 
Before Payday Week; Be Prepared 
with Jell-O Week; Serve Jell-O 
with Cream Week; Drink Jell-O 
Week; Bellow with Jell-O Week; 


It’s National Put-Bounce-in-the-Baby- 
With-Jell-O Week 


We pee eater» spent ee of 5 ea tome 
an nereeaararnes 


Serve Jell-O with Fruit to Boot 
Week; Use up your Leftovers in a 
Jell-O Salad Week; Serve some 
other Jell-O Flavor Besides Red 
for a Change Week; Crazy Mixed 
Up Jell-O Week and Trim Your 
Torso with Jell-O Week. 


And there are no signs that Y&R | 
is running out of Jell-O weeks to) 
celebrate. Coming up soon on radio 
are For Heaven’s Sakes Make 
Enough Jell-O Week and Be Kind 
to Your Mother-in-Law with 
Jell-O Week—and after that who 
knows what. 


® This kicked off as a network 
tv and print campaign; after a cou- 
ple of months network radio was | 
added to the media schedule. Col- | 
or pages are running in Sunday | 
supplements. On television the cel- | 
ebration is being staged on ABC’s| 
“Disneyland.” 

The scheduling of these weeks is 
somewhat casual, since the same 
ad runs one week in The American 
Weekly, Family Weekly and in- 
dependent supplements, and the 
next in This Week Magazine and 
Parade. Some of the ads use car- 
toon illustrations; others, photo- 
graphs. 

What’s more, a week which was 
commemorated some time ago in 
print may be observed at an al- 
together different time on network 
radio and television. 

For example, mothers-in-law, 
who had their day in supplements 


It's National Be-Kind-to-Your- 
Mother-In-Law-With-Jell-O Week! 


in April, will be coming up late 
this month on radio. The radio 


schedule of 30, 10 and seven-second 


announcements is spread out over 
all four networks. The schedule for 
radio is one week on and the next 
off, with various programs being 
used. 


® The radio copy is less light- 
hearted than that in the supple- 
ments or on tv. Don Wilson, who 
used to work with Jell-O in the old 
days when Jack Benny was its ra- 
dio mainstay, comes on with: 

“Its National be kind to your 
mother-in-law with Jell-O week!” 

He is interrupted by a singing 
group which advises: 

“Tell everybody you know, and 
don’t, don’t, don’t let the week go 
by without Jell-O.” 

Mr. Wilson takes over again: 

“This is Don Wilson, saying: 
Jeil-O makes a special treat that 
even a mother-in-law will love. 
She can’t say it’s too rich, too 
heavy, too expensive, too anything 
but delicious. Be kind to your 
mother-in-law with Jell-O—this 


week.” 


® Television combines the “tell 
everybody you know” jingie with 


an amusing animated situation. For 
example, some Boy Scouts come up | 
with a strange jumble when they | 
try to hold up cards spelling out 
the National Jell-O Week slogan, 
and a lively cow spreads the news 
about you-know-what-with cream 
to a farmer as he milks. 

The tv minutes are running on 
a spot basis in five midwestern 
cities, as well as on “Disneyland.” 
From time to time spots have also 
been scheduled in Chicago. # 


McGraw-Hill Boosts Girwood 


James Girwood, advertising 
manager of Electronics, a Mc- 
Graw-Hill publication, has been 
named associate publisher, a new 
position. The publisher is H. W. 
Mateer. Mr. Girwood has been as- 
sociated with McGraw-Hill since 
1948. 


Radiant Names Goehring 

Radiant Dress Co., New York, 
has appointed Goehring, Pennoy- 
er Agency, New York, to handle 
its advertising. The company for- 


merly placed direct. 


115 


been 


cation has 


William N. Brown, vp in charge | elected to the company’s board of 


Adman Elected to Board 


equipment, 


of marketing of Dictograph Prod-|directors. He joined Dictograph 
ucts, New York, manufacturer of|the first of the year from Zenith 
hearing aids and intercommuni-! Radio Corp., where he was vp. 


HOW DO YOU KNOW WHEN THE 
ZC MELON’S RIPE? 


Anybody can thump a water- 
melon, but it takes experience to 
know when it’s ripe. Right now, 
the juicy farm store field is ripe 
for a publication all its own— 
Farm Store Merchandising. The 
market’s a juicy $22 billion. 
Wouldn’t you like a slice? 

For information, see BPRD Clas- 
sification 44A or write: 


Po SSS AOR Se oF SRS Eo --4 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 


é 


Business Offices and Studios in Norfolk 


“T have but one lamp b 


a 


y which my feet are guided, 


‘and that is. the lamp of experience.” 


There can never be another station in Tidewater, Va., with 
the length of priceless experience that WTAR can give you. 
For WTAR is the oldest radio station in the nation’s oldest 
State. This is one of the reasons why the voice of WTAR is 
the most infiuential voice in Tidewater*, 


Our SF y) “UO drpivh edaey 


NAS TT 
FR A LO 


rr 
ae. 


790 KILOCYCLES - CBS NETWORK 


President and General Manager—Campbell Arnoux 
Vice President for Sales—Robert M. Lambe 
Vice President for Operations—John Peffer 


‘ a ) rae 
Hirstin Lin (HM 


*TIDEWTAR is a better way to spell it. . . and sell it— 
the great Norfolk-Newport News market, largest metro 
area population in state, 6th in South, 27th in U. 3, 
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YOUR 
BUILDING 
PRODUCTS 
ADVERTISING 


covers 
every stage of 
product sales in 
home building 


DESIGN AND 
SPECIFICATION 
where your 
product sales 
are first 
set up 


PURCHASE ORDER 


where your products 


APPRAISAL 
AND 
FINANCE 
where your products 
are evaluated for 
inclusion 
in mortgages 


DISTRIBUTION 


where your products 
are supplied 


where your product's 
brand name 
is displayed to 
the final consumer 


HOUSE & HOME is the only maga- 
zine through which your advertising 
can reach the men in charge of all 
these phases of product decision. 
In HOUSE & HOME alone your ad- 
vertising is read by the architects of 
as many houses as read any archi- 
tectural magazine, the builders of 
as many houses as read any builder 
magazine, more mortgage lenders 
than read any mortgage finance 
magazine, more distributors than 
read any dealer magazine, more 


realty men 

than read ouse 
any realty ~& 
magazine. ome 
home building’s only industry magazine 
9 Rockefeller Plaza, New York 20, N. Y. 


‘Gotta Go Up or Quit’ 


in Agency World, 


‘Says Boss in Shepherd Mead’s New Novel 


By Milton Moskowitz 


New York, Sept. 16—Shepherd 
Mead, who used to toil in the gold- 
fields of Madison Ave., has written 
one of those “now-it-can-be-told” 
novels of life in the advertising 
agency business. 

“The Admen” (Simon & Schu- 
ster, $4.00), which was published 
last week, is a witty, acid and, on 


ithe whole, frightening account of 


| how people comfort themselves in 
| this high-pressure atmosphere. 

| It is, for an ad novel, a con- 
ventional picture, directly in line 
lwith the tradition of Frederic 
Wakeman’s “The Hucksters,” 
published 12 years ago. 

Mr. Mead, like Mr. Wakeman, 
|has forsaken advertising for full- 
time writing. He resigned from 
Benton & Bowles two years ago. 
| _ The locale of “The Admen” is 
‘Branch Torrey Associates, a $20,- 
000,000 agency caught in the 
Madison Ave. whirlpool. Branch 
|Torrey, a crude, hard-sell adman, 
|who built the agency from scratch, 
|explains it this way: 
| “This is the way I figure it. 
|This year we’re doing maybe 
/$19,000,000, $20,000,000 in billings. 
There is a funny thing about this 
|business. You stand still in your 
billings and the profits start to 
drop, your expenses go up. You’ve 
| gotta go up or quit. It’s like you’ve 
lclimbed up one hill, and there is 
lanother hill up ahead. To be in 
|the big time you gotta get up 
laround $50,000,000 or more. We 
jare going to get there.” 


= Mr. Mead traces the activities 
of the Torrey agency over a period 
of 18 nerve-wracking days. He 
itells his story from the viewpoints 
lof different people in the agency— 
ithere is no one central character. 
A reader would be justified in 
‘concluding that advertising is an 
all-consuming occupation. 

The action pivots around two 
events—Torrey’s resignation of 
Rob-El-Co., a $1,500,000 electrical 
appliance account, and its frantic 
efforts to snare the electric shaver 
account of a giant GE-type com- 
pany. 

The story details how an agency 
goes out for new business. And Mr. 
Mead’s novel is also one of the 
first to deal concretely with the 
| actual process of ad-making. One 
lof the book’s recurrent themes is 
the difficulty am agency has in 
getting a bright idea through a 
corporation ruled by research- 
minded committees. 

Admen will find “The Admen” 
rewarding reading for its deft 
character portrayals. “Once upon 
a time all the properly educated, 
|blank-faced young men went 
|down to Wall St. It was the thing 
ito do. Now they all come to 
Madison Ave.” 


# Sherwood Ernst, the president 
of the Torrey agency, is one of 
these “blank-faced” men. He is 
distinguished by his lack of talent 
for anything, his ability to dress 
right and impress clients. About 
| advertising he knows next to 
|nothing. “His wheels are always 
spinning, but his tires never touch 
the ground.” 

Mr. Mead’s favorite character 
appears to be Findlay Fraser, the 
$18,500 copywriter who has a 
drink problem. He has had six 
jobs in the past seven years. “Finn 
had a theory that anyone could 
be a copywriter who could get 
through freshman English, had a 
sense of duty, a strong stomach 
and a modicum of greed. He 
wouldn’t be any good, but he’d 
get along, borrowing ideas and 
reworking them, bleeding over 
clumsy sentences, rising slowly by 
seniority and the natural erosion 
of others, pyramiding little raises 
over a decade or two into a salary 


| that commanded respect, and 
heaping up experience that was a 
massive 
| things you couldn’t do. If he were 
\safe and steady enough, learned 
to marshal the ideas of others and 
|to be glib at meetings, he would 
irise, as Greg Burnham had risen, 
to be a copy chief and make 
perhaps $50,000 a year.” 


® Mr. Mead, who was television 
copy chief at B&B, saves his most 
poisonous barbs for Greg Burn- 
ham, the copy chief—a fatuous 
theatrical fawner who has no ideas 
of his own. “Burnham is the kind 
who was more impressed by a 
roomful of bad attempts than by 
one ad that was right.” His uni- 
form was a brown suit, and shirt 
and brown tie. He twirled his 
glasses by one earpiece during 
meetings, and he spoke always in 
a Madison Ave. jargon such as: 
“I put a whole task force on this, 
right after our meeting. I led them 
myself in a Brainwaving session 
|which was highly stimulating and 
|which I feel gave rise to some 
|interesting alternatives.” 

If there is a villain in the piece, 
it is Chip Sterling, a smooth- 
|talking manipulator who is driven 
iby a simple lust for power. In 


leaving a $32,000 post with a 
|Chicago agency to come east with 
la drug account in his pocket, Chip 
has the following conversation 
with his employer: 

“Chip, I think at heart you’re a 
son of a bitch.” 

“Why?” 

“I don’t know. I once thought 
no one was bad inside, if you got 
\to know them, but sometimes I 
think the farther inside you I get, 
the less I like it.” 

“Isn’t that true of everyone?” 
“No, I don’t think so. No, I 
|wouldn’t want to think that, Chip. 
|The farther down I get into you 
the more wheels I see turning.” 


“Calculation.” 
“Veo.” 
= Chip “wondered sometimes 


whether goodness were another 
word for absence of thought, and 
whether calculation must always 
be equated with evil. It was a 
strange society that had attached 
such a connotation to such a 
word.” 
| Social reformers looking for a 
‘solution to this state of affairs 
will find none in “The Admen.” 
This is a slice-of-life novel, with 
no judgments, except perhaps 
Findlay Fraser’s epitaph: 

“Never before had such an array 
of captive mentalities been 
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fered Tremendous Advertisements 
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of an extremely high caliber. “Gag 
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competition on so many problems 
that were essentially so ludicrous. 
A new Freud, Finn thought, would 
find some interesting debris, and 
it would be mixed with Benze- 
drine and caffeine and Dexedrine 
and alcohol.” # 


La Rosa Schedules Campaign 


will cultivate both the kiddies and 
their parents who eat macaroni 
products with the biggest tv-ra- 
dio campaign in the manufactur- 
er’s history. Children who send in 
winning names for the La Rosa 


Car Gos. 


prizes will be offered including a 


the national and local winners. 
Participations are scheduled on 
children’s programs starting Sept. 
22 through November on stations 
in New York, Albany, Newark, 
Baltimore, Boston, New Haven, 
Hartford, Philadelphia, Pittsburgh 
and Providence. Hicks & Greist is 
the agency. 


Avery-Knodel Adds Carlson 
Frank Carlson, formerly with 
Forjoe & Co., has been appointed 
to the radio sales staff of Avery- 
Knodel, radio-tv station repre- 


brought to bear in such deadly 


sentative, New York. 


V. La Rosa & Sons, Brooklyn, | 


trademark will win both a Power || 
battery-motored junior || 
| Thunderbird and an adult-sized |} 
|car for their parents. Over 1,485 


Remco toy treasure chest both for | 


_ In the leadership spotlight 


Top-drawer advertiser. 
are buying WGN 


You’re in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 


Pes Fy 


MAT 


he! 


Deepmolded, clear-cut R.O.P. mats molded to individ- 
ual newspaper specifications, utilizing Certified Dry 
Mat Corporation’s special R.O.P. Blue Ribbon flongs. 


WAbash 2-1204 


hesswe 


IX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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National R.0.P. | 
Solor Sales Unit — 
Shelved for Now 


(Continued from Page 1) 
Ing organization. 

Pete Benziger, president of Rid- 
cer-Johns, told ADVERTISING AGE 
oday that a proposed organization 
0 sell and promote r.o.p. color 
n newspapers was “put to sleep 
.or three or four months” because 
!cpresentatives and newspaper ex- 
tcutives “‘won’t have time for it,” 
row that the industry will be 
pushing the “total selling” pro- 
gram backed by the Bureau of 
Advertising. 

The decision to shelve the color 
selling group came at a closed 
meeting yesterday afternoon, while 
the color conference sessions were 
going on in the Waldorf-Astoria 
ballroom. 

Reps and newspaper executives 
at the private meeting heard about 
a corporation called Newspaper 
Color Advertising, whose aim 
would be to sell the idea of news- 
papers as a national four-color ad- 
vertising medium. This group 
would sell color space to advertis- 
ers on the basis of 10 to 50 pages 
a year, with frequency discounts. 


s While the sales organization 
would sell newspaper color, it 
also would serve as a source of 
information on the availability of 
color in newspapers, its costs, 
mechanical requirements, dis- 
counts and the like. 

An aim of the proposed organ- 
ization was to have been to rees- 
tablish newspapers as the primary 
medium. Reps and newspaper 
executives have fretted over the 
fact that 1956 figures showed 
that only 16 of the 100 leading 
national advertisers put the biggest 
part of their money into newspa- 
pers. Magazines got the biggest 
appropriation share from 20 and 
broadcast ranked first with 64 
advertisers. 


# The planned organization was 
to have been cooperatively owned 
and operated. Blueprinting of the 
group was done by Mr. Benziger; 
Rufus Doig, of O’Mara & Ormsbee, 
and J. L. Ferguson, of Sawyer- 
Ferguson-Walker Co. 

The organization was to have 
been open to all representatives 
with one or more newspapers of- 
fering four-color facilities in 
cities of 250,000 or more popula- 
tion, and to newspaper publishers 
in those markets which operate 
through branch offices. It was 
figured there are 56 such markets 
and 84 newspapers in them. 

While there “won’t be any time 
for such an organization now,” 
said Mr. Benziger, “it isn’t dead.” 


s Meanwhile, open sessions of the 
color conference, which attracted 
about 600 persons, heard speakers 
including the following: 

A. G. Ensrud, J. Walter Thomp- 
son Co., Chicago, gave the news- 
paper men a temperate and thor- 
tugh analysis of the progress of 
:.o.p. color as an easily bought 
medium, plus a piece of grave ad- 
ice: 

“When it comes to a rate card, 
ie publisher is king. Individualism 
. a wonderful thing in the news 
nd editorial columns. It can be- 

yme a luxury when applied to 

,e routines of business. If a cli- 
-nt on the phone mentions seven 
,arkets, all of which in his opinion 
re of equal importance, and he 

ants the page cost—while he is 
till on the phone—of any five, 

‘hat is going to happen if five 
.ewspapers supply the cost auto- 
natically and two newspapers re- 


yuire reference to data in several 
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How Newspapers Specify R.O.P. Color Rates 


*TOTAL NEWSPAPERS. ................ 


Non-Standard Sizes: 


*TOTAL NEWSPAPERS. ...........000 


1958 

Newspapers Newspapers Newspapers 

with Black with Black with Black 

& 1 Color & 2 Colors & 3 Colors 
Type of Rate Specified No. % No. % No. % 

Standard Sizes: 

Standard Unit Color Cost ........ eileen 672 90.9 374 92.1 291 90.6 
i annsbet 4 O05 1 0.3 1 0.3 
Line Rate (including Color) ............ 3 04 1 O3 1 O03 
ee, II ic cicarsncnsenianntqroevetse 45 6.1 25 «6.1 24 7.5 
% Premium 3 2.1 S 4 13 


739 100.0 406 100.0 321 100.0 


ia iccenciesericertorent 24 3.4 15 44 3 $5 
Line Rate (Including Color) .............+ > oS 12 346 6 25 
Dollar Premium 436 61.0 217 64.2 152 64.4 
% Premium 232 32.5 94 27.8 65 27.46 


714 100.0 338 100.0 236 100.0 
*Listings of total newspapers vary because not all newspapers show non-standard 
costs. Tabulation based on June-July, 1958, Standard Rate & Data Service. 


spots and four calculations before 
the answer can be given?” 


s Earlier Mr. Ensrud has praised 
the newspaper business for its 90% 
agreement on standard unit quo- 
tation—i.e., 1,000 lines, 1,500 lines 
and full pages. He also commended 
publishers for the standard unit 
cost system and for the “dollar 
premium” device, used instead of a 
“% premium.” “It is just good 
business to make it easy for the 
buyer to determine the costs,” he 
said. 

Mr. Ensrud’s presentation indi- 
cated that publishers are much 
more realistic about leeway than 
they were in 1954. Where 84.5% for 
black and one color showed “no 
specific leeway” in 1954, 48.7% 
show a specific number of days 
four years later. 


= Mr. Ensrud noted that publish- 
ers are trying to reduce the num- 
ber of days of leeway, that avail- 
ability is improving, and that data 
on reservations, closing and can- 
celation dates are improving. 


He advised publishers that they |; 


can compare their rate cards with 
the averages from the charts. 

“Should your checks indicate 
that your rate card is peculiar,” 
he commented mildly, “you might 
review the reasons why. It seems 
to me that the publishers who are 
included in the ‘do not specify’ or 
‘not specified’ group should not 
complain if the media buyer as- 
sumes that there are no specifica- 
tions.” 


= Vernon Spitaleri, president of 
Sta~Hi Color Service, Fullerton, 
Cal., urged agencies to use r.0.p. 
color more effectively. He said (1) 
agencies should drop newspapers 
that give “poor quality” color 
service, (2) they should insist on 
getting proofs pulled with stand- 
ard ANPA-Four A’s process colors 
“on garden variety newsprint 
without makeready and no manip- 
ulation” and (3) that agencies 
should insist that ANPA-Four A’s 
standard inks be used by both en- 
gravers and newspapers. + 


‘LH]' Drive Plugs New 
"Womanpower’ Theme 

The Ladies’ Home Journal, whose 
ads have cautioned the world not 
to underestimate women since 1941, 
has launched a new campaign in 
newspapers plugging the theme, 
“Womanpower, the buying power 
of Journal women.” 

Ads carrying the magazine’s 
catchline, “Never underestimate 
the power of a woman,” as well as 
the new slogan, are appearing in 
New York dailies and on outdoor 
posters in major eastern markets. 
Also scheduled are pages in the 
Sept. 22 issue of Life and the Sept. 
20 issues of The New Yorker and 
The Saturday Evening Post, plus a 
heavy advertising trade paper 
schedule. 


Moore Defends Car 
Styles, Advertising 
in CFAC Speech 


(Continued from Page 1) 
the demand for bigger luggage 
compartments, more comfort, con- 
venience and safety. 


s On advertising, he said: “I have 
never met an advertising man in a 
non-automotive agency who is not 
anxious to revolutionize automo- 
bile advertising. He usually says 
it’s in a rut. It’s stereotyped. 

“But when the same guy gets a 
shot at creating automobile adver- 
tising, he ends up hewing to pretty 
much the same line that seems to 
have been quite successful over 
the years. Like everyone, he tries 
to do it better, make it fresher, 
more imaginative. But revolution- 
ary? No.” 


® There is no such thing as a poor 
advertising medium for selling cars 
. . if you have the money to use 
them and if you take advantage of 
the unique characteristics inherent 
in each medium, Mr. Moore told 
the group. 

The basic approach in Dodge ad- 
vertising is to create want and es- 
tablish buying justification, ac- 
cording to Mr. Moore. 

“But this basic advertising ap- 
proach takes different forms with 
the different advertising media we 
use.” Within the limitations of 
budget, Dodge uses all the major 
media—“as much as we can and as 
often as we can,” Mr. Moore said. # 


AMA Reports Record Results 

The American Management 
Assn. had a total income of $7,- 
600,000, sponsored 1,037 meetings 
attended by 74,720 executives, 
and increased its membership to 
27,889 in the fiscal year ended 
June 30. Lawrence A. Appley, 
president of the AMA, reported 
these results—all record highs— 
at the association’s annual meet- 
ing Sept. 18. 


Lanxer to American-Standard 
William Lanxer, formerly in the 
advertising department of Bakelite 
Co., has joined the plumbing and 
heating division of American- 
Standard, New York, as supervisor 
of media and product publicity. 


He succeeds John C. Adams, who| | 


becomes manager of communica- 
tions services in the company’s 
public relations division. 


Gould Joins F&S&R 

Michael J. Gould, formerly an 
advertising and sales promotion 
specialist for General Electric 
Co.’s meter department, Somers- 
worth, N. H., has joined Fuller & 
Smith & Ross, Pittsburgh, as an 
account executive. 


Citrus Commission 
Buys3 TVShows — 
for $1,456,000 


(Continued from Page 1) 
purchase to spearhead the 1958-59 
campaign, which technically start- 
ed with the fiscal year July 1, but 
which actually gets into full swing 
only with harvesting of the new 
crop this fall and winter. 

A. W. Hobler, chairman of the 
agency’s executive committee and 
management supervisor of 
citrus account, told the commis- 
sion members that a heavy maga- 
zine schedule would have been 
presented this week for approval 
had the tv package not become 
available. As it is, magazines will 
get $580,000, or less than 20% of 
the $3,000,000 budget, with Life 
at the top of the list for the lion’s 
share of this item. 

Newspapers are in the program 
for $590,000, plus another $76,000 
for Sunday supplements. The re- 
mainder of the 12-month budget, 
nearly $300,000, will go for a Ca- 
nadian campaign (approximately 
$100,000), trade paper advertising, 
a special drive in Florida for gift 
fruit shippers and for production 
costs. 

During the 1957-58 season, tv 
time accounted for $1,950,000, 
about two-thirds of the $2,890,000 
consumer advertising program, 
while magazines and newspapers 
had considerably smaller appro- 
priations than will be available 
this year. 


® The new television season for 
the commission will begin in 
December and run well into June. 
From mid-December to late June, 
the commission will sponsor part 
of the Doug Edwards news show 
every Friday evening; in Decem- 
ber and January the board will 
be an alternate sponsor Sunday 
nights on ‘“What’s My Line.” From 
February through most of June 
the “Perry Mason” show will 
carry citrus commercials on Sat- 
urday nights. 

Faced with a continuation of 
high prices and relatively short 
supply of citrus and citrus prod- 
ucts—resulting from tree damage 
sustained in last winter’s heavy 
freezes—the commission’s adver- 
tising story will lean heavily on 
the health and nutrition approach 
this season. There will be a strong 
effort to forestall the threat posed 
by increasing competition from 
synthetics, additives and fortifiers 
used in ades, instant mixes and 
soft drinks, agency spokesmen 
pointed out. 

Grapefruit will be promoted as 
a “gold mine of vitality vitamin 
C,” and oranges as a “powerhouse 
of vitamin C.” The strong central 
theme stressing the importance of 
“natural” vitamin C_ will be 


carried through tv, magazine and 


‘ERHOU: 


of Vitamin C 
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we thee 


FRESH-FR 
ORANGE JUICE from Florida 


POWERHOUSE—This ad by the Flor- 
lida Citrus Commission carries a 


the | , 


|testimonial by the New York 
Yankees’ Mickey Mantle. 
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gold mine of Vitality Vitamin C 


er ry 
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FRESH 
GRAPEFR 


from Flondu 


GOLD MINE—The Florida Citrus 

Commission continues its offer of 

grapefruit spoons in this ad for the 
new season. 


newspaper campaigns. The prom- 
ise of “natural” vitamin C, plus 
seven other vitamins, minerals 
and health benefits in “nature’s 
perfect balance,” will be featured. 


# “Your body can’t store it—you 
need it every day” will be a selling 
line for vitamin C in citrus fruits 


and juices. Magazine ads_ will 
continue to carry testimonials 
from sports figures and other 


well-known personalities, but in 
the form of panel inserts, rather 
than as the basis of the whole ad. 
Some of the magazine layouts also 
will include a premium offer of 
four grapefruit spoons for a dollar, 
a promotion started several years 
ago by Florida Citrus Mutual, 
big growers cooperative. Tange- 
rine advertising, representing only 
about 4% of the budget, will be 
carried in full color in Sunday 
supplements. 

Assisting Mr. Hobler in the 
presentation were nearly a dozen 
agency representatives. Among 
those explaining phases of the 
program were Mrs. Andy Talbert, 
vp and copy group head; Harry 
Warren, vp in charge of the 
Florida office; Vic Bloede, vp in 
charge of creative work; Lee Rich, 
vp and media director, and Tom 
McDermott, vp in charge of tele- 
vision operations. 

Mr. McDermott said that “tele- 


vision can represent a_ bigger 
gamble than all the _ roulette 
wheels in Las Vegas,” but said 


the commission is avoiding this 
risk by purchasing a package of 
tried and tested shows. He de- 
clared that all three shows are 
highly efficient and that a con- 
servative estimate of their ratings 
would indicate they could deliver 
in combination a thousand viewers 
for $2.53, compared to $3.69 per 
thousand for the average evening 
show. 

In addition to the $3,000,000 set 
up in the advertising budget, the 
commission has established a re- 
serve item of $700,000 which may 
be available during the season if 
the crop is as large as estimated, 
Homer Hooks, general manager, 
pointed out. 


® Revenue for the agency’s over- 
all program of promotion and 
regulation is derived from a state 
tax of 5¢ per box on oranges, 6¢ 
on grapefruit, and 5¢ on tange- 
rines. The total consumer adver- 
tising budget, a merchandising 
budget of about $1,500,000, ad- 
ministrative expenses and other 
operating items, all are financed 
through collection of the per-box 
tax on fruit going into commercial 
channels. 

On the basis of the program 
approved this week, the commis- 
sion would spend $1,947,600 adver- 
tising oranges; $933,000 for grape- 
fruit, and $119,400 for tangerines. # 


SSC&B Moves N.Y. Office 

Sullivan, Stauffer, Colwell & 
Bayles, New York, has moved to 
575 Lexington Ave. 
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THE ADVERTISING 


> MaArKeT PLACE 


pa $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


um—two) 30 letters and spaces 


two lines for box number. Closing deadline: Copy 


line; upper & lower case 40 
in written form in 


line. Add 
0 office 


no later than noon, Wednesday 5 days mS publication date. Pacific Coast Repre- 


sentative (Classified ig 
Angeles, 8. Axminster 2-0 


1, -~ Departments, Inc., 4041 Mariton Ave., Los 
Closing deadline Los Angeles Monday noon, 7 days 


ing publication Pm _a- classified takes card rate of $18.75 per column 


h, and card discounts, size and frequen 


AVERAGE PAID CIRCULATION FOR 


(6 MONTHS ENDING JUNE 


HELP WANTED 


cy apply. 


41,961 


POSITIONS WANTED 


30, 1958 


SPACE SALESMAN 

Chicago area. To represent top traffic- | 
transportation weekly. Must have trans- | 
portation selling or advertising agency | 
background. Salary open to qualified 
man. Send full particulars and resume. | 

Box 1821, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N. Y. 


~~ MOLENE 


Public Relations | 
.Advg. Managers | 
a on ‘Production .. Service 

“All is grist, which comes te our mill” 
Andover 3-4424, 105 W. Adams 8t., Chgo 3} 


SPACE MAN TO LOFT FALL SALES! 
Impressive 15 yr. background. Travel/re- 
locate. Now in Southeast. 37; a real 
Box 1849, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 


Newspaper space salesman, 29, 
Advertising Degree, seeks full 
time position with consumer or 
trade publication 
Box 1743, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING SPACE SALESMAN 
Young, aggressive. Preferably experienced 
Large ABC business publication. ated | 
lished territory—Chicago and Mid-west. 
Excellent opportunity. State age, salary. 

Box 1844, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING SPACE SALESMAN 
For new theatre and amusement maga- 
zine. Drawing vs. commission. State age, 
experience and drawing required. 

Box 1845, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 So. State St. HA 7-1991 Chicago 


WANTED: Million dollar firm wants | 
salesmen to sell service awards to indus- 
tries. Commission basis. Write: 
Box 1846, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HIGH CALIBRE EXPERIENCED MEDIA 
Representative in Chicago and New York 
with established clientele to represent 
exclusively poster advertising on trucks 
for national accounts-commissionable. 

BILLBOARDS ON WHEELS 

P.O. Box 4327 Miami 26, Florida 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
468 E. Ohie St., Chicago, Su 77-2255 


MANAGER FOR NATIONWIDE 
MAILING LIST RENTAL BUSINESS 
Milwaukee home office of internationally 
operated business service firm needs man 
familiar with all phases of list rental 
business. Will be in complete charge of 
new division in our home office and 
our 150 branches. Excellent compensa- 
tion. Write full details on yourself and 
work background and enclose photo. 
Send to Vice President in Charge of 
Sales 820 North Plankinton, Milwaukee, 

3, Wisconsin. 

COPYWRITER: Man or woman, specialist 
in TV and radio with some experience in 
publicity, collateral and other media. 
Opportunity to become department head. 
You'll have to work hard but you'll be 
paid for it. Give resume in first letter to 
John Turean, Copy Chief, Wesley Aves 
& Associates, Inc., Federal Square Bidg., 
Grand Rapids, Michigan. 

MEDIA MAN OR WOMAN 
An agency, where AE’s have handled 
media, now needs a pro to set up and 
operate a one-man (or woman) depart- 
ment. Media filing, library, research, 
analysis. Might be an opportunity for a 
stymied assistant to build something 
Send resume and salary requirements. 
Box 1847, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MEDIA DIRECTOR | 
To work closely with plans group of 
medium-size agency located in pleasant 
college town within 200 miles of Chicago. 
M be a creative investigator and 
analyst able to write concise and force- 
ful reports backing up his recommenda- 
tions. Send resume including salary ex- 
pected and all personal data. Correspon- 
dence will be confidential—our employees 
know of this ad. 

Box 1848, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


YOUR ADVERTISEMENT 
HERE WILL 
BRING RESULTS 


PROPORTIONAL RULE 


Computes Accurate Reduction of Layouts, 
Photographs, Illustrations, Blue Prints. 
Can be used on Art Work to 90 inches. 
Large Figures and heavy Marking Lines 
make for Quick, Easy, Fast Reading. 
be used as a Promotional Souvenir 

to keep Customers Sold. 
Acts as an incentive for Salesmen to 
contact new Accounts. 
Great for Good Willi—Greater for Sales. 
Rule made of White Plastic—6” diameter. 
iNlustrated price list sent on request. 

PIERCE ADVERTISING NOVELTY CO. 
537 So. Dearborn St., Chicago 5, Illinois 


| ARTIST, 10 yrs. exp. Responsible for 
finished art/lettering/spots; thoro. know]. 
production, sketches. Diversified back- 
ground includes boxes & food prod. 
Box 27 R 136, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif 


MAGAZINE SPACE SALESMAN 
| Alert, persistent, 9 years competitive 
experience, age 33, neat appearing and 
seeking permanent association. Can 
produce actual company sales records. 
Robert F. Mandolini, 6101 Whitsett Ave., 
apt. 4, No. Hollywood, Calif. POplar 
6-4459 or DUnkirk 5-4407. 
WRITER-PHOTOG-L.A. 

Ready for full-time, perm. oppor. in L.A. 
area. Exp. trade writer; news photog & 
darkrm. Man, 31, USC Senior (nights). 
Will consider free lance. 8S. Marcher, 
2113 Lengwood Ave., L.A. WE 1-3937. 


pro. 


POSITIONS WANTED 


IDEAS FREE 
TRY ME 


Advertising Age, September 22, 1958 


Ben Hecht Blasts 


Try this young copywriter in your agen- | 


cy or ad dept. for one week at my 
expense. Then decide if you want to hire 
me. Fair enough? 2 yrs. exp.—agency, 
mail order. Marketing degree. 
Box 1857, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR-ADV. ARTIST 
18 YRS. EXP. AD AGENCY, STUDIO 
RETAIL CREATIVE IDEAS, LAYOUT, 
FINISHED ART, RETOUCHING, PRO- 
DUCTION, $12,000 MINIMUM. 
Box 1858, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Merchandising: yng. man, 28, col-grad. 6 
yrs. exp. practical mdsg. with major soap 
mfr. & with ad agency. cae agency 
mdsg. pos. or asst. brand mg 
Box 1859, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


FREE LANCE ILLUSTRATION 
Complete job .. rough to finish art. 15 
yrs. successful mail operation. Top qual- 
ity work only. Write and we'll talk it 
over. 

Charles Kerins, No. Scituate, Mass. 


MARKETING - RESEARCH 
Ready to put 8 years of Consumer Mar- 
ket Research, Sales & Management Con- 
sultant experience to work in a chal- 
lenging position. Age 30. Interested in 
Marketing or Market Research position 
in New York area. 
Box 1860, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


Ce-Op Adv. Credit Administrator. 6 years 
exp., 39 year old college family man. 
Qualifying position wanted in So. Calif. 
Box 1861, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE YOUNG ART & PROD. MAN 
8 years exp., 6 with international mag., 
% million cire. Also handled advt. pro- 
motional brochures, booklets, direct mail 
& mag. advt. Strong in layout, illus 
& photography. I know offset, letterpress 
printing and typography. Salary open. 
Married, age 29 
JOS SCHIAVO 347 4ist St. 
Downers Grove, Ul. Wo 8-5878 


CHICAGO EDITOR-WRITER 
Industrial and food business paper and 
publicity experience. Knows production. 

Box 1850, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
COPYWRITER—10 YEARS EXP. Em- 
ployed but wants more demanding posi- 
tion Young (35), married, creative. 
Experience includes: Copy itop accts., 
top NY 4A agencies), Advt.-Sales Prom. 
Mgr. (major industry), Sales Prom. A.E. 
& Writer (network). Will relocate. 


Box 1685, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CHGO. COPYWRITER DESIRES JOB 
IN SAN FRANCISCO OR PAC. N. W. 
Let me help you make money. Male, 30, 
College Grad. Solid sales prom., copy- 
contact exp. Try me ... you won't be 

disappointed. Salary: $7200. Write 
Box 1851, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Can an agency man cross the tracks? 
With 15 years AAAA agency experience, 
copywriter-account executive wishes to 
join company advertising staff. Copy and 
planning assignments have included all 
media and both consumer and industrial 
products and services. Atlantic coast area 
preferred. Can I help you? 
Box 1852, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


I KNOW EVERYTHING ABOUT RADIO 
& TV. CONGENITAL. WIND UP FAST. 
SEEK AGENCY JOB. 

Box 1853, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MGR. ADV., 8.P., PUBLICITY 
10 yrs. exp. in Adv., S.P., publicity. 
Want permanent spot with mfr. or agen- 
cy. Heavy on indust. (construct., earth- 
moving, materials handling, metals, tools.) 


Located in Detroit. Will move. $9,000 up. 


Box 1855, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOTION PICTURE ADMINISTRATOR 
Extensive knowledge and exp. in theatri- 
cal-industrial film planning, budgeting, 
production, distrib., and promotion. Mas- 
ter Film Editor, Production Coordinator 
(8 yrs. exp.) Wharton School Grad. B.S. 
Econ; N.Y.U. M.A. Audio-Visual Ed. Cre- 
ative. SEEKING RESPONSIBLE ADMIN- 
ISTRATIVE OR SALES POSITION. Ex- 
cellent Refs. 


Box 1854, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


INTERNATL. MARKETING EXECUTIVE 
Outstanding background in Management, 
Administration, Sales Promotion, and 
Advertising. Extensive experience 92 
major markets in Africa, Europe, Far & 
Middle East. Latin America, with leading 
manufacturer consumer products. Excel- 
lent connections. 


Box 1856, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


WANTED 


key position with major 
advertiser or agency 


Well-rounded marketing, advertis- 
ing, merchandising, sales promotion 
and management background in- 
cludes administering $11 million 
toiletries budget; managing adver- 
tising department; coordinating 
work of 3 agencies; participation in 
policy and product planning. 


Successfully operated own agency 
over 5 years; mostly in consumer 
durable goods. Developed outstand- 
ing syndication programs for retail 
furniture and jewelry outlets coast- 
to-coast. Sold effectively for clients 
via TV, radio and print media. 

5 years in retail, mail order. Age 36; 
married; 3 children. Wharton grad- 
uate; marketing major. Send for 
ae 


44, ADVERTISING AGE 
200 © Tiinsis St., Chicago 11, Illinois 


a 


sie acl Salata dahil 


ART DIRECTOR 
Fast, versatile, seasoned A.D. with solid 
background of experience. Delivers fresh 
ideas and sparkling layouts. Mature family 
man prefers medium sized city, will 
relocate at once at own expense. Top 
references. Salary 10-15. Send for resume. 
Box 1862, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 
ART DIRECTOR-LAYOUT ARTIST 
Prefers smaller agency (but good one) 
who needs a good creative, productive, 
Art Director. Available now. $10,000 
Box 1843, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXPERIENCED 

INDUSTRIAL PHOTOGRAPHER 
of international manufacturing concern 
seeking change. Broad exp. includes still 
and motion picture production, aerials, 
stereos, technical pix of machinery and 
adv. illustrations. Works closely with 
sales, merchandising and ad agency peo- 
ple. Work appears in nat’l. magazines 
and journals. Background of chemistry 
and five years of photo and art schools. 
Late thirties, married, two children. 

Box 1863, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MAGAZINE CIRCULATION EXECUTIVE 
Aggressive young man with 10 years ex- 
perience in magazine industry. Thorough 
knowledge of newsstand circulation, cir- 
culation promotion, and other phases of 
publishing. Outstanding references. 
Available for personal interview. 
Box 1864, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


INDUSTRIAL COPYWRITER 
2 yrs. hard exp. all phases industrial 
adv. copy & prod. Employed large Mid- 
west mfgr. Prefer ind. or cons. copy with 
Richmond - Washington, D.C. agency or 
mfgr. 26, single, college degree. 

Box 1866, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 


PUBLISHER’S REPRESENTATIVES 
Exclusive territories now available 
throughout U.S. for experienced, hard 
working space salesmen. Opportunity for 
lifetime future. Write complete back- 
ground and experience in first letter to: 

INTERNATIONAL SCREEN 

PRODUCTION HANDBOOK, INC. 

507 Fifth Avenue, New York 17, N. Y. 


LAND IMPROVEMENT MAGAZINE 
now in 5th year, switching to representa- 
tion. Two new allied books, IRRIGATION 
FARMER, and IRRIGATION DEALER 
AND WELL DRILLER. Representation 
desired in Chicago-Midwest and Ohio- 
Detroit-Pittsburgh markets, preferably by 
same firm. Also New York and West 
Coast. Agricultural Press, 4710 N. 

St., Phoenix, Ariz. CR 9-3171. 


REPRESENTATIVES AVAILABLE 
NEW ENGLAND ADVERTISING REP. 
Interested in trade or consumer maga- 
zine. Experience and references to your 

satisfaction. 
Box 1814, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
GRAPHICS REP with buying contacts 
agencies, advertisers in Pittsburgh-Tri- 
state territory will sideline your product 
to this market. 
Box 1865, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
BUSINESS OPPORTUNITIES 
TO A TAX-CONSCIOUS PUBLISHER: 
You CAN add our $50,000 tax-loss to your 
profitable operations and save $26,000 
cash. Full details from ex-magazine pub- 
lisher of Illinois corporation. 
Box 1816, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
IDEAS FOR SALE 
Over 1000 yearly in new Business Pro- 
motion Idea Newsletter. Indispensable. 
Needed. Pays for self many times over. 
Write BPI, Box 296D, Los Altos, Cal. 


MISCELLANEOUS 


ARTIST OR WRITER 
Air cond. Michigan Ave. studio with 
phone answering. Winsor Associates, Inc. 


6 North Michigan Ave., Chgo. An 38-7767 


TV Commercials; 
Adds 3rd Sponsor 


(Continued from Page 2) 
screen darkened a whole evening 
—as a revenge against one com- 
mercial too much. 

“A large segment of the tv au- 
dience not given to protest has 
developed a sort of home-made 
catatonia toward commercials. In- 
stead of turning off the set, they 
turn off their senses. They neither 
see nor hear the commercial and 
remain in the automatic coma un- 
til the last ululation has sub- 
sided,” Mr. Hecht said. 


s Mr. Hecht went on to point out 
that since sponsors are spending 
hundreds of millions of dollars on 
tv, the commercials must be pay- 
ing off for them. He then brought 
on Robert Foreman, BBDO exec 
vp, to help unravel this “mystery.” 

Thereafter it was pretty much 
a matter of Mr. Hecht asking 
questions and rarely giving his 
guest opportunity to answer. Mr. 
Foreman did manage to get in an 
uninterrupted statement to the ef- 
fect that he disagreed with prac- 
tically everything Mr. Hecht had 
said about commercials, but the 
BBDO official had no real chance 
to unravel the “mystery” of the 
commercials. 


s There were two commercial 
breaks during the show. A lady 
announcer introduced these with 
a request to viewers, “Please be 
attentive to the bitten hand that 
feeds us.” The feeding hands were 
those of Norwich Pharmacal Co. 
and Schiffli Lace & Embroidery 
Institute. The Wine Advisory 
Board has since been added to Mr. 
Hecht’s sponsor list. + 


Fame Names Charney 

Fame Fabrics, New York, manu- 
facturer of curtain and drapery 
fabrics, has named Charles J. 
Charney & Co., New York, to han- 
dle its advertising. Business pa- 
pers and direct mail will be used. 


FOR THE EXPANDING AGENCY 
WITH A PERSONNEL NEED 


1. A creative agency manager 
2. A top idea man and merchandiser 
3. A successful account executive and 


supervisor. 
AVAILABLE—All in one alert, proved indi- 
vidual. Write Box 245, Advertising Age, 
200 E. Illinois St., Chicago 11, Illinois. 


SENIOR ART DIR., r S 
agency. Heavy food e 
highly oo will a divide 
accounts with long-time 
head, have equal stature. 
MKTG. DIR., Coast brewery. 
— RESEARCH MGR., big 


TECH. ED. Engineering or 
science degree. Technical 


proposals, reports. to $10M 
FARM WRITER, equipment. $8M 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 S. Dearborn CE 6-5353 Chicago 


Chap Stick Sets 


Doubled Drive for 


New Swivel Case 


(Continued from Page 2) 
carrying Chap Stick in pocket or 
purse every day. 

The campaign starts with a 
b&w page in the Sept. 29 Life, 
followed by page and fractional 
page ads in 17 other consumer 
magazines and six trade publica- 
tions. 

In addition, the company will 
sponsor Morgan Beatty’s “News of 
the World” (NBC-Radio) three 
days a week, beginning Oct. 31. 
This network program will be sup- 
plemented by a “saturation” spot 
radio campaign in about 200 mar- 
kets. 


® Besides Life, the consumer 
magazines include American Jour- 
nal of Nursing, Boys’ Life, Farm & 
Ranch, Everywoman’s, Family 
Circle, Field & Stream, Future 
Farmer, Grier’s Almanac, Look, 
McCall’s, Outdoor Life, Parents’ 
Magazine, Progressive Farmer, RN 
Journal for Nurses, Sports Afield, 
Sports Illustrated and True. 

The trade campaign runs in 
American Druggist, Camping, 
Chain Store Age, Drug Topics, 
Profitunities and West Coast Drug- 
gist. 

New display material, special- 
ized for each type of retailer, has 
been made available. All merchan- 
dise will be delivered pre-packed 
and assembled ready for multiple 
display use. 

Lawrence C. Gumbinner Adver- 
tising, New York, is the agency. + 


Block Shows 4A‘s Work 

An exhibit of the creative work 
of 33 agencies is being held at the 
Frank Block Associates offices in 
St. Louis through Sept. 30. The ad 
exhibit is the outgrowth of a Four 
A’s group workshop held at White 
Sulphur Springs last April. The 
group was made up of members 
billing from $2,000,000 to $15,000,- 
000 annually. Each member agency 
submitted an advertisement which 
represented one of its best creative 
efforts during the past year (AA, 
June 2). 


Lytton’s Names Hedberg 

Harry Hedberg has been ap- 
pointed advertising manager of 
Henry C. Lytton & Co., Chicago 
clothing store. He formerly was 
men’s copy chief at the store, and 
before that was staff assistant to 
the vp in charge of promotion of 
Carson Pirie Scott & Co. 


consultant 
to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H.. LONG 5347 N. SANTA MONICA 


MILWAUKEE 17, WIS. e WOODRUFF 2-6100 


WANTED 


BACON KNOWS | 
MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines—a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 

service for magazines. Best 
coverage, fastest service, highest 
accuracy. 
* BUSINESS * FARM 
* CONSUMER 


_ _ Send for Booklet No 56— 
‘How Business Uses Clippings’ 
BACON’S CLIPPING BUREAU 
— 14 E. Jackson Blyd_, Chicayo 4, Uhnots 
WAbash 2.8414 . 


Local campaign ideas, all lines of 
business, for weg usage. We're 
rganized to sell rough national 

es force. Will pay royalty or pur- 
ag outright. Tell us what you 


ve. 
aa AD SERVICES, INC. 


Campaign Division) 
100 Walnut Street Peoria Illinois 


The Midwee s 


Sed, “ 


BIRCH 


Personnel 
Service, 
Inc. 


service for Ade. "Ant & 
allied fields. 


By appointment only 
59E. ‘oe rae 1417 
CHICAGO 2, Ill. 
Central pane 


JOUN ANDREW! 


poultry ¢livestoe arts 


STO ART SERVICE 0 1504 Dodge $i ee 
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Admen Shouldn't: 
Try to Take Over 
Politics: Truman 


(Continued from Page 2) 
nore useful and more important 
han the dollar spent on a tele-| 
ision set, or on tobacco, or on Old | 
srand-Dad, then there is hope for 
you.” But when he hit “tobacco,” | 
he said “pipe tobacco and cigarets | 
vhich cause lung cancer.” 


* Mr. Truman, pink, beaming and 
ssertive at 72, had this to say: 
At such occasions as this, it is| 
‘ne usual thing to congratulate | 
le press on its freedom, its im- | 
partiality and its sober sense of 
lesponsibility. But I’m going to) 
skip all that. Other people can do | 
it better, and with more convic- 
tion, than I. The point I wish to 
make is—not that the press is 
“good, but that it could be a lot 
better,” 

He thinks newspaper men re- 
gard the news too narrowly, that 
they emphasize clashes, contro- 
versies and sensation, and may be 
“a long way from informing the 
public as to what the issues really 
are.” 

He attacked four myths: (1) 
That President Roosevelt and the 
New Deal were wildly extrava- 
gant; (2) that the Democrats 
never balanced the budget; (3) 
that the Republicans are very 
economical and (4) that while the 
present administration had heavy 
defense expenditures to carry, it 
had cut domestic spending to the 
bone. 


® He asserted that “if the press 
were really to inform itself, it 
would have to look into the whole 
question of public spending and 
taxing and its place in our econ- 
omy. A really good look at this 
subject might produce some start- 
ling results and upset some of the 
things we take for granted.” 

Among these things, he believes, 
is the premise that all private 
spending is good and all public 
spending bad. He argued that 
public spending may be far more 
useful than private spending, and 
here made his remark about 
tobacco and liquor. He went on: 

“Most people need education 
more than they need Perry Como, 
and paved highways more than 
they need tailfins ... Newspaper 
publishers and editors and report- 
ers all ought to take a good look 
at the whole question of spending 
and taxing and try to understand 
what is really involved. It is not 
a simple game of ‘bad guys’ in 
public office who spend money 
and ‘good guys’ who don’t. The 
newspapers have a public respon- 
sibility to present the real truth 
to the people. It may mean chang- 
ing some old ideas, but it may 
also be a way of saving the 
country from disaster.” 


Stanley Plans ‘Post’ Ad 
Stanley Tools and Stanley Elec- 
‘ric Tools, New Britain, Conn., 
will use a two-page, two-color ad 
n The Saturday Evening Post Dec. 
5 to highlight their Christmas gift 
romotion. Festive wrappings for 
sols will be used this year. Trade 
ivertising and direct mailings to 
ealers will supplement the drive, 
nd dealers will be offered kits 
hich include counter and window 
isplays, tie-in ad mats and con- 
aumer envelope stuffers. 


delott, Mackintosh Join D-F-S 
Jerome J. Delott, formerly with 
ale & Towne Mfg. Co., and David 
Jackintosh, formerly with Ben- 
on & Bowles, have joined Dancer- 


58 


Niessen McDowell 


Woodbury 


Tracy 


BOOSTERS—A week-long promotion in Tulsa heralded the premiere of 
“New York Confidential” to be sponsored in 40 midwestern markets 
by D-X Sunray Oil Co. Participating in the festivities were D-X ex- 


ecutives R. W. McDowell, president, and Clarence F. Niessen, ad and 
sales promotion manager; Lee Tracy, star of the TPA series, and J. B. 
Woodbury, president of Potts-Woodbury, D-X agency. 


“Why Put 8 Tomatoes 


(Continued from Page 3) 
produced by Freberg Ltd., starring 


combine the serious with the bi- 
zarre, will mark Mr. Freberg’s first 
commercial tv appearance in the 
New York market. 

Bob Brisacher, senior vp and 
account supervisor at Cunningham 
& Walsh, Contadina’s agency, re- 
ported this will be the fourth con- 
secutive year that the bulk of Con- 
tadina’s ad dollar will have been 
concentrated in radio. 

“Contadina sales figures,” Mr. 
Brisacher declared, “prove the 
wisdom of this choice of media.” 

Mr. Brisacher told ADVERTISING 
AGE that C&W also has created a 
merchandising campaign for Con- 
tadina’s use in alerting buyers and 


Radio and tv commercials were | 


Stan Freberg. The tv spots, which | 


Contadina (Still Stressing Radio) Now Asks, 


in Little Bitty Can?’ 


retail store personnel, as well as 
point of purchase material. 

A direct mail piece consisting of 
a recording of the commercials, 
plus a sales message, has been sent 
to the homes of more than 2,500 
buyers across the country. Broker 
sales personnel will distribute plat- 
ters to the grocery trade. 


@ Members of the agency account 
group responsible for the campaign 
include John Connor, vp and crea- 
tive director; Bob Matthes, radio- 
tv director; Jerry Gilley, assistant 
media director; and Stan Peter- 
son, director of marketing. 
Contadina also is currently ad- 
vertising several new products in 
various test cities; these will be 
introduced nationally, market by 


market, in 1959. + 


(Continued from Page 2) 
e The idea must be an honest 


that doesn’t do what you say it 
will do, and you have earned her 
wrath and rejection forever.” 


e A good idea should be meaning- 
ful and provocative. Miss Sher- 
man quoted as a good example the 
current line about the New York 


teresting, and you will be, too.” 


idea. “Sell a woman a shampoo | 


‘Unblinking Way of Facing Facts’ Makes 
Women Useful in Advertising: Sherman 


e The idea, so far as possible, 
should be a durable idea, “one 
which will repay your investment 
with growth and strength as it 
goes along.” + 


|’Year One’ Describes 


Granada Network's Ist Year 
“Year One,” an account of the 


first year of operation of Granada 
Times—“It’s so much more in-|TV Network, an independent tel- 


evision company in England, has 
been published by Granada and 


| trial 


‘American Exporter Industrial’ 
Becomes ‘Industrial World’ 

Effective with the January is- 
sue, American Exporter Indus- 
will change its name to 
Industrial World. The Spanish 
edition will become Industrial 
World en Espanol. Johnston Ex- 
port Publishing Co. said the new 
title was selected after a two- 
year study. 

The editorial scope of the mag- 
azine will be unchanged. Hugh 
M. Hyde, publisher, said: “Under 
the original title the publication 
has become the largest industrial 
export magazine published in the 
U. S. We look forward confident- 
ly to its continuing growth under 
the new title.” 


‘Printing’ Hikes Base, Rate 
New advertising rates for Print- 

ing and Printing Magazine Pur- 

chasing Manual will become ef- 
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|necessitated partly by increased 
‘costs of printing and mailing and 
partly because an alltime-high 
paid circulation was reported in 
\the publication’s ABC statement 
|for June 30, 1958, the publisher 
reported. 


Felters Appoints A&C 

Felters, Boston manufacturer of 
decorative and industrial felts, has 
appointed Anderson & Cairns, 
New York, to handle a new 
line of consumer products, includ- 
ing “Woolsuede,” a 100% wool 
felt adhesive wall-covering and 
decorative cloth. Sutherland & Ab- 
bott, Boston, will continue to han- 
dle Felters industrial products. 


NEW YORK + CHICAGO 


A widely respected firm 


4 ] 


Walter ™ 


of pre; 
Magazine Publishers 


fective Jan. 1, 1959. The adjust- Representatives 

ment in rates, an increase of 516 Fifth Ave., N.Y.C. 

approximately 7.5%, has been MU 2-5253 
You could 


probably even 
sell a USED 
TENNIS RACKET 
in the Ad Age 
Classified Section! 


... for The Advertising Market Place is sort of 
a one-big-family meeting place where almost 
150,000 marketing men get together each 
Monday to hire, buy and sell. They are alert 


to unusual situations. 


Surprising results are 


scored by these low-cost ads. Try it. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


e A humanly desirable idea is|printed in Great Britain by Shen- 
likely to be effective, since effec- lval Press, London. Chapters deal- 
tive advertising is directed to hu- | ing with the Getenada Theatres, 
man needs. All creative people Granada and the drama and tv 
must learn to observe what human | 


‘ |and visual journalism are written 
needs are, Miss Sherman uraee- | he such experts as Miss C. A. 


e Television has made the demon- | Lejeune, film critic of the London 
strable idea an often effective idea. | Observer, Tony Richardson, assist- 
She cited the tv commercial using | ant artistic director of the English 


Betty Furness demonstrating the 
sand test for Westinghouse Laun- 
dromats, which helped increase 
Westinghouse’s share of market 


for 1956-57 by 30%. Miss Sherman | 


Stage Co., and Randolph Church- 
hill. 

A reference section includes a 
history of independent tv, and lists 
prominent people who appeared 


feels that the good ideas also,on the network in its first year 
should be communicated with a|and advertisers who bought time 
“civilized sense of promotion and during the first year. 

tone of voice.” 

e The good idea offers the reader GOA Ofters Discount Plan 


or viewer a reward. “The day is| General Outdoor Advertising 
gone when an ad is written for | Co., Chicago, will begin a new fre- 
the edification of the client’s| quency discount plan to benefit 
board of directors.” | advertisers who use GOA services 
| six months or more out of the year 


e The good idea is a fresh idea. |in the same city, town or market. 


It may say something that's been | rhe plan becomes effective Dec. 


said 50 or 500 times before, Miss | ; , 

 ~. z,| 20. Discounts will apply to all pub- 
Sherman asserted, but it says it) lished showings as follows: For 12 
as of this minute. consecutive months, 10%; for nine 
e In the complex channels of | through 11 months, 742%; for six 
modern physical distribution of |through eight months, 5%. Dis- 
goods, the idea should be pro-| counts will apply to all showings 


motable in the strictly commercial | provided a minimum 25 intensity is 


‘itzgerald-Sample, New York, as 
-esearch project directors. 


sense. | maintained. 


| am enclosing $ 


1___State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


Clip and mail 
this form to: 
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Chrysler's Todgham Hits Newspapers’ 


Criticism of North American Autos 


(Continued from Page 1) 


publications which continually| Mr. Lipscomb, is “a two-edged 


deprecate the product in which we 
expect the public to have confi- 
dence if the public is to buy them? 

“Yours, gentlemen, is the only 
media in which we encounter this 
situation,” he said. 

“I don’t know of any other prod- 
uct whether it is soap, soup or 
suppositories that has taken quite 
as severe a lambasting in the pub- 
lic prints as has the North Ameri- 
can automobile,” he said. “Cer- 
tainly I have never seen your writ- 
ers tee off on other products and 
while questioning the integrity of 
their manufacture reiterate to the 
reader that a foreign-built article 
is better, cheaper and in all re- 
spects more desirable. 


s “I realize that it has taken a 
good deal of temerity for me to 
load my pop-gun and let fly at 
the big guns of the newspaper 
world,” Mr. Todgham said. He em- 
phasized that he was not taking the 
stand that big advertisers should 
be able to dictate to the news and 
editorial writers. 

“If the day should come that a 
politician, a merchant, a labor 
leader or a manufacturer could 
control the news and _ editorial 
columns of our newspapers it 
would mark the turning back of 
the clock to 1065,” he said. 

It is more essential than ever 
that the ever-vigilant watch-dogs 
of the press remain as protectors 
of the public interest, he said. And 
if one of the bystanders (such as 
the automobile industry) occasion- 
ally gets in the way of a well in- 
tentioned but misdirected arrow 
that is his bad luck, he said. But in 
spite of the misdirected editorial 
arrows, Mr. Todgham said he still 
considered the newspaper to be 
the basic medium which advertis- 
ers must use to communicate with 


people. 


s “Through your columns we 
know that we can reach with our 
message close to 100% of the Ca- 
nadian buying public. We like to 
be able to tailor our message to 
local market conditions. We like 
to be able to tell your readers and 
our prospective customers where 
in your community they can see 
our products on display. We like 
the opportunity that the daily 
newspaper presents to us for deal- 
er tie-in advertising,” he said. 

On the foreign-car issue, Mr. 
Todgham denied that the sale of 
European cars is due to certain 
deficiencies in the domestic mod- 
els. It is simply a question of 
price. “As long as the wages in 
our industry in Canada are ap- 
proximately three times those paid 
outside this continent, there is 
relatively little that we can do to 
offset this price competition,” he 
said. 


= Details of American newspa- 
pers’ “total selling” program for 
1959 were disclosed to the associa- 
tion by Charles T. Lipscomb Jr., 
president of the Bureau of Adver- 
tising, ANPA. 

Mr. Lipscomb said “lack of uni- 
ty” among newspapers is the 
biggest obstacle in selling news- 
papers as a medium for national 
advertising. ‘We must prove we’re 
not 1,700 separate units, but 1,- 
700 united single-purpose vehicles 
for the advertiser’s national mes- 
sage.” 

Cooperating in the “total sell- 
ing” plan, he said, are the Newspa- 
per Advertising Executives Assn., 
the American Assn. of Newspaper 
Representatives, the National 
Newspaper Promotion Assn., and 
the Assn. of Newspaper Classified 
Advertising Managers. 


'parative cost data, and launch a 


The “total-selling” theme, said 


sword. It cuts through our problem 
by calling upon us to sell together 
—in a total newspaper industry 
selling effort. It cuts through the 
advertiser and agency doubts that | 
the daily newspaper is the one,}) 
true national advertising medium.” | 

Mr. Lipscomb said “total selling” 
embraces research, conventions, 
blitz promotions, seasonal promo- 
tions, grass-roots selling and ac- 
count headquarters selling. 

He said the objective of research 
will be “to prove that the total 
selling medium is the daily news- 
papers.” 

“We plan to uncover new com- 


program of continuous measure- 
ment of cost-per-thousand,” said 
Mr. Lipscomb. “Without going into 
the mechanics or terminology of 
these assignments, I can say that 
techniques for gathering this ma- 
terial are already solved.” 


s He added that “another subject 
of interest to us is the nature and 
character of the newspaper read- 
ing audience. Advertisers have 
long sought this information and 
we will soon be releasing such 
findings. Much of this work is 
based on upsetting wild claims 
made by the electronics media. Of 
particular interest in this area is 
a study we are making on tv cost, 
coverage and audience reached 
and missed.” 

Mr. Lipscomb said that newspa- 
pers would be sold as a medium 
through executives of the Bureau 
of Advertising appearing on the 
rostrums of such meetings as the 
National Assn. of Food Chains 
convention next month in Chicago, 
and at the meeting of the National 
Wholesale Drug Assn. in Miami. 


® Seasonal promotions, he said, 
will continue to include the BofA’s 
emphasis on Operation Home Im- 
provement, Summer Slump, Back 
to School and “Christmas.” 

Blitz promotions are scheduled 
for the food, automotive, appliance 
and health and beauty advertising 
classifications—the classifications 
which represent “over one-half of 
all newspaper national linage.” 

“Grass roots selling” singles out 
individual companies, and news- 
paper execs go out and sell their 
story. One advertiser who got this 
treatment was Standard Oil of 
Indiana. Other targets are Grey- 
hound and Allstate. “By the time 
we get through with such ac- 
counts,” said Mr. Lipscomb, 
“everyone in the organization who 
makes decisions will be acquainted 
with the advantages of the news- 
paper medium.” 


= The 1959 target list for “grass 
roots action,” said Mr. Lipscomb, 
also includes Buick (“our largest 
account in the General Motors 
family”), Chrysler, Ford, Texaco, 
Sinclair, Anheuser-Busch, Schlitz, 
Coca-Cola, Pepsi-Cola, Pabst and 
American Motors. 

He described account headquar- 
ters selling as “the real payoff for 
total selling.” Here “we call on the 
customer, show our product, give 
our sales talk and ask for the 
order. All other parts of total sell- 
ing will have done their part by 
then.” # 


Musmanno Named A.M. 

Victor N. Musmanno, who joined 
F. J. Stokes Corp., Philadelphia, 
maker of chemical process and 
high vacuum equipment, has been 
promoted to advertising manager. 
He succeeds Walter E. Rayher, who 
has resigned to join the advertising 
sales staff of Automatic Control, 


a Reinhold publication. 


WIT SPRECKELS SUGAR 


Like three 


candied apple hades! 
he tee slh-tteee 


Otte te ete a 
* 


FUNNY FACE—Spreckels Sugar Co. 

will use this color page in the Oc- 

tober Sunset Magazine as a Hallo- 

ween promotion. Batten, Barton, 

Durstine & Osborn, San Francis- 
co, is the agency. 


Jensen Committee 
Quizzes NIAA on 
Possible Revamp 


(Continued from Page 1) 
at the convention to pursue the 
reorganization proposal—is head- 
ed by Willis T. Jensen, of the 
Rumrill Co., Rochester, N. Y., 
agency. 

While the questionnaire makes 
no mention of the earlier attempt 
to change the NIAA into an In- 
ternational Society for Industrial 
Marketing, it contains many ques- 
tions which emphasize points 
raised in the ISIM controversy. 

It asks: 


e “Would you like to see the 
scope of NIAA broadened to in- 
tegrate more closely with and in- 
clude other phases of industrial 
marketing?” 


e “Do you think this can best be 
done by broadened membership, 
expanded program scope, both or 
neither?” 


e “The over-all policy for chap- 
ter activities and programming 
should be established by the chap- 
ter, national, or both?” 


= The questionnaire lists ten gen- 
eral objectives for NIAA, asks 
they be checked in degree of im- 
portance. It also asks where the 
activities may best be initiated 
and supported—nationally, region- 
ally or locally. 
Among the objectives are: 


e “To improve the managerial 
ability of the people in industrial 
advertising.” 


e “To provide research facilities 
for the entire association.” 


e “To work with other associa- 
tions allied with industrial ad- 
vertising and marketing.” 


e “To integrate industrial adver- 
tising with other functions of in- 
dustrial marketing.” 


@ Under membership it asks 
whether advertising agencies, 
publishers or graphic arts and 
other supply companies, in addi- 
tion to advertiser companies, 
should be eligible for NIAA mem- 
bership. Titles or functions are 
listed for companies, agencies and 
publishers. 

Under finance the questionnaire 
seeks to determine whether the 
dues policy should be by com- 
pany, individual or a combina- 
tion of both, and whether dues 
should be the same, regardless of 
size, or on a sliding scale. # 


sue) sweet ames exom “Precise Selection’ Displaces Mass 
Marketing Concept, Ebel Tells NICB 


(Continued from Page 1) 
is going to replace ‘covering the 
waterfront’.” 

Mr. Ebel also suggested to com- 
panies that they could get better 
advertising results by upgrading 
their advertising managers to 
responsible positions. He said that 
as a former chairman of the Assn. 
of National Advertisers he had 
met many “unusually bright and 
able men” but found that “in 
many instances, because of the 
way they were positioned in their 
businesses, they were not given 
an opportunity to show what they 
were fully qualified to do—that is, 
to give advertising its full oppor- 
tunity to contribute to the growth 
and stability of their businesses.” 


a Mr. Ebel said an advertising 
manager should be positioned “at 
a level of authority which will 
permit him to manage advertising 
to the fullest advantage of your 
company.” 

The General Foods advertising 
chief said companies are making a 
mistake if they rely on their ad- 
vertising agencies for this func- 
tion. 

“Let me make this clear,” he 
said. “Any so-called advertising 
manager can extract a passable 
performance from a good adver- 
tising agency. But it takes a skill- 
ful, experienced, creative advertis- 
ing man to obtain the maximum 
in creativity that a good agency is 
capable of.” 


s Addressing the same _ session 
today, William G. Luttge, vp- 
marketing, Chemstrand Corp., 
described how his company 
successfully invaded the carpet 
industry with its acrylic fiber in 
the past two years. 

In 1956, he noted, synthetic 
fibers represented a tiny segment 
of the carpet market and Acrilan 
had no position at all. Chemstrand 
set itself four objectives: (1) 
Introduction of the Acrilan carpet, 
(2) establishment of the fiber on 
a broad quality basis, (3) “in 
depth” penetration of the trade 
and (4) stimulation of maximum 
consumer interest. 

Two companies—Firth Indus- 
tries and Cabin Crafts-Needletuft 
—-were selected to make the first 
Acrilan carpets and rugs, and they 
were introduced at the Interna- 
tional Home Furnishings Show in 
Chicago. 

They were billed as a “quality 
product and in direct competition 
with wool,” Mr. Luttge § said. 
“Strong advertising campaigns in 
the trade press helped the carpet- 
ing to walk off with the show.” 


s Following the introduction, 
Chemstrand sought a wide con- 
sumer market penetration through 
television. This began in Septem- 
ber, 1957, with sponsorship of the 
“Sally Show” (NBC-TV) Sunday 
nights. 

“Here is what Chemstrand 
bought for its money,” Mr. Luttge 


reported. “An average of 5,500,000 
homes—16,000,000 viewers—19 
times. The agency reported that 
the cost-per-1,000 for this cover- 
age was $5.31. This is not normal- 
ly satisfactory from an immediate 
cost standpoint,” he said. 

“Despite the show’s_ rating 
deficiencies, however, impressive 
progress was made. In six months’ 
time, Chemstrand was well on its 
way to having practically every 
major carpet mill in the country 
as its customer—after starting 
with two. Also, the extra promo- 
tional efforts to get the most out 
of the advertising proved invalu- 
able in terms of sales and con- 
sumer recognition.” 

Mr. Luttge said today Acrilan 
is accounting for “better than 5% 
of the total fibers used” in carpets. 

He said that the broad consumer 
promotion is being continued this 
year with sponsorship of the 
“Perry Como Show” (NBC-TV). 


s Is it possible to make heavy 
cuts in sales promotion expendi- 
tures without hurting sales? Marc 
F. Braeckel, exec vp of Sinclair 
Refining Co., told the conference 
yesterday that it could be done. 

He reported that “because of 
economic developments in 1957,” 
Sinclair had to trim its sales 
promotion budget “quite sharply” 
this year. 

The oil company, which markets 
through 28,000 outlets in 36 states, 
sliced its road map program by 
10%; trimmed back its house 
organ for dealers; cut almost in 
half its budget for technical serv- 
ice information on greases and 
oils; more than halved its partici- 
pation in fairs and shows and 
“looked so hard at a four-color 
picture magazine which dealers 
bought on a 50/50 basis to send 
to customers that we decided to 
eliminate it altogether.” 

Thus far, said Mr. Braeckel, 
“the reduction of these and other 
‘service’ programs has not seemed 
to hurt us. I say ‘seemed,’ because 
you can only evaluate this type of 
activity on a long-range basis.” 


# Sinclair tried to make up for 
these cuts by emphasizing pro- 
grams carrying low production 
costs—promotion of new business, 
reactivation of old accounts. Mr. 
Braeckel said the Sinclair sales 
force called on 45,000 prospects in 
the first three months of this year 
and signed up 19,000 new accounts. 
It also developed a program in 
which dealers call personally on 
their customers. And it repack- 
aged its motor oil in new cans. 

“During the first six months of 
this year, while industrywide 
demand for gasoline was down 
almost 1%, Sinclair had a net gain 
in sales of 24%%,” Mr. Braeckel 
reported, indicating that “you can 
usually trim down the fat without 
cutting the muscle and end up, 
quite often, with a program that 
is over-all more effective than 
before.” + 


Debasing of Profit Motive Has Made 
U.S. Salesmanship Impotent: Wishart 


New York, Sept. 19—What has 
happened to American salesman- 
ship to render it inadequate to 
move goods? 

Paul B. Wishart, president of 
Minneapolis-Honeywell Regulator 
Co., asked this question tonight 
and answered it by citing five 
“invisible sound barriers in sell- 
ing.” 

Mr. Wishart advanced his thesis 
before the dinner session at the 


6th annual marketing conference 
of the National Industrial Confer- 
ence Board. 

He ticked off the following 
factors as the “restraining” influ- 
ences on our economy: 

1. The profit motive has fallen 
into “public disrepute.” 

2. “There is a widely-held pub- 
lic resentment against the applica- 
tion of pressure.” 

3. The consumer has become 
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nore sophisticated. 

4. The emphasis on social and 
conomic security has produced a 
“sluggishness” in industry. 

5. The salesman’s responsibil- 
ity has become diffused. 


« Expanding on point No. 1, Mr. 
Wishart charged that “too many 
business men have allowed them- 
selves to be pushed by a particu- 
larly articulate segment of public 
opinion into a defensive attitude 
toward the earning of profits.” 

Mr. Wishart said he agreed 
completely with Prof. Alfred 
Oxenfeldt of Columbia University 
that the primary function of 
management “is to pursue maxi- 
mum profit”’—not to act as some 
kind of public servant. 

Mr. Wishart took issue with 
what he called the “popular folk 
myth” that “nobody, but nobody, 
‘should be run out of business.” 
it is this attitude, he asserted, 
“that has given rise to the won- 
derfully bewitching—and totally 
misconceived—notion that you 
can take the risk out of doing 
business. You can take the risk 
out of business only by taking 
the incentive out.” 


= “We may deplore the fact that 
last year there were 13,739 busi- 
ness failures,” he added. “But we 
must keep in mind that had these 
businesses remained in operation, 
our over-all system would have 
been that much less efficient.” 

On point No. 2, Mr. Wishart 
said the public has been “assert- 
ing its individuality,” in contrast 
to the “flock-of-sheep reaction of 
former days.” 

He conceded that the picture 
painted in recent books such as 
“The Organization Man,” “The 
Lonely Crowd” and “The Hidden 
Persuaders”—that the public “is 
a homogenized mass of predict- 
able and controllable reactions’— 
was “accurate” a few years ago, 
but he said “quite the contrary is 
true” today. 

“Certainly that has been the 
experience of Detroit this past 
year,” he said. “If ever an indus- 
try had honed mass-psychology 
selling techniques to their sharpest 
edge, it was the automobile 
manufacturers. And suddenly we 
find that the mass isn’t reacting 
to the psychology. On the con- 
trary, it is breaking itself up into 
individual groups and going out 
and buying all sorts of odd little 
foreign creations that no self- 
respecting organization man 
should be caught dead in.” 


® Moving on to his third point, 
Mr. Wishart said the assertion of 
individuality by the consumer is 
linked with his “increasing sales 
sophistication,” as evidenced by 
the editorial content of thé service 
magazines and the rapid growth 
of consumer-research magazines. 

In the new sales climate, Mr. 
Wishart said, salesmen tend to 
“regard themselves as relatively 
ineffectual pawns in a power 
game in which the determining 
factors are million-dollar ad budg- 
ets and technological superiority.” 

On point No. 4, Mr. Wishart 
said we have become a “security- 
conscious civilization” and _ the 
effect on salesmen has been to 
produce “a stickiness, a perform- 
ance lag, into the corporate con- 
trols.” 


s Getting to his last point—dif- 
fusion of the salesman’s respon- 
sibility—Mr. Wishart said: “Today 
when something goes wrong on 
the sales graph and we want to 
call a meeting of all the experts 
who might advise us on a cure, 
we have to hire the Madison 
Square Garden to get them all 
under one roof.” 

The trouble with this, he said, 
is that “when the whole crew 
votes on which way to steer the 
ship, nobody can say who ran it 
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15% System on | 
Way Out: West; 
No, Says Harper 


NEw York, Sept. 19—Marion 
Harper Jr., president of McCann- 
Erickson, went to bat today for 
the prevailing system of agency 
compensation—media commissions 
and fees—while Paul B. West, 
president of the Assn. of National 
Advertisers, stated his belief that 
this system is on the way out as 
a basic method of compensating 
agencies. 

Their varying views on the sub- 
ject of agency compensation were 
presented at the luncheon session 
which wound up the annual mar- 
keting conference of the National 
Industrial Conference Board. 

Mr. Harper said the system of 


|}commissions and fees “has satis- 


fied the principal criteria of what 
agency compensation should ac- 
complish,” and he doesn’t look 
forward “to a revolution in this 
practice for some years.” 


s Mr. West, on the other hand, 
tolled the death knell for the 15% 
commission, declaring that agency 
compensation should now be a 
matter of individual negotiation 
between the advertiser and agency. 

“Each and every situation dif- 
fers and is in a state of change,” 
he said. “The need now is for 
advertisers to determine their ad- 
vertising objectives in the light 
of corporate objectives, to deter- 
mine from these their require- 
ments in agency service, and the 
value of these services to them.” 

Mr. West said the 15% com- 
mission system was originally de- 
signed “to absolve the advertis- 
er of responsibility for agency 
compensation. Under the system, 
agency service was automatic— 
you, in effect, had it thrown in 
with your purchase of time or 
space.” 


= The ANA president added that 
today advertisers have accepted 
their responsibilities in the mat- 
ter of agency compensation. “This 
is not merely a change,” he said. 
“It is an almost complete right- 
about-face. 

“In the light of the facts we 
have considered thus far, isn’t it 
as clear as crystal that it is fic- 
tion for anybody to pretend any 
longer that the media by means 
of the commission system pay 
the agency for services the agen- 
cy performs for the advertiser— 
that the media can realistically 
or soundly set the _ standard 
amount and method of compensa- 
tion the advertiser must pay for 
agency service, and that together 
the agencies and media should 
maintain a standard method for 
the good of advertising? That 
argument may have held water 
once; it certainly doesn’t today. 
Our business deserves better than 
that,” Mr. West said. + 


New U. S. Broadcast Checking 
Corp. Monitors TV Ads 
Advertisers who are fearful that 
their tv schedules are not being 
delivered as ordered may be in- 
terested in a new monitoring serv- 
ice offered by U.S. Broadcast 
Checking Corp., New York. The 
company is headed by Alan Gold- 
enthal, who has been testing his 
detecting technique for about a 
year. He previously operated his 
own agency, Goldenthal Agency. 
He will provide his customers 
with an electronically produced tv 
tear sheet which will show the pic- 
ture that was on the screen at 
three-second intervals and the au- 
dio that accompanied the pictures. 
Tear sheets will be available a half 


up on the rock.” # 


Last Minute News Flashes 
BSF&D Adds Federal-Mogul-Bower Bearings 


Detroit, Sept. 19—Federal-Mogul-Bower Bearings has appointed 
Brooke, Smith, French & Dorrance to handle advertising for its service 
division, supplier of bearings and oil seals and distributor of four of 
the company’s manufacturing divisions, effective Jan. 1. The move con- 
solidates the division’s advertising with one agency. Fred M. Randall 
Co., Detroit, is the previous agency of record for the service division. 


FCC Refuses to Extend Daytime Radio Hours 


WAsHINGTON, Sept. 19—Federal Communications Commission today 
rejected a petition for longer operating hours for daytime radio sta- 
tions. It said more of the population would lose service than would gain 
service. In particular, it said all secondary service by clear channel sta- 
tions would be destroyed, wiping out the only service received by 20,- 
000,000 persons in about one-half of the country. Daytimers sought 
permission to operate from 5 a.m. or local sunrise (whichever is earlier) 
to 7 p.m. or local sunset (whichever is later). 


North American Pushes Cigaret Tar ‘Breakthrough’ 

New York, Sept. 19—North American Cigarette Manufacturers plans 
to use newspapers here about Oct. 1 to announce “a major breakthrough 
in the cigaret-making process to combat the toxic effects of nicotine 
and tars without affecting the taste and without using filters.” The 
company said its cigarets will not reduce nicotine or tars in the smoke 
but will “counteract their effects.”” Robert M. Marks & Co. is the agency. 


Tristram Dunn Joins Compton; Other Late News 

e Tristram Dunn has joined Compton Advertising as vp and account 
manager in charge of Fizrin instant seltzer and Instantine analgesic, 
both Sterling Drug products. Mr. Dunn was previously with Benton & 
Bowles and was general advertising manager of Northam Warren Co. 


e Leslie D. Simpson of Montreal has been named Canadian sales man- 
ager of Select Magazines, New York, a new post. Select is the news- 
stand sales organization for Time Inc., Reader’s Digest, McCall Corp. 
and other companies. Mr. Simpson had been a district sales supervisor 
in Canada. 


e George Goodlett, formerly an account executive at Young & Rubi- 
cam, has joined Foote, Cone & Belding, New York, as an account exec- 
utive. 


e Martin S. Fliesler, formerly an account executive on Revlon at Bat- 
ten, Barton, Durstine & Osborn, has joined Ziff-Davis Publishing Co., 
New York, as director of marketing, a new post. 


e Time will boost its rates and circulation base with the March 2 is- 
sue. New b&w page rate will be $12,310, based on a circulation guar- 
antee of 2,350,000. Current b&w page rate is $11,560, based on 2,250,- 
000 circulation. 


e Rolf W. Rosenthal, formerly copy chief of De Perri Advertising, has 
joined William Douglas McAdams Inc., New York, as a copywriter. 


e Jenkins Spirits Corp., Somerville, Mass., maker of bottled mixed 
drinks (AA, Sept. 1), will launch a consumer test campaign in Massa- 
chusetts, Sept. 22 via fractional pages in 15 newspapers and the region- 
al edition of TV Guide. Keyes, Madden & Jones is the agency. 


e Colgate-Palmolive, New York, will increase the coverage of its cur- 
rent spot tv campaign for Ad detergent, starting Sept. 22. The continu- 
ing campaign in 51 markets will be extended to 20 additional markets 
for 21 weeks. Lennen & Newell is the agency. 


e Revion, New York, expects to pick an agency by the end of this week 
to handle one of its newest products, That Man, a cologne. 


e J. Robert Hudson, formerly circulation promotion manager of the 
Des Moines Register & Tribune, has been named promotion manager 
of the newspaper, succeeding Bert Stolpe, who has resigned, effec- 
tive Sept. 29. 


e Lawrence M. Carino, formerly general manager of KTNT (am, tv), 
Tacoma, is joining WWL-TV, New Orleans, as general sales manager. 


e Jack Hetherington will leave Adam Young Inc., station representa- 
tive, at the end of the year to form his own station representative com- 
pany. 

e Outdoor Life, which is absorbing The Fisherman with its October 
issue, on Monday will advise advertisers that there will be no rate in- 
crease through its March, 1959 issue, but the addition of approximately 
250,000 Fisherman subscribers to the Outdoor Life list ‘will necessitate 
an increase in our 925,000 circulation guarantee and rates some time 
next year.” 


e Like the proverbial father of the bride, Friend-Reiss Advertising 
this week lost a vp, Peter Weinberg, but gained an account. Emerson 
Radio & Phonograph Corp., Clifton, N.J. The account was gained from 
Smith/Greenland Co., New York. The vp was lost to the same agency, 
where he becomes vp and member of the marketing committee. Friend- 
Reiss will represent both Emerson and its new subsidiary, DuMont 
Television & Radio Corp. DuMont’s former agency was Page, Noel 
& Brown. 


The company has its laboratory;sponsors will be Olin Mathieson 
and offices at 369 Lexington Ave.| Chemical Corp. (D’Arcy) and Re- 
Officers include Curt Stahl, elec-|nault (Needham, Louis & Brorby). 
tronics expert who formerly was| Renault, which is in as an alter- 
with the Atomic Energy Com-| nate for six shows, is said to be the 
mission, vp, and Car] Getchell, pre- first imported auto to use U. S. tv. 
viously with NBC, sales manager. After the first 12 weeks Olin 
Mr. Goldenthal said he will be of- | Mathieson will switch to a weekly 
| schedule. 


fering electronic monitoring in 50 
The CBS “Perry Mason” now has 


key markets by Jan. 1. , 

three advertisers set as its princi- 
pal backers. They are Parliament 
cigarets (Benton & Bowles); Ster- 
ling Drug (Dancer-Fitzgerald- 
Sample) and Van Heusen shirts 


CBS-TV Adds 2 Sponsors 

for ‘Small World’; 3 for ‘Perry’ 
CBS-TV, New York, has at- 

tracted two new advertisers to net- 
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Offer Less Hoopla, 


More Data, Adman 


Advises Stations 


Fitzgerald’s Thomas Tells 
Southern Broadcasters 
‘Positive Data’ Needed 


BILox!, Sept. 19—The Nation- 
al Assn. of Broadcasters’ regional 
conference here heard (1) warn- 
ings of impending legislative dif- 
ficulties, (2) an analysis of sta- 
tion economics indicating that 
historic factors are no longer so 
influential and (3) a suggestion 
that formula radio is on the way 
out. 

Outside the meetings, the con- 
versation was largely about rates, 
the problems raised by the forth- 
coming political campaigns, and 
the new packaged rate plans re- 
cently suggested to the industry. 


s William H. Thomas, director of 
radio and television, Fitzgerald 
Advertising Agency, New Or- 
leans, told the meeting that 
broadcast advertising faces a good 
year. But he was critical of broad- 
casting merchandising and pro- 
motion—“The many areas of this 
service seem to be either highly 
overrated or completely undone.” 
Mr. Thomas thinks stations 
would do better to concentrate 
some of this time and expendi- 
ture on other projects, like a 
thorough study of spot schedules 
or programs. He urged study of 
what the advertisers are doing. 
This study of results could yield 
“positive data which may even- 
tually lead to a more thorough 
understanding of ratings, audi- 
ence composition, coverage struc- 
tures, etc.” 


® Harold Fellows, president of 
NAB, took the opportunity to re- 
mind the broadcasters that they 
probably “have yet to face some 
of the most intense legislative 
problems that have confronted 
this industry,” listing pay tele- 
vision, community antennas, net- 
work regulation, restrictions on 
ownership, advertising controls 
and music licensing. 


# John F. Box Jr., vp and gen- 
eral manager of WIL, St. Louis 
radio station, was critical of im- 
itators of the Storz music-and- 
news formula, arguing that no 
“list of the top 40 will give bal- 
anced programming.” He insisted 
that in radio today “the sound is 
the thing” and said that radio 
dials are set for music. He went 
on to predict a withering of the 
news-and-music formula. 

“IT think the music-and-news 
situation has reached saturation 
and that the economic struggle 
between the alikes is beginning— 
by alikes I mean when you can 
hear the same record on several 
stations in a five-minute period,” 
he asserted. 


s While the broadcasters exuded 
confidence, Charles H. Tower, 
manager of the department of 
broadcast personnel and econom- 
ics of NAB, showed figures indi- 
cating that about 23% of the 
country’s radio stations operate 
at a loss; in some markets it rises 
to 30%. 

He went on to comment that 
classic factors for determining a 
station’s profitability have been 
these external influences: Mar- 
ket power, length of service, and 
affiliation. 

More important to the business, 
Mr. Tower argued, are internal 


(Grey Advertising). Several other 


work television with Edward R.| companies have signed this hour 
Murrow’s new show, “Small| detective series on a short term 


an hour after the end of a telecast. 


World.” Starting Oct. 12, its co-! basis. 


factors: Quality of decision, quali- 
ity of people, quality of materials 
|with which to work. # 
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CBS to ‘Ax Any 
Quiz Proven to 
BeGyp':Cowan — 


(Continued from Page 3) 

dollars spent by the advertisers 
bring the quality, the performance, 
and the results that make these} 
wise expenditures.” 
He expressed the thought that 
price alone should not be the de- | 
termining factor and that the focus 
of attention should be on results. 


s Asked in an interview about the 
unsold time on CBS schedules for 
1959, Mr. Cowan admitted that 
some “holes” still exist, but he as- 
serted real progress has been made 
in the past 30 days. 

He said two major advertisers 
would make their own announce- 
ments soon, but he declined to 
name any names or to put any fig- 
ure on the time sold. 

Some of the sharpest criticism of 
tv has been that show quality has 
declined and that the networks 
have cut cultural and educational 
shows in favor of the “escape” type 
of entertainment. 

Mr. Cowan emphasized in his 
talk that he thinks tv must provide 
a “great deal” of entertainment if 
it is to remain a vital part of the 
American scene. 

At the same time, he said, he fa- 
vors a “careful balancing” of all 
types of programs. The tv indus- 
try, he said, has the responsibility 
for providing news and informa- 
tion broadcasts, not only on Sun- 
day afternoons but throughout the 
week “when events and material so 
dictate.” 


® He noted that CBS-TV last year 
spent some $21,000,000 on news 
and public affairs broadcasts and 
that more than half of this sum 
“was not recovered.” 

Mr. Cowan also made indirect 
reference in his speech here to 
charges in some quarters that some 
newspapers are conspiring against 
tv with a barrage of unfair criti- 
cism. 

He asserted: “While there fre- 
quently seems to be a conspiracy at 
work to destroy tv, I for one do 
not believe this is true.” 

He did say, however, that he be- 
lieves there is “loose criticism at 
times” and that those who contend 
that tv is all quizzes and westerns 
“don’t know what they are report- 
ing.” 

He pointed out that CBS-TV will 
broadcast only two quiz shows and 
only seven half-hour westerns out 
of 54 half-hours of nighttime pro- 
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Which lathe did he buy and why? 


PUZZLER—The spread on the left invites the reader to 
guess which of six engine lathes Mr. Brandenburg 
bought, keeps the advertiser—and Mr. Branden- 
burg’s choice—a secret until the reader turns to 
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Mr. 
Branden- 
burg 


chose the LeBlond 

16” Heavy Duty 
Engine Lathe (Lathe F) 
Sorry, we can't 

give you the names 

of the other five 


The K. K. LeBlond 
Machine Tool Company 
Cincinnati 8, Ohio 

World's Largest Builder 

of a Complete Line of Lathes 
for More Than 71 Years. 


LBLOND 
(See “The Case of the Discerning Lathe Buyer,” page 000) 


The ads run in metalworking 


magazines in September and October. Farson, Huff 
& Northlich, Cincinnati, is the agency for R. K. 
LeBlond Machine Tool Co., Cincinnati. 


100-Y ear-Old ‘Nebraska Farmer’ Is Where 
Its Founder Wanted It—in Front Rank 


(Continued from Page 3) 
I food demands began a boom for 
midwest farming, Nebraska Farm-| 
er was in competition with four 
other farm papers serving the 
state, and unverified circulation 
claims made it difficult for the 
Farmer to secure adequate ad vol- | 
ume. Many other publications were | 
having the same trouble at that| 
time, and Farmer joined with them 
in forming the then-new Audit 
Bureau of Circulations, of which 


CENTENNIAL—T his special color cov- 
er will appear on the Jan. 17, 1959, 
edition of the Nebraska Farmer, 
celebrating the beginning of its 
100th year of publication. The pa- 
per was begun in 1859, eight years 


gramming during all of next week. 


before Nebraska became a state. | 


| lieutenant governor and later, from 


Nebraska Farmer became a charter 
member. 


= The winds blew particularly 
cold for the Farmer in 1921, when 
farm produce prices collapsed, tak- 
ing with them most of the Farm- 


Sam McKelvie 


Glenn Buck 


er’s competition—and very nearly 
the Farmer. A bank loan saved 
the paper, and by 1924 it bought 
Nebraska Farm Journal, then pub- 
lished by Arthur Capper Co., To- 
peka, Kan., thus leaving Nebraska 
Farmer alone in its field in Ne- 
braska. 

While steering the Farmer 
through the turbulent World War 
I and postwar era, meanwhile, Mr. 
McKelvie, a Republican, served as 


1918 through 1922, as governor of 
Nebraska for two two-year terms. 

One of the stalwarts at the shop 
during this period was Glenn Buck, 
then ad manager of the Farmer, 
who subsequently became general 
manager and later associate pub- 


lisher of McKelvie Publishing Co.|_ 


In 1956, following Mr. McKelvie’s 
death, he became publisher and 
since has broadened the company’s 


Leonard S. Davidow, Publisher 
153 NORTH MICHIGAN AVENUE, 
CHICAGO | 


NEW YORK 22: 405 Pork Avenve 
DETROIT 2: 3-223 General Motors Bidg. 
CLEVELAND 15; 604 Hanna Building 
LOS ANGELES 5; Bianchord-Nichols, Assoc., 
633 South Westmoreland Avenve 

SAN FRANCISCO 4: Bionchard-Nichols, Assoc., 
33 Post Street 

MIAMI 32: J. Bernard Cashion, 
Chomber of Commerce Building 
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activities in the periodical publish- 
ing business. 

Farmer’s sister publication, Col- 
orado Rancher & Farmer, was 
started in 1947, evolving largely 
out of Mr. McKelvie’s interest in 
ranching. + 


True Story Group Boosts Rate 

True Story Women’s Group will 
boost its advertising rates effec- 
tive with March, 1959, issues of 
True Story, True Romance, True 
Experience, True Love, Photoplay 
and TV Radio Mirror. New rate 
for a b&w page will be $14,559, 
based on a guarantee of 5,600,- 
000. Current rate is $13,987, based 
on the same circulation. The new 
rate card has been published in 
book form. 


Gulf Promotes Hart 

Gulf Publishing Co., Houston, 
has named Gene Hart to the new 
position of sales manager of Petro- 
leum Refiner and The Refinery 
Catalog. He formerly was New 
York district manager of the pub- 
lications. A. F. Lucadamo, former- 
ly technical sales manager of 
American Oil Co., Boston, will 
take Mr. Hart’s New York post. 


Jacobs to Noble-Dury 

Richard H. Jacobs, formerly of 
Greenhaw & Rush, has joined 
Noble-Dury & Associates, Mem- 
phis. 


“I wish you and the birds would get straightened out on this new hobby of yours.” 


Have you recognized the rare, colorgravure, Double Impact 
Admedium—native to the better residential suburbs of top 


metropolitan areas? Popularly know 


n to suburban family shoppers as 


SUBURBIA TODAY, it builds high-flying dealer support and 
soaring sales. (On the wing January 1959) 
Include SUBURBIA TODAY now in your 1959 advertising 


schedules . . 


SMART A 


. first issue January, 1959. 


COLORGRAVURE MAGAZINE OF NEWSPAPERS IN SELECTED SUBURBAN COMMUNITIES. 


Top-drawer advertisers 
are buying WGN 


You're in good company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
programming in 1958 makes 
WGN’s policy of high quality 
at low cost even more attrac- 
tive to you. 


WGN-RADIO 


CHICAGO, ILLINOIS 
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COMING | 
“APRIL, 1989) 
TODAY'S SEGRETARY'S 
Be at | fe 
ANNIVERSARY 
ISSUE... 

A PROGRESS 
REPORT ON THE ~ 
SEORETARIAL 
FIELD 


, 


pe 


Here's a rare opportunity for everyone who advertises office supplies and equipment, 
office furniture, fashions, cosmetics and other items to the vital secretarial market. 


As our regular issue for April, 1959, Today’s Secretary will publish a memorable 
60th Anniversary Issue based on the theme, “Today’s Secretary Surveys Her 
World.” An exciting and comprehensive review of the secretarial scene over the 
past six decades, this issue will create tremendous interest among secretaries 
throughout the country ... and will give you an unequalled opportunity to sell 
your product or service to your best secretarial prospects. 


Special articles and illustrations will trace the progress of the secretary since 
1899: the changes in her work, her training, her office, her clothes, the equip- 
ment she uses. A special section will give a fascinating picture of automation and 
the office of the future, as previewed by business authorities. Here’s an issue 
certain to be kept for reference for a long time by secretaries and other key 
people who play a big role in the selection of the products you sell. 


You'll want to take advantage of this special issue to make a lasting impression 
on the largest all-secretarial audience available through any magazine. Regular 
rates will apply .. . and the closing date will be February 25, 1959. Don’t miss 


getting full details now. Phone or write Today’s Secretary, today! 


INCE (309 


> 


POUPeTeTTTTOT OTIC eee eee eerie rere eee Sete eeeneeeeneees eeeeeeeee eens 


A FEW OF YOUR UNUSUAL OPPORTUNITIES FOR PROMOTION : 


: 1. Your advertisement in this special issue will reach a paid circulation of 
145,000 Today’s Secretary subscribers, plus 100,000 pass-along readers and a 
big bonus circulation of retailers, business schools and secretarial associations. 


2. You can take advantage of the extensive publicity the issue will receive. 
Leading stationers, office equipment dealers and department stores will fea- 
ture the products of advertisers in this issue. There will be wide coverage in 
trade magazines, newspapers and over TV and radio. : 


3. You can tie in with the theme of the issue through your regular ads or 
special ads and inserts portraying the role your product has played. Editorial : 
articles on office equipment and supplies will form the perfect background : 
: for your message, if you sell office products. Advertisers of fashions and : 
: cosmetics can tie in with the “then and now” fashion articles to be featured. 


TODAY'S 
SECRETARY 
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